Reference

Aknhtar, H. (2019, December 2). Semesta Psikometrika. Retrieved from Semesta
Psikometrika: https://www.semestapsikometrika.com/2019/12/panduan-
untuk-menentukan-model-fit.html

Akman, H., Plewa, C., & Conduit, J. (2018). Co-creating value in online
innovation communities. emeraldinsight. Retrieved from
https://doi.org/10.1108/EJM-12-2016-0780

Ballester, E. D., & Sabiote, E. F. (2015). Brand experimental value versus brand
functional value: which matters more for the brand? emeraldinsight, 1858-
1879. Retrieved from https://doi.org/10.1108/EJM-02-2014-0129
(2019). Perceptions of social, emotional, and functional values in patients
with type 2 diabetes mellitus and their satisfaction with primary health
care services. CAMBRIDGE UNIVERSITY PRESS, 1-9. Retrieved from
https://.doi.org/10.1017%2FS1463423619000471

Centipedia.net. (2019, February 9). Centipedia. Retrieved from Centipedia.net:
https://www.centipedia.net/apa-sih-smartwatch-itu-ketahui-sejarah-
kelebihan-dan-kekurangannya-disini/

Drikvand, R. M., Hossinpor, R., & Samiei, K. (2011). Path Coefficient Analysis
in Hull-less Barley under Rainfed Condition. Research Gate, 277-279.

Ercis, A., & Celik, B. (2018). IMPACT OF VALUE PERCEPTIONS ON
LUXURY PURCHASE INTENTIONS: MODERATING ROLE OF
CONSUMER KNOWLEDGE. PressAcademia Procedia, 52-56.

Guo, X. (2013). Living in a Global World: Influence of Consumer Global
Orientation on Attitudes Toward Global Brands from Developed Versus
Emerging Countries. Journal of International Marketing, 1-22. Retrieved
from https://doi.org/10.1509%2Fjim.12.0065

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2014). PLS-SEM: Indeed a Silver
Bullet Joe. Journal of Marketing Theory and Practice, 139-152. Retrieved
from https://doi.org/10.2753/MTP1069-6679190202

Haque, A., Anwar, N., Yasmin, F., Sarwar, A., Ibrahim, Z., & Momen, A. (2015).
Purchase Intention of Foreign Products: A Study on Bangladeshi
Consumer Perspective. SAGE, 1-12. Retrieved from
https://doi.org/10.1177/2158244015592680

Harush, R., Lisak, A., & Glikson, E. (2017). The bright side of social
categorization The role of global identity in reducing relational conflict in
multicultural distributed teams. emerald insight, 134-156.

Hidayat, Anwar. (2012). Statistikian.com. Retrieved from Statistikian.com:
https://www.statistikian.com/2012/05/desain-penelitian-
pengantar.html#:~:text=Desain penelitian adalah suatu
strategi,Nursalam%2C 2003 %3A 81).&text=Secara luas%2C desain
penelitian adalah,dalam perencanaan dan pelaksanaan penelitian.

Hidayat, Anwar. (2018). Partial Least Square (PLS), Pengertian, Fungsi, Tujuan,
Cara. Retrieved from Statistikian.com:
https://www.statistikian.com/2018/08/pengertian-partial-least-square-
pls.html

93



I Gusti Bagus, R. U. (2016). Teknik Sampling dan Penentuan Jumlah sampel.
ResearchGate. Retrieved from https://doi.org/10.13140/RG.2.1.5187.0808

Ibeng, Parta. (2020). Statistik : Pengertian, Tujuan, Manfaat dan Jenis Menurut
Para Ahli. Retrieved from pendidikan.co.id:
https://pendidikan.co.id/statistik-pengertian-tujuan-manfaat-dan-jenis-
menurut-para-ahli/

id.bccrwp.com. (2020). id.bccrwp.com. Retrieved from id.bccrwp.com:
https://id.bccrwp.org/compare/difference-between-causal-and-
correlational-research/

JD.id. (2019, June 12). JD News. Retrieved from JD.id:
https://www.jd.id/news/insight/fashion-pria/ketahui-sejarah-
perkembangan-jam-di-dunia/

Kankam, P. K. (2019). The use of paradigms in information research. ELSEVIER,
85-92. Retrieved from https://doi.org/10.1016/j.lisr.2019.04.003

Kian, T. P, Yeow, J. A., & Wee, L. F. (2017). Factors That Influence the
Consumer Purchase Intention in Social Media Websites. ResearchGate,
208-214.

Klerk, H. M., Kearns, M., & Redwood, M. (2018). Controversial fashion, ethical
concerns and environmentally significant behaviour The case of the leather
industry. emeraldinsight, 19-38.

Lestari, Indah Dwi. (2013). BAB 10 Metode pengumpulan data. Retrieved from
slideshare.net: https://www.slideshare.net/indahdlestari520/bab-10-
metode-pengumpulan-data#:~:text=Etika Dalam Pengumpulan Data [],satu
tanggung jawab utama peneliti.&text=9. Tidak boleh ada
penyampaian,data yang dikumpulkan selama studi.

Marliana, R. R. (2019). PARTIAL LEAST SQUARE-STRUCTURAL
EQUATION MODELING PADA HUBUNGAN ANTARA TINGKAT
KEPUASAN MAHASISWA DAN KUALITAS GOOGLE
CLASSROOM BERDASARKAN METODE WEBQUAL 4.0. Jurnal
Matematika, Statistika, dan Komputasi.

Mo, T., & Wong, N. (2019). Standing out vs fitting in: luxury value perception
and acculturation. emeraldinsight. Retrieved from
https://doi.org/10.1108/IMR-12-2017-0251

Monteiro de Castro, M. L., Reis Neto, M. T., Ferreira, C. A., & Gomes, J. F.
(2016). VALUES, MOTIVATION, COMMITMENT, PERFORMANCE
AND REWARDS: ANALYSIS MODEL. emeraldinsight. Retrieved from
https://doi.org/10.1108/BPMJ-09-2015-0132

Munim, Ziaul Haque. (2018). Common Issues in Structural Equation Modelling
(SEM) and their Solutions. Retrieved from ResearchHUB:
https://researchhub.org/common-issues-in-structural-equation-modelling-
sem-and-their-solutions/

Nahm, F. S. (2017). What the P values really tell us. Korean J Pain, 241-242.

Nasution, L. M. (2017). STATISTIK DESKRIPTIF . Jurnal Hikmah.

Nasution, S. (2017). VARIABEL PENELITIAN . RAUDHAH , 1-9.

Nugraha, R. C., Hurriyati, R., & Utama, D. H. (2014). PERSEPSI MEREK
MEWAH UNTUK MEMBANGUN MINAT BELI.

94



Olsen, J. E. (2014). Societal values and individual values in reward allocation
preferences. emeraldinsight, 187-200. Retrieved from
https://doi.org/10.1108/CCM-09-2013-0130

Peng, N., & Chen, A. (2018 ). Examining consumers’ luxury hotel stay repurchase
intentions incorporating a luxury hotel brand attachment variable into a
luxury consumption value model. emeraldinsight. Retrieved from
https://doi.org/10.1108/1JCHM-04-2018-0332

Pujihastuti, I. (2010). PRINSIP PENULISAN KUESIONER PENELITIAN.
CEFARS : Jurnal Agribisnis dan Pengembangan Wilayah , 43-56.

Putri, N. M., & Suprapti, N. W. (2016). APLIKASI MODEL TAM DALAM
MENJELASKAN NIAT MENGGUNAKAN MOBILE COMMERCE DI
KOTA DENPASAR. E-Jurnal Manajemen Unud.

Rasoolimanesh, S. M., Iranmanesh, M., Amin, M., Hussain, K., Jaafar, M., &
Ataeishad, H. (2020). Are functional, emotional and social values
interrelated? A study of traditional guesthouses in Iran. emeraldinsight.
Retrieved from https://doi.org/10.1108/1JCHM-03-2020-0193

richardmille.com. (2020). RICHARD MILLE. Retrieved from richardmille.com:
https://www.richardmille.com/page/history

Ruswanti, E., Herlambang, B., & Januarko, M. U. (2016). The effect of brand,
design, and price on intention to purchase mediated by quality perception
at sport shoes X. Journal of Economics, Business, and Accountancy
Ventura, 249-258. Retrieved from
http://dx.doi.org/10.14414/jebav.v19i2.458

Rygh, A. (2019). Social value creation by multinational enterprises The next “Big
Question” for international business research? emeraldinsight, 48-75.
Retrieved from https://doi.org/10.1108/cpoib-07-2017-0040

simulasikredit.com. (n.d.). SimulasiKredit.com. Retrieved from
simulasikredit.com: https://www.simulasikredit.com/perbedaan-kelas-
bawah-vs-kelas-menengah-vs-kelas-atas-di-indonesia/

Soo, P. Y., Lars, K., & Anthony, A. (2019). The Positivism Paradigm of
Research. Academic Medicine, 1-19. Retrieved from
https://doi.org/10.1097/ACM.0000000000003093

Stevina, E. S., & Brahmana, S. M. (2015). PENGARUH BRAND IDENTITY
TERHADAP PURCHASE INTENTION MELALUI TRUST DI UD.
MAKIN HASIL JEMBER. JURNAL MANAJEMEN PEMASARAN PETRA
, 1-8.

Sudarso, E. (2016). Kualitas Layanan, Nilai Fungsional, Nilai Emosional, dan
Kepuasan Konsumen: Sebuah Studi Kasus. Jurnal Ekonomi Bisnis dan
Kewirausahaan, 165-178.

Tabi, C., Ahmed, G., & Harran, M. (2016). In Search of Global Identity: The
Challenges of Culture. ResearchGate, 16-28.

Taherdoost, H. (2016). Validity and Reliability of the Research Instrument; How
to Test the Validation of a Questionnaire/Survey in a Research.
ResearchGate, 28-36. Retrieved from
https://doi.org/10.2139/ssrn.3205040

95



Trenggonowati, D. L., & Kulsum. (2018). Analisis Faktor Optimalisasi Golden
Age Anak Usia Dini Studi Kasus Di Kota Cilegon. Journal Industrial
Servicess.

University of Newcastle Library guides. (2020, November 30). RESEARCH
GUIDE. Retrieved from University of Newcastle Library guides:
https://libguides.newcastle.edu.au/researchmethods

Utami, M. M., & Hanum, A. N. (2010). ANALISIS FAKTOR FAKTOR YANG
MEMPENGARUHI WORD OF MOUTH MAHASISWA UNIMUS .
PROSIDING SEMINAR NASIONAL UNIMUS 2010, 398-415.

Vahdati, H., & Nejad, S. H. (2016). BRAND PERSONALITY TOWARD
CUSTOMER PURCHASE INTENTION: THE INTERMEDIATE ROLE
OF ELECTRONIC WORD-OF-MOUTH AND BRAND EQUITY.
ResearchGate, 1-26. Retrieved from
https://doi.org/10.21315/aamj2016.21.2.1

Vijaranakorn, K., & Shannon, R. (2017). The influence of country image on
luxury value perception and purchase intention . emeraldinsight.

Westjohn, S. A., Singh, N., & Magnusson, P. (2012). Responsiveness to Global
and Local. ResearchGate 1-17. Retrieved from
https://doi.org/10.1509/jim.10.0154

Wibawanto, S. (2018). PERAN KELUARGA DALAM PERILAKU
PEMBELIAN HEDONIS . Jurnal Fokus Bisnis, 1-14. Retrieved from
https://doi.org/10.32639/fokusbisnis.v17i2.228

Yang, J., Ma, J., Arnold, M., & Nuttavuthisit, K. (2018). Global Identity,
Perceptions of Luxury Value and Consumer Purchase Intention: A Cross-
cultural Examination. emeraldinsight, 533-542. Retrieved from
https://doi.org/10.1108/JCM-02-2017-2081

Yang, S., Jimenez, F. R., Hadjimarcou, J., & Frankwick, G. L. (2019). Functional
and Social Value of Chinese Brands. Journal of Global Marketing, 1-16.
Retrieved from https://doi.org/10.1080/08911762.2018.1545955

Yang, Z., Sun, S., Lalwani, A. K., & Janakiraman, N. (2019). How Does
Consumers’ Local or Global Identity Influence Price—Perceived Quality
Associations? The Role of Perceived Quality Variance. AMERICAN
MARKETING ASSOCIATION, 1-18. Retrieved from
https://doi.org/10.1177%2F0022242918825269

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the Factors Affecting
Customer Purchase Intention. Global Journal of Management and
Business Research: A Administration and Management.

Zahid, Z., & Ahmed, M. A. (2017). Role of Image Value and Functional Value in
Developing the Purchase Intentions and WOM Marketing. European
Journal of Business and Management, 46-55.

96



