
 137 

 
DAFTAR PUSTAKA 

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS): alternatif structural 
equation modeling (SEM) dalam penelitian bisnis. Andi. 

Adhikari, K., & Panda, R. K. (2019). The role of consumer-brand engagement towards 
driving brand loyalty: Mediating effect of relationship quality. Journal of 
Modelling in Management. https://doi.org/10.1108/JM2-03-2019-0067 

Ahn, J., & Back, K. J. (2020). The structural effects of affective and cognitive 
elaboration in formation of customer–brand relationship. Service Industries 
Journal. https://doi.org/10.1080/02642069.2018.1460358 

Akrout, H., Diallo, M. F., Akrout, W., & Chandon, J. L. (2016). Affective trust in 
buyer-seller relationships: a two-dimensional scale. Journal of Business and 
Industrial Marketing. https://doi.org/10.1108/JBIM-11-2014-0223 

Albert, N., & Merunka, D. (2013). The role of brand love in consumer-brand 
relationships. Journal of Consumer Marketing. 
https://doi.org/10.1108/07363761311328928 

Alloza, A. (2008). Brand Engagement and Brand Experience at BBVA, the 
Transformation of a 150 Years Old Company. Corporate Reputation Review. 
https://doi.org/10.1057/crr.2008.31 

Almeida, F., Superior, I., Gaya, P., Queirós, A., & Faria, D. (2017). Strengths and 
Limitations of Qualitative and Quantitative Research Methods. European Journal 
of Education Studies. 

Alrowwad, A., Abualoush, S. H., & Masa’deh, R. (2020). Innovation and intellectual 
capital as intermediary variables among transformational leadership, transactional 
leadership, and organizational performance. Journal of Management 
Development. https://doi.org/10.1108/JMD-02-2019-0062 

Ambaritha, W. E. (2019, February 24). About User Centered design : Tokopedia. 
Medium. https://medium.com/@wiraeprianaambaritha/about-user-centered-
design-tokopedia-7b132fc5475d 

Ananda. (2020). Paket Rusak oleh Ekspedisi SiCepat, Tidak Diketahui Keberadaannya 
dan Resolusi Center Tokopedia Tidak Pasti. Media Konsumen. 
https://mediakonsumen.com/2020/08/25/surat-pembaca/paket-rusak-oleh-
ekspedisi-sicepat-tidak-diketahui-keberadaannya-dan-resolusi-center-tokopedia-
tidak-pasti 

Azize, Ş., Cemal, Z., & Hakan, K. (2012). Does Brand Communication Increase Brand 
Trust? The Empirical Research on Global Mobile Phone Brands. Procedia - 



 138 

Social and Behavioral Sciences. https://doi.org/10.1016/j.sbspro.2012.09.1120 
Bansal, H. S., Taylor, S. F., & James, Y. St. (2005). “Migrating” to New Service 

Providers: Toward a Unifying Framework of Consumers’ Switching Behaviors. 
Journal of the Academy of Marketing Science, 35(1), 96–115. 
https://doi.org/10.1177/00920703042679 

Başer, İ. U., Cintamür, İ. G., & Arslan, F. M. (2016). EXAMINING THE EFFECT OF 
BRAND EXPERIENCE ON CONSUMER SATISFACTION, BRAND TRUST 
AND BRAND LOYALTY. İktisadi ve İdari Bilimler Dergisi. 
https://doi.org/10.14780/iibd.51125 

Baumann, C., Hamin, H., & Chong, A. (2015). The role of brand exposure and 
experience on brand recall-Product durables vis-à-vis FMCG. Journal of Retailing 
and Consumer Services. https://doi.org/10.1016/j.jretconser.2014.11.003 

Belaid, S., & Behi, A. T. (2011). The role of attachment in building consumer-brand 
relationships: An empirical investigation in the utilitarian consumption context. 
Journal of Product and Brand Management. 
https://doi.org/10.1108/10610421111108003 

Bianchi, C., Cunningham, P., & Taylor, S. (2015). The Effect Of Cultural Differences 
On The Development Of Trust And Commitment In International Agency 
Relationships: Some Propositions. https://doi.org/10.1007/978-3-319-11885-
7_19 

Bilgihan, A. (2016). Gen y customer loyalty in online shopping: An integrated model 
of trust, user experience and branding. Computers in Human Behavior. 
https://doi.org/10.1016/j.chb.2016.03.014 

BPS. (2019). Statistik E-Commerce 2019. 
https://www.bps.go.id/publication/2019/12/18/fd1e96b05342e479a83917c6/stati
stik-e-commerce-2019.html 

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? 
How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73, 52–68. 
https://doi.org/https://doi.org/10.1509%2Fjmkg.73.3.052 

BrandIndex. (2020). YouGov BrandIndex. 
https://www.brandindex.com/ranking/indonesia/2019-buzz 

Briciu, V.-A., & Briciu, A. (2016). A Brief History of Brands and the Evolution of 
Place Branding. Bulletin of the Transilvania University of Braşov, 9(2), 137–142. 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: 
Conceptual domain, fundamental propositions, and implications for research. 
Journal of Service Research. https://doi.org/10.1177/1094670511411703 

Cachero-Martínez, S., & Vázquez-Casielles, R. (2017). Living positive experiences in 



 139 

store: how it influences shopping experience value and satisfaction? Journal of 
Business Economics and Management. 
https://doi.org/10.3846/16111699.2017.1292311 

Chaudhuri, A, & Holbrook, M. B. (2002). Product-class effects on brand commitment 
and brand outcomes: The role of brand trust and brand affect. Journal of Brand 
Management. https://doi.org/10.1057/palgrave.bm.2540100 

Chaudhuri, Arjun, & Holbrook, M. B. (2001). The chain of effects from brand trust and 
brand affect to brand performance: The role of brand loyalty. Journal of 
Marketing. https://doi.org/10.1509/jmkg.65.2.81.18255 

Chen-Yu, J., Cho, S., & Kincade, D. (2016). Brand perception and brand repurchase 
intent in online apparel shopping: An examination of brand experience, image 
congruence, brand affect, and brand trust. Journal of Global Fashion Marketing. 
https://doi.org/10.1080/20932685.2015.1110042 

Chen, J., Zhang, C., & Xu, Y. (2009). The role of mutual trust in building members’ 
loyalty to a C2C platform provider. International Journal of Electronic 
Commerce. https://doi.org/10.2753/JEC1086-4415140105 

Cheung, J., Glass, S., Haller, K., & Wong, C. K. (2018). What do Gen Z shoppers really 
want? In association with Retail essentials and customized experiences top their 
list. https://www.ibm.com/downloads/cas/W07A8QGE 

Chinomona, R. (2016). Brand communication, brand image and brand trust as 
antecedents of brand loyalty in Gauteng Province of South Africa. African Journal 
of Economic and Management Studies. https://doi.org/10.1108/AJEMS-03-2013-
0031 

Chiu, C. M., Huang, H. Y., & Yen, C. H. (2010). Antecedents of trust in online 
auctions. Electronic Commerce Research and Applications. 
https://doi.org/10.1016/j.elerap.2009.04.003 

Cifci, S. D., & Erdogan, B. Z. (2017). Antecedents and measurement of brand 
commitment and behavioural loyalty. Journal of Customer Behaviour. 
https://doi.org/10.1362/147539216x14594362874090 

Cliffe, S. J., & Motion, J. (2005). Building contemporary brands: A sponsorship-based 
strategy. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2004.03.004 

Conney, S. (2020, March 23). Tokopedia Gangguan, Pembayaran dan Transaksi 
Dilaporkan Bermasalah. Kompas.Com. 
https://tekno.kompas.com/read/2020/03/23/16385387/tokopedia-gangguan-
pembayaran-dan-transaksi-dilaporkan-bermasalah 

Dalmoro, M., Isabella, G., Almeida, S. O. de, & dos Santos Fleck, J. P. (2019). 



 140 

Developing a holistic understanding of consumers’ experiences: An integrative 
analysis of objective and subjective elements in physical retail purchases. 
European Journal of Marketing. https://doi.org/10.1108/EJM-10-2016-0586 

de Lanauze, G. S., & Aurier, P. (2012). Impacts of perceived brand relationship 
orientation on attitudinal loyalty: An application to strong brands in the packaged 
goods sector. European Journal of Marketing. 
https://doi.org/10.1108/03090561211260004 

de Valck, K., van Bruggen, G. H., & Wierenga, B. (2009). Virtual communities: A 
marketing perspective. Decision Support Systems. 
https://doi.org/10.1016/j.dss.2009.02.008 

Delgado-Ballester, E., & Munuera-Alemán, J. L. (2005). Does brand trust matter to 
brand equity? Journal of Product and Brand Management. 
https://doi.org/10.1108/10610420510601058 

Delgado‐Ballester, E., & Luis Munuera‐Alemán, J. (2001). Brand trust in the context 
of consumer loyalty. European Journal of Marketing. 
https://doi.org/10.1108/eum0000000006475 

Dessart, L. (2017). Social media engagement: a model of antecedents and relational 
outcomes. Journal of Marketing Management. 
https://doi.org/10.1080/0267257X.2017.1302975 

Dharmawatik. (2020). Cashback Dibatalkan Sepihak dengan Tuduhan Pelanggaran 
Aturan Tanpa Dijelaskan Kesalahan dan Bukti oleh Tokopedia. Media 
Konsumen. https://mediakonsumen.com/2020/10/09/surat-pembaca/cashback-
dibatalkan-sepihak-dengan-tuduhan-pelanggaran-aturan-tanpa-dijelaskan-
kesalahan-dan-bukti-oleh-tokopedia 

Dimock, M. (2019). Defining generations: Where Millennials end and Generation Z 
begins. Pew Research Center. 

Dowling, G. (2002). Customer Relationship Management: In B2C markets, often less 
is more. In California Management Review. https://doi.org/10.2307/41166134 

Dwivedi, A. (2015). A higher-order model of consumer brand engagement and its 
impact on loyalty intentions. Journal of Retailing and Consumer Services. 
https://doi.org/10.1016/j.jretconser.2015.02.007 

Erciş, A., Ünal, S., Candan, F. B., & Yıldırım, H. (2012). The Effect of Brand 
Satisfaction, Trust and Brand Commitment on Loyalty and Repurchase Intentions. 
Procedia - Social and Behavioral Sciences. 
https://doi.org/10.1016/j.sbspro.2012.09.1124 

Erkmen, E., & Hancer, M. (2015). Linking brand commitment and brand citizenship 
behaviors of airline employees: “The role of trust.” Journal of Air Transport 



 141 

Management. https://doi.org/10.1016/j.jairtraman.2014.08.001 
Evanschitzky, H., Iyer, G. R., Plassmann, H., Niessing, J., & Meffert, H. (2006). The 

relative strength of affective commitment in securing loyalty in service 
relationships. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2006.08.005 

Feng, R., Wang, Y. C., & Ryan, B. (2018). Service experiences at luxury hotels: 
Business tourists’ perspectives. In Bridging Tourism Theory and Practice. 
https://doi.org/10.1108/S2042-144320180000009013 

Finstad, K. (2010). Response interpolation and scale sensitivity: Evidence against 5-
point scales. Journal of Usability Studies. 

France, C., Merrilees, B., & Miller, D. (2016). An integrated model of customer-brand 
engagement: Drivers and consequences. In Journal of Brand Management. 
https://doi.org/10.1057/bm.2016.4 

Francis, T., & Hoefel, F. (2018). ‘True Gen’: Generation Z and its implications for 
companies. McKinsey & Company. 
https://www.mckinsey.com/industries/consumer-packaged-goods/our-
insights/true-gen-generation-z-and-its-implications-for-companies 

Francisco-Maffezzolli, E. C., Semprebon, E., & Muller Prado, P. H. (2014). Construing 
loyalty through brand experience: The mediating role of brand relationship 
quality. Journal of Brand Management. https://doi.org/10.1057/bm.2014.16 

Fullerton, G. (2003). When Does Commitment Lead to Loyalty? Journal of Service 
Research. https://doi.org/10.1177/1094670503005004005 

Fullerton, G. (2005). The impact of brand commitment on loyalty to retail service 
brands. Canadian Journal of Administrative Sciences. 
https://doi.org/10.1111/j.1936-4490.2005.tb00712.x 

Gambetti, R. C., Graffigna, G., & Biraghi, S. (2012). The grounded theory approach to 
consumer-brand engagement: The practitioner’s standpoint. International Journal 
of Market Research. https://doi.org/10.2501/IJMR-54-5-659-687 

Gentile, C., Spiller, N., & Noci, G. (2007). How to Sustain the Customer Experience:. 
An Overview of Experience Components that Co-create Value With the 
Customer. European Management Journal. 
https://doi.org/10.1016/j.emj.2007.08.005 

Ghozali, I., & Latan, H. (2015). Konsep, Teknik dan Aplikasi menggunakan Program 
SmartPLS 3.0 (2nd ed.). Badan Penerbit Universitas Diponegoro. 

Giovanis, A. N., & Athanasopoulou, P. (2018). Consumer-brand relationships and 
brand loyalty in technology-mediated services. Journal of Retailing and 
Consumer Services. https://doi.org/10.1016/j.jretconser.2017.03.003 



 142 

Gounaris, S., & Stathakopoulos, V. (2004). Antecedents and consequences of brand 
loyalty: An empirical study. Journal of Brand Management, 11, 283–306. 
https://doi.org/https://doi.org/10.1057/palgrave.bm.2540174 

Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The effects of customer satisfaction, 
relationship commitment dimensions, and triggers on customer retention. Journal 
of Marketing. https://doi.org/10.1509/jmkg.2005.69.4.210 

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience 
on the web: brand familiarity, satisfaction and brand trust. Journal of Consumer 
Behaviour. https://doi.org/10.1002/cb.29 

Habibi, M. R., Laroche, M., & Richard, M. O. (2014). The roles of brand community 
and community engagement in building brand trust on social media. Computers 
in Human Behavior. https://doi.org/10.1016/j.chb.2014.04.016 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 
Journal of Marketing Theory and Practice. https://doi.org/10.2753/MTP1069-
6679190202 

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. In European Business Review. https://doi.org/10.1108/EBR-10-2013-
0128 

Harrigan, P., Evers, U., Miles, M. P., & Daly, T. (2018). Customer engagement and the 
relationship between involvement, engagement, self-brand connection and brand 
usage intent. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2017.11.046 

Hartmann, M., Klink, J., & Simons, J. (2015). Cause related marketing in the German 
retail sector: Exploring the role of consumers’ trust. Food Policy. 
https://doi.org/10.1016/j.foodpol.2014.06.012 

Harwood, T., & Garry, T. (2015). An investigation into gamification as a customer 
engagement experience environment. Journal of Services Marketing. 
https://doi.org/10.1108/JSM-01-2015-0045 

Haryanto, R. A. (2013). Strategi Promosi, Kualitas Produk, Kualitas Layanan Terhadap 
Kepuasan Pelanggan Pada Restoran McDonald’s Manado. Jurnal EMBA: Jurnal 
Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 1(4), 1465–1473. 
https://doi.org/https://doi.org/10.35794/emba.v1i4.2923 

Hegner, S. M., Beldad, A. D., & Kamphuis Op Heghuis, S. (2014). How company 
responses and trusting relationships protect brand equity in times of crises. 
Journal of Brand Management. https://doi.org/10.1057/bm.2014.12 

Helkkula, A., & Kelleher, C. (2010). Circularity of customer service experience and 



 143 

customer perceived value. Journal of Customer Behaviour. 
https://doi.org/10.1362/147539210x497611 

Helme-Guizon, A., & Magnoni, F. (2019). Consumer brand engagement and its social 
side on brand-hosted social media: how do they contribute to brand loyalty? 
Journal of Marketing Management. 
https://doi.org/10.1080/0267257X.2019.1599990 

Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Understanding 
Relationship Marketing Outcomes: An Integration of Relational Benefits and 
Relationship Quality. Journal of Service Research. 
https://doi.org/10.1177/1094670502004003006 

Hoch, S. J. (2002). Product Experience is Seductive. Journal of Consumer Research. 
https://doi.org/10.1086/344422 

Holbrook, M. B. (2000). The Millennial Consumer in the Texts of Our Times: 
Experience and Entertainment. In Journal of Macromarketing. 
https://doi.org/10.1177/0276146700202008 

Hollebeek, L. (2011). Exploring customer brand engagement: Definition and themes. 
In Journal of Strategic Marketing. 
https://doi.org/10.1080/0965254X.2011.599493 

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the 
loyalty nexus. In Journal of Marketing Management. 
https://doi.org/10.1080/0267257X.2010.500132 

Hollebeek, L. D. (2018). Individual-level cultural consumer engagement styles: 
Conceptualization, propositions and implications. International Marketing 
Review. https://doi.org/10.1108/IMR-07-2016-0140 

Hollebeek, L. D., & Chen, T. (2014). Exploring positively- versus negatively-valenced 
brand engagement: A conceptual model. Journal of Product and Brand 
Management. https://doi.org/10.1108/JPBM-06-2013-0332 

Hollebeek, L. D., Juric, B., & Tang, W. (2017). Virtual brand community engagement 
practices: a refined typology and model. Journal of Services Marketing. 
https://doi.org/10.1108/JSM-01-2016-0006 

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering 
Consumer Engagement, Trust, and Value: Framework, Fundamental 
Propositions, and Implications. Journal of Interactive Marketing. 
https://doi.org/10.1016/j.intmar.2018.07.003 

Hsiao, C. H., Shen, G. C., & Chao, P. J. (2015). How does brand misconduct affect the 
brand-customer relationship? Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2014.11.042 



 144 

HUANG, L. E. I. (2015). Quality or Responsibility? the Impact of Two Categories of 
Corporate Social Responsibility on the Consumer-Brand Relationship. Marketing 
Management Journal. 

Huber, F., Vollhardt, K., Matthes, I., & Vogel, J. (2010). Brand misconduct: 
Consequences on consumer-brand relationships. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2009.10.006 

Hultén, B. (2011). Sensory marketing: The multi-sensory brand-experience concept. 
European Business Review. https://doi.org/10.1108/09555341111130245 

Iglesias, O., Markovic, S., & Rialp, J. (2019). How does sensory brand experience 
influence brand equity? Considering the roles of customer satisfaction, customer 
affective commitment, and employee empathy. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2018.05.043 

Iglesias, O., Singh, J. J., & Batista-Foguet, J. M. (2011). The role of brand experience 
and affective commitment in determining brand loyalty. Journal of Brand 
Management. https://doi.org/10.1057/bm.2010.58 

Inoue, Y., Funk, D. C., & McDonald, H. (2017). Predicting behavioral loyalty through 
corporate social responsibility: The mediating role of involvement and 
commitment. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2017.02.005 

iPrice. (2020). The Map of E-commerce in Indonesia. 
https://iprice.co.id/insights/mapofecommerce/en/ 

Jain, R. (2020). Tokopedia Instagram Followers Statistics. 
https://www.speakrj.com/audit/report/tokopedia/instagram 

Jayani, D. H. (2019a, April 24). Indonesia Peringkat Pertama Adopsi Ekonomi Digital. 
Databoks. 

Jayani, D. H. (2019b, September 9). Berapa Pengguna Internet di Indonesia? Databoks. 
Johnson, R. B., & Christensen, L. (2014). Educational research: Quantitative, 

qualitative, and mixed approaches. (5th ed.). SAGE Publications, Incorporated. 
Jones, T., Fox, G. L., Taylor, S. F., & Fabrigar, L. R. (2010). Service customer 

commitment and response. Journal of Services Marketing. 
https://doi.org/10.1108/08876041011017862 

Jung, H., & Soo, M. (2012). the Effect of Brand Experience on Brand Relationship 
Quality. Academy of Marketing Studies Journal. 

Kang, J., Manthiou, A., Sumarjan, N., & Tang, L. (Rebecca). (2017). An Investigation 
of Brand Experience on Brand Attachment, Knowledge, and Trust in the Lodging 
Industry. Journal of Hospitality Marketing and Management. 
https://doi.org/10.1080/19368623.2016.1172534 



 145 

Kaushal, V., & Yadav, R. (2020). Understanding customer experience of culinary 
tourism through food tours of Delhi. International Journal of Tourism Cities. 
https://doi.org/10.1108/IJTC-08-2019-0135 

Keiningham, T., Ball, J., Benoit (née Moeller), S., Bruce, H. L., Buoye, A., 
Dzenkovska, J., Nasr, L., Ou, Y. C., & Zaki, M. (2017). The interplay of customer 
experience and commitment. Journal of Services Marketing. 
https://doi.org/10.1108/JSM-09-2016-0337 

Keller, K. L. (2013). Strategic Brand Banagement (global edition). In Pearson 
Education Limited. 

Keller, K. L., Parameswaran, A. M. G., & Jacob, I. (2015). Strategic Brand 
Management: Building, Measuring, and Managing Brand Equity (4e ed.). Pearson 
India Education Services Pvt. Ltd. 

Khan, I., Fatma, M., Kumar, V., & Amoroso, S. (2020). Do experience and engagement 
matter to millennial consumers? Marketing Intelligence and Planning. 
https://doi.org/10.1108/MIP-01-2020-0033 

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U., & Rahman, Z. (2019). Brand 
engagement and experience in online services. Journal of Services Marketing. 
https://doi.org/10.1108/JSM-03-2019-0106 

Khan, I., & Rahman, Z. (2016). E-tail brand experience’s influence on e-brand trust 
and e-brand loyalty: The moderating role of gender. International Journal of 
Retail and Distribution Management. https://doi.org/10.1108/IJRDM-09-2015-
0143 

Khan, I., Rahman, Z., & Fatma, M. (2016). The role of customer brand engagement 
and brand experience in online banking. International Journal of Bank Marketing. 
https://doi.org/10.1108/IJBM-07-2015-0110 

Khotimah, K., Doriza, S., & Artanti, G. D. (2015). Perbedaan Kemandirian Remaja 
Berdasarkan Status Pekerjaan Ibu. Jurnal FamilyEdu, 1(2). 

Kim, H. S. (2005). Consumer profiles of apparel product involvement and values. 
Journal of Fashion Marketing and Management. 
https://doi.org/10.1108/13612020510599358 

Kim, J., Morris, J. D., & Swait, J. (2008). Antecedents of true brand loyalty. Journal 
of Advertising. https://doi.org/10.2753/JOA0091-3367370208 

Kumar Mishra, M., Kesharwani, A., & Das, D. (2016). The relationship between risk 
aversion, brand trust, brand affect and loyalty: Evidence from the FMCG industry. 
Journal of Indian Business Research. https://doi.org/10.1108/JIBR-04-2015-0045 

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S. 
(2010). Undervalued or overvalued customers: Capturing total customer 



 146 

engagement value. Journal of Service Research. 
https://doi.org/10.1177/1094670510375602 

Kutsyuruba, B., & Walker, K. D. (2016). The destructive effects of distrust: Leaders as 
brokers of trust in organizations. Advances in Educational Administration. 
https://doi.org/10.1108/S1479-366020160000026008 

Kutz, M. (2016). Introduction to E-Commerce: Combining Business and Information 
Technology (1st ed.). Bookboon. 

Lambe, C. J., Spekman, R. E., & Hunt, S. D. (2000). Interimistic relational exchange: 
Conceptualization and propositional development. Journal of the Academy of 
Marketing Science. https://doi.org/10.1177/0092070300282003 

Lambe, C. J., Wittmann, C. M., & Spekman, R. E. (2001). Social exchange theory and 
research on business-to-business relational exchange. Journal of Business-to-
Business Marketing. https://doi.org/10.1300/J033v08n03_01 

Lee, S., & Jeong, M. (2014). Enhancing online brand experiences: An application of 
congruity theory. International Journal of Hospitality Management. 
https://doi.org/10.1016/j.ijhm.2014.03.008 

Lidwina, A. (2020, February 20). Bagaimana Perilaku Belanja Online Masyarakat Asia 
Tenggara? Databoks. 

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing Research: An applied 
approach, 5th Edition. Pearson. 

Masood, M. T., & Javed, S. (2016). Impact of Conflict Management Styles on 
Affective and Cognitive Trust: Moderating Role of Transformational Leadership. 
Pakistan Business Review. 

Mathew, V., Thomas, S., & Injodey, J. I. (2012). DIRECT AND INDIRECT EFFECT 
OF BRAND CREDIBILITY, BRAND COMMITMENT AND LOYALTY 
INTENTIONS ON BRAND EQUITY. Economic Review: Journal of Economics 
and Business, X(2), 73–82. 

Maulana, S. M., Susilo, H., & Riyadi. (2015). Implementasi E-Commerce Sebagai 
Media Penjualan Online (Studi Kasus Pada Toko Pastbrik Kota Malang). Jurnal 
Administrasi Bisnis (JAB), 29(1), 1–9. 

McDaniel, C., & Gates, R. (2015). Marketing Research (10th ed.). Wiley. 
Mellahi, K., & Johnson, M. (2000). Does it pay to be a first mover in e.commerce? The 

case of Amazon.com. Management Decision. 
https://doi.org/10.1108/00251740010373458 

Meyer, C., & Schwager, A. (2007). Understanding customer exprience. In Harvard 
Business Review. 

Moreira, A. C., & Silva, P. M. (2015). The trust-commitment challenge in service 



 147 

quality-loyalty relationships. International Journal of Health Care Quality 
Assurance. https://doi.org/10.1108/IJHCQA-02-2014-0017 

Morgan-Thomas, A., & Veloutsou, C. (2013). Beyond technology acceptance: Brand 
relationships and online brand experience. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2011.07.019 

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer 
satisfaction. Annals of Tourism Research. 
https://doi.org/10.1016/j.annals.2011.01.015 

Nemat, R. (2011). Taking a look at different types of e-commerce. World Applied 
Programming, 1(2), 100–103. 
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.684.6401&rep=rep1&
type=pdf 

Ningrum, D. W. (2016, April 27). Simak Perkembangan e-Commerce dari Masa ke 
Masa. Liputan6.Com. 

Nitzl, C., Roldan, J. L., & Cepeda, G. (2016). Mediation analysis in partial least squares 
path modeling. Industrial Management & Data Systems. 
https://doi.org/10.1108/imds-07-2015-0302 

Nysveen, H., Pedersen, P. E., & Skard, S. (2013). Brand experiences in service 
organizations: Exploring the individual effects of brand experience dimensions. 
Journal of Brand Management. https://doi.org/10.1057/bm.2012.31 

O’Loughlin, D., Szmigin, I., & Turnbull, P. (2004). From relationships to experiences 
in retail financial services. International Journal of Bank Marketing. 
https://doi.org/10.1108/02652320410567935 

Ong, C. H., Lee, H. W., & Ramayah, T. (2018). Impact of brand experience on loyalty. 
Journal of Hospitality Marketing and Management. 
https://doi.org/10.1080/19368623.2018.1445055 

Pantano, E., & Gandini, A. (2018). Shopping as a “networked experience”: an 
emerging framework in the retail industry. International Journal of Retail and 
Distribution Management. https://doi.org/10.1108/IJRDM-01-2018-0024 

Picaully, M. R. (2018). Pengaruh Kepercayaan Pelanggan Terhadap Niat Pembelian 
Gadget di SHOPEE Indonesia. Jurnal Manajemen Maranatha, 18(1), 31–40. 

Puspaningtyas, L. (2020, September 1). Kredivo Catat Peningkatan Transaksi E-
Commerce Saat Pandemi. Republika. 

Rajaram, & Shelly, S. (2012). History of Branding. Journal of Social Sciences & 
Interdisciplinary Research, 1(3), 100–104. 

Ramaseshan, B., & Stein, A. (2014). Connecting the dots between brand experience 
and brand loyalty: The mediating role of brand personality and brand 



 148 

relationships. Journal of Brand Management. https://doi.org/10.1057/bm.2014.23 
Rather, R. A., Tehseen, S., & Parrey, S. H. (2018). Promoting customer brand 

engagement and brand loyalty through customer brand identification and value 
congruity. Spanish Journal of Marketing - ESIC. https://doi.org/10.1108/SJME-
06-2018-0030 

Riyant, B. (2020). Tokopedia Membohongi dan Menuduh Konsumen. Media 
Konsumen. 

Rose, S., Hair, N., & Clark, M. (2011). Online Customer Experience: A Review of the 
Business-to-Consumer Online Purchase Context. International Journal of 
Management Reviews. https://doi.org/10.1111/j.1468-2370.2010.00280.x 

Roy, S. K., Gruner, R. L., & Guo, J. (2020). Exploring customer experience, 
commitment, and engagement behaviours. Journal of Strategic Marketing. 
https://doi.org/10.1080/0965254X.2019.1642937 

Sahagun, M. A., & Vasquez-Parraga, A. Z. (2014). Can fast-food consumers be loyal 
customers, if so howα Theory, method and findings. Journal of Retailing and 
Consumer Services. https://doi.org/10.1016/j.jretconser.2013.12.002 

Şahin, A., Zehir, C., & Kitapçi, H. (2011). The effects of brand experiences, trust and 
satisfaction on building brand loyalty; an empirical research on global brands. 
Procedia - Social and Behavioral Sciences. 
https://doi.org/10.1016/j.sbspro.2011.09.143 

Saks, A. M. (2006). Antecedents and consequences of employee engagement. Journal 
of Managerial Psychology. https://doi.org/10.1108/02683940610690169 

Salim, Y. E. (2019, June 26). Customer Data Platform: The Hero behind User 
Engagement at Tokopedia. Medium. https://medium.com/tokopedia-
data/customer-data-platform-the-hero-behind-user-engagement-at-tokopedia-
f80658add046 

Saputra, E. (2018). Mulai Hari ini Saya Tidak Akan Menggunakan Tokopedia. Media 
Konsumen. https://mediakonsumen.com/2018/07/13/surat-pembaca/mulai-hari-
ini-saya-tidak-akan-menggunakan-tokopedia 

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social 
media. Management Decision. https://doi.org/10.1108/00251741211203551 

Schneider, G. (2015). Electronic Commerce (11th ed.). Cengage Learning. 
Sekaran, U., & Bougie, R. (2016). Research Method for Business Textbook: A Skill 

Building Approach. In John Wiley & Sons Ltd. 
Šerić, M., & Praničević, D. G. (2018). Consumer-Generated Reviews on Social Media 

and Brand Relationship Outcomes in the Fast-Food Chain Industry. Journal of 
Hospitality Marketing and Management. 



 149 

https://doi.org/10.1080/19368623.2017.1340219 
Shankar, V., Smith, A. K., & Rangaswamy, A. (2003). Customer satisfaction and 

loyalty in online and offline environments. International Journal of Research in 
Marketing. https://doi.org/10.1016/S0167-8116(03)00016-8 

Shukla, P., Banerjee, M., & Singh, J. (2016). Customer commitment to luxury brands: 
Antecedents and consequences. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2015.08.004 

Shuv-Ami, A. (2012). Brand commitment: A new four-dimensional (4 Es) 
conceptualisation and scale. Journal of Customer Behaviour. 
https://doi.org/10.1362/147539212x13469450373155 

Sirakaya-Turk, E., Ekinci, Y., & Martin, D. (2015). The efficacy of shopping value in 
predicting destination loyalty. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2015.01.016 

Song, P., Zhang, C., Xu, Y. (C )., & Huang, L. (2010). Brand extension of online 
technology products: Evidence from search engine to virtual communities and 
online news. Decision Support Systems. https://doi.org/10.1016/j.dss.2010.01.005 

Soni, N., & Verghese, M. (2018). Analyzing the Impact of Online Brand Trust on Sales 
Promotion and Online Buying Decision. IUP Journal of Marketing Management. 

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The importance of a general measure 
of brand engagement on market behavior: Development and validation of a scale. 
Journal of Marketing Research. https://doi.org/10.1509/jmkr.46.1.92 

Story, J., & Hess, J. (2010). Ethical brand management: Customer relationships and 
ethical duties. Journal of Product & Brand Management. 
https://doi.org/10.1108/10610421011059568 

Sugiyono. (2017). MetodePenelitian Kuantitatif, Kualitatif dan R&D. Bandung: PT 
Alfabet. In Sugiyono. (2017). MetodePenelitian Kuantitatif, Kualitatif dan R&D. 
Bandung: PT Alfabet. 

Sung, Y., & Campbell, W. K. (2009). Brand commitment in consumer-brand 
relationships: An investment model approach. Journal of Brand Management. 
https://doi.org/10.1057/palgrave.bm.2550119 

Sung, Y., & Choi, S. M. (2010). “I won’t leave you although you disappoint me”: The 
interplay between satisfaction, investment, and alternatives in determining 
consumer-brand relationship commitment. Psychology and Marketing. 
https://doi.org/10.1002/mar.20373 

SÜRÜCÜ, E., & ÖZISPA, N. (2017). Measuring the effect of perceived logistics 
service quality on brand factors in the e-commerce context. Marketing and 
Branding Research. https://doi.org/10.33844/mbr.2017.60378 



 150 

Susanti, R. A. D. (2017). Brand Image dan Pengaruhnya Terhadap Keputusan 
Konsumeb dalam Membeli dan Menggunakan Produk Cream Wajah Garnier. 
Jurnal EKSEKUTIF, 14(1), 120–135. 

Tabrani, M., Amin, M., & Nizam, A. (2018). Trust, commitment, customer intimacy 
and customer loyalty in Islamic banking relationships. International Journal of 
Bank Marketing. https://doi.org/10.1108/IJBM-03-2017-0054 

Thaichon, P., Surachartkumtonkun, J., Quach, S., Weaven, S., & Palmatier, R. W. 
(2018). Hybrid sales structures in the age of e-commerce. Journal of Personal 
Selling & Sales Management, 1–26. 
https://doi.org/https://doi.org/10.1080/08853134.2018.1441718 

Tokopedia. (2020). Belanja di Tokopedia Sebagai Solusi Belanja Mudah dan Aman. 
Tokopedia. 

Tran, Q. X., Dang, M. Van, & Tournois, N. (2020). The role of servicescape and social 
interaction toward customer service experience in coffee stores. The case of 
Vietnam. International Journal of Culture, Tourism, and Hospitality Research. 
https://doi.org/10.1108/IJCTHR-11-2019-0194 

Tsai, S. P. (2011). Strategic relationship management and service brand marketing. 
European Journal of Marketing. https://doi.org/10.1108/03090561111137679 

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. 
(2010). Customer engagement behavior: Theoretical foundations and research 
directions. Journal of Service Research. 
https://doi.org/10.1177/1094670510375599 

Vivek, S. D., Beatty, S. E., & Hazod, M. (2017). If you build it right, they will engage: 
A study of antecedent conditions of customer engagement. In Customer 
Engagement Marketing. https://doi.org/10.1007/978-3-319-61985-9_2 

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring 
customer relationships beyond purchase. Journal of Marketing Theory and 
Practice. https://doi.org/10.2753/MTP1069-6679200201 

Wang, G. (2002). Attitudinal Correlates of Brand Commitment: An Empirical Study. 
Journal of Relationship Marketing. https://doi.org/10.1300/J366v01n02_04 

Wang, W., & Chen, R. (2012). How to Retain Your Customers : The Impact of 
Consumer Trust and Commitment in E- marketplaces Commitment in E-
marketplaces. The Eleventh Wuhan International Conference on E-Business. 

Weisberg, J., Te’eni, D., & Arman, L. (2011). Past purchase and intention to purchase 
in e-commerce: The mediation of social presence and trust. Internet Research. 
https://doi.org/10.1108/10662241111104893 

Whitehead, A. L., Julious, S. A., Cooper, C. L., & Campbell, M. J. (2015). Estimating 



 151 

the sample size for a pilot randomised trial to minimise the overall trial sample 
size for the external pilot and main trial for a continuous outcome variable. 
Statistical Methods in Medical Research. 
https://doi.org/10.1177/0962280215588241 

Widowati, H. (2019, April 25). Indonesia Jadi Negara dengan Pertumbuhan E-
Commerce Tercepat di Dunia. Databoks. 

Wirtz, J., Ambtman, A. den, Bloemer, J., Horváth, C., Ramaseshan, B., Klundert, J. 
Van De, Canli, Z. G., Kandampully, J., & Published. (2013). MANAGING 
BRANDS AND CUSTOMER ENGAGEMENT IN ONLINE BRAND 
COMMUNITIES. Journal of Service Management. 

Wong, H. Y., & Merrilees, B. (2008). The performance benefits of being brand-
orientated. Journal of Product & Brand Management. 
https://doi.org/10.1108/10610420810904112 

World Bank. (2020, October 1). The World Bank in Indonesia. World Bank. 
Xu, J. B., & Chan, A. (2010). A conceptual framework of hotel experience and 

customer-based brand equity: Some research questions and implications. 
International Journal of Contemporary Hospitality Management. 
https://doi.org/10.1108/09596111011018179 

Yu, X., & Yuan, C. (2019). How consumers’ brand experience in social media can 
improve brand perception and customer equity. Asia Pacific Journal of Marketing 
and Logistics. https://doi.org/10.1108/APJML-01-2018-0034 

Zhou, Z., Jin, X. L., Fang, Y., & Vogel, D. (2015). Toward a theory of perceived 
benefits, affective commitment, and continuance intention in social virtual worlds: 
Cultural values (indulgence and individualism) matter. European Journal of 
Information Systems. https://doi.org/10.1057/ejis.2014.27 

 
 

 

 

 

 

 


