
94 

 

 

Internal 

REFERENCES 
 

 

Abdillah, W., & Jogiyanto, H. (2015). Partial Least Square (PLS) : Alternatif 

Structural Equation Modeling (SEM) dalam Penelitian Bisnis. Yogyakarta: 

ANDI. 

Abubakar, A. M., & Ilkan, M. (2016). Impact of online WOM on destination trust 

and intention to travel: A medical tourism perspective. Journal of Destination 

Marketing & Management, 192-201. 

Alcocer, N. H. (2017). A Literature Review of Word of Mouth and Electronic Word 

of Mouth: Implications for Consumer Behavior. Front. Psychol. 

Ali, A., & Bhasi, J. (2019). Understanding Customer Repurchase Intention in E- 

commerce: Role of Perceived Price, Delivery Quality and Perceived Value. 

Jindal Journal of Business Research, 1–16. 

Anaya-Sánchez, R., Aguilar-Illescas, R., Molinillo, S., & Martínez-Lopez, F. J. 

(2020). Trust and loyalty in online brand communities. Spanish Journal of 

Marketing - ESIC, 177-19. 

Angelova, N., Kiryakova, G., & Yordanova, L. (2017). THE GREAT IMPACT OF 

INTERNET OF THINGS ON BUSINESS. Trakia Journal of Sciences, 406- 

412. 

Ardhiansyah, N., Setyawati, S. M., & Yunanto, A. (2019). International Conference 

on Rural Development and Enterpreneurship. Enhancing Small Busniness 

and Rural Development Toward Industrial Revolution 4.0. 

Arumsari, R., & Ariya, M. (2015). The Effect of Electronic Word of Mouth, Brand 

Image, Customer Trust and Customer Satisfaction towards Repurchase 

Intention at PT. GO-JEK Indonesia. nternational Journal of Science and 

Research (IJSR). 

Association of Indonesian Internet Service Providers. (2016). APJII. Retrieved 

from https://apjii.or.id/. 

Augusto, M. &. (2018). Effects of brand attitude and eWOM on consumers’ 



95 

 

 

Internal 

willingness to pay in the banking industry: mediating role of consumer-brand 

identification and brand equity. Journal of Retailing and Consumer Services, 

42(May), 1–10. 

Baldus, B. J. (2015). Online brand community engagement: Scale development and 

validation. Journal of Business Research, 978-985. 

Banerjee, S. (2020). On the relationship between online brand community and 

brand preference in political market. International Review on Public and 

Nonprofit Marketing. 

Belanche, D., Casalo, L., Flavián, C., & Guinalíu, M. (2019). Reciprocity and 

commitment in online travel communities. Industrial Management and Data 

Systems, 397-411. 

Boudali, R. M., & Laabidi, O. (2016). The Role of Brand Community and 

Community Engagement in Building Trust and Loyalty. International 

Journal of Business & Economic Strategy (IJBES). 

BULUT, Z. A. (2015). Determinants of Repurchase Intention in Online Shopping: 

a Turkish Consumer’s Perspective. International Journal of Business and 

Social Science. 

Casaló, L. V. (2013). “New members’ integration: Key factor of success in online 

travel communities”. Journal of Business Research, 706-710. 

Casaló, L. V., Flavián, C., Guinalíu, M., & Ekinci, Y. (2015). Do online hotel rating 

schemes influence booking behaviors. International Journal of Hospitality 

Management, 28–36. 

Časas, R., Palaima, T., & Mironidze, L. (2016). THE LINKS BETWEEN SOCIAL 

MOTIVATIONAL ENGAGEMENTS, BRAND COMMUNITY 

COMMITMENT AND REPURCHASE INTENTION ACROSS ONLINE 

BRAND COMMUNITIES. ORGANIZATIONS AND MARKETS IN 

EMERGING ECONOMIES. 

Chaudhuri, A. H. (2001). The chain effects from brand trust and brand affect to 

brand performance: The role of brand loyalty. Journal of Marketing, 81-93. 



96 

 

 

Internal 

Chen, M.-H., & Tsai, K.-M. (2020). An Empirical Study of Brand Fan Page 

Engagement Behaviors. Sustainability 2020, 434. 

Chen-Yu, J., Cho, S., & Kincade, D. (2016). Brand perception and brand repurchase 

intent in online apparel shopping: An examination of brand experience, mage 

congruence, brand affect, and brand trust. Journal of Global Fashion 

Marketing, 30-44. 

Cheung, C. M., & Thadani, D. R. (2010). The effectiveness of electronic word-of- 

mouth communication: A literature analysis. AISeL, BLED 2010 

Proceedings. 18. 

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand 

association and product quality on brand loyalty and repurchase intention: a 

case of male consumers for cosmetic brands in South Africa. Journal of 

Business and Retail Management Research. 

Cho, E. (2016). Making Reliability Reliable: A Systematic approach to reliability 

coefficients. Organizational Research Methods, 651-682. 

Costabile, M., Consiglio, I., & Deangelis, M. (2018). The Effect of Social Density 

on Word of Mouth. Journal of Consumer Research, Pages 511–528. 

Cova, B. &. (2006). Brand community of convenience products: new forms of 

customer empowerment–the case “my Nutella the community”. European 

Journal of Marketin, 1087–1105. 

Cronbach, L. (1951). Coefficient alpha and the internal structure of tests. 

Psychometrika 16, 297–334. 

 
de Valck, K., Van Bruggen, G. H., & Wierenga, B. (2009). Virtual communities: A 

marketing perspective. Decision Support Systems, 185–203. 

Delgado-Ballester, E., & Munuera-Alemán, J. L. (2001). Brand Trust in the Context 

of Consumer Loyalty. European Journal of Marketing, 1238-1258. 

Delgado-Ballester, E., Palazon, M., & Pelaez-Muñoz, J. (2017). This 

anthropomorphised brand is so loveable: the role of self-brand integration. 

Spanish Journal of Marketing, ESIC, 89-101. 



97 

 

 

Internal 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement 

in online brand communities: a social media perspective. Journal of Product 

& Brand Management, 28-42. 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement 

in online brand communities: A social media perspective. Journal of Product 

& Brand Management, 28–42. 

Dewi, N., & Kusuma, A. (2019). The Role of Satisfaction in Mediating Experiences 

Shop in Buy Back. E-Journal of Management, 5591-5610. 

Efron, B., & Tibshiran, R. (1997). Improvements on Cross-Validation: The .632+ 

Bootstrap Method. Journal of the American Statistical Association, 548-560. 

Erkan, I., & Evans, C. (2016). The influence of e-WOM in social media on 

consumers' purchase intentions: An extended approach to information 

adoption. Computers in Human Behavior, 47-55. 

Eveland Jr., W. P. (2006). Is it talking, thinking, or both? A lagged dependent 

variable model of discussion effects on political knowledge. Journal of 

Communication, 523–542. 

Fu, J.-R. J.-H.-W. (2015). Understanding why consumers engage in electronic 

word- of-mouth communication: Perspectives from theory of planned 

behavior and justice theory. Electronic Commerce Research and 

Applications, 616–630. 

Fuller, J. M. (2008). Brand community members as a source of innovation. Journal 

of Product Innovation Management, 608-619. 

Gensler, S. V. (2015). Listen to your customers: insights into brand image using 

online consumer-generated product reviews. International Journal of 

Electronic Commerce, 112–141. 

Ghozali, I. (2006). Structural Equation Modelling Metode Alternatif dengan Partial 

Least Square. Semarang: Universitas Diponegoro. 

Ghozali, I. (2015). Aplikasi Analisis Multivariate dengan Program IBM SPSS. 

Badan Penerbit Universitas Diponegoro. 



98 

 

 

Internal 

Gómez-Suárez, A., Nelson, D. J., & Nolan, S. P. (2017). Quantifying and 

understanding the steric properties of N-heterocyclic carbenes. Chemical 

Communications, 2650-2660. 

Harrison-Walker, L. J. (2001). The Measurement of Word-of-Mouth 

Communication and an Investigation of Service Quality and Customer 

Commitment as Potential Antecedents. Journal of Service Research. 60-75. 

Hassan, M. a. (2016). "Consumer devotion to a different height". Internet Research, 

963-981. 

Hellier, P. K. (2003). Consumer Repurchase Intention: A General Structural 

Equation Model. European Journal of Marketing, 1762-1800. 

Hennig-Thurau, T. G. (2004). Electronic word-of-mouth via consumer-opinion 

platforms: what motivates consumers to articulate themselves on the internet? 

Journal of Interactive Marketing, 38-52. 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2014). A New Criterion for Assessing 

Discriminant Validity in Variance-Based Structural Equation Modeling. 

Journal of the Academy of Marketing Science (JAMS), 115-1. 

 
Hidayanti, I., Nuryakin, & Farida, N. (2018). A study on brand commitment and 

brand trust towards brand loyalty of branded laptop in Indonesia. Journal of 

Business and Retail Management Research. 

Hidayanto, A. H. (2014). Determinant of customer trust on E-commerce of 

customer trust on E-commerce and its impact to purchase and word of mouth 

intention: A case of Indonesia. Journal of Computer Science, 2395-2407. 

Hidayanto, N., Ovirza, M., Anggia, P., Budi, N. F., & Phusavat, K. (2017). The 

Roles of Electronic Word of Mouth and Information Searching in the 

Promotion of a New E-Commerce Strategy: A Case of Online Group Buying 

in Indonesia. Journal of Theoretical and Applied Electronic Commerce 

Research. 

 
Hill, S. J. (2013). How quickly we forget: the duration of persuasion effects from 

mass communication. Political Communication, 521–547. 



99 

 

 

Internal 

Hsu, Y., & Vui, N. H. (International Journal of Business and Commerce). THE 

FACTORS INFLUENCING CUSTOMERS’ REPURCHASING 

INTENTION IN B2C- E-COMMERCE IN VIETNAM AND TAIWAN. 

2019. 

Ibzan, E., Balarabe, F., & Jakada, B. (2016). Consumer Satisfaction and Repurchase 

Intentions. Developing Country Studies. 

J. Chaparro-Peláez, A. H.-G.-L. (2015). The role of emotions and trust in service 

recovery in business-to-consumer electronic commerce. Journal of 

Theoretical and Applied Electronic Commerce Research, 77-90. 

Kang, M., & Shin, D.-H. (2016). The effect of customers’ perceived benefits on 

virtual brand community loyalty. Online Information Review, 298-315. 

 
Kang, M., Shin, D.-H., & Gong, T. (2016). The role of personalization, 

engagement, and trust in online communities. Information Technology and 

People, 580- 596. 

Kang, S. (2015). Dual Dimensions of Attitudinal Loyalty and Behavioral Loyalty 

among Hotel Customers. Journal of Tourism Research & Hospitality. 

Kelley, J. B. (2016). "Online brand community: through the eyes of 

SelfDetermination Theory". Internet Research, 790-808. 

Kim, R. B., & Chao, Y. (2019). Kim, R. B., & Chao, Y. (2019). Effects of brand 

experience, brand image and brand trust on brand building process: The case 

of Chinese millennial generation consumers. Journal of International Studies. 

Kim, S. J., Wang, R. J.-H., Maslowska, E., & Malthouse, E. C. (2016). 

Understanding a fury in your words”: The effects of posting and viewing 

electronic negative word-of-mouth on purchase behaviors. Computers in 

Human Behavior, 511– 521. 

Kimppa, K., Whitehouse, D., Kuusela, T., & Phahlamhlaka, J. (2014). ICT and 

Society: 11th IFIP TC 9 International. International Conference on Human 

Choice and Computers. Finland. 

Kotzaivazoglou, I. (2011). Political marketing in the Greek context: does market 



100 

 

 

Internal 

orientation exist? International Review on Public and Nonprofit Marketing, 

41–56. 

Krishnamurthy, A. &. (2018). Electronic word-of-mouth and the brand image: 

exploring the moderating role of involvement through a consumer 

expectations lens. Journal of Retailing and Consumer Services, 149–156. 

Kurniawan, F. A., & Adiwijaya, M. (2018). The Analysis of Online Brand 

Community, Online Perceived Brand Reputation, Brand Trust, Brand Loyalty 

at Cafe Businesses Based in Surabaya. INTERNATIONAL JOURNAL OF 

BUSINESS STUDIES, 11–22. 

Kushwah, S. S. (2017). Evolution of a framework of co-creation in political 

marketing: International Review on Public and Nonprofit Marketing, 427– 

445. 

Ladhari, R., & Michaud, M. (2015). E-WOM Effects On Hotel Booking Intentions, 

Attitudes, Trust, And Website Perceptions. International Journal of 

Hospitality Management, 36–45. 

Lam, A. Y., Lau, M. M., & Cheung, R. (2016). Modelling the Relationship among 

Green Perceived Value, Green Trust, Satisfaction, and Repurchase Intention 

of Green Products. Contemporary Management Research, 47-60. 

Limpasirisuwan, N., & Donkwa, K. (2017). A structural equation model for 

enhancing online brand community loyalty. International Journal of 

Behavioral Science, 95-110. 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in 

hospitality and tourism management. Tourism management, 458-468. 

Loureiro, S. M., & Kaufmann, H. R. (2018). The role of online brand community 

engagement. Cogent Business & Management. 

M. Huang, F. C. (2011). Making your online voice loud: the critical role of WOM 

information. European Journal of Marketing, 1277-1297. 

 



101 

 

 

Internal 

Mabkhot, H., Shaari, H., & Salleh, S. (2017). The influence of brand image and 

brand personality on brand loyalty, mediating by brand trust: An empirical 

study. Journal Pengurusan, 1-18. 

 
Madupu, V. &. (2010). Antecedents and consequences of online brand community 

participation: A conceptual framework. Journal of Internet Commerce, 127- 

147. 

Martínez-López, F. A.-S.-I. (2016). Online brand communities. Using the Social 

Web for branding and marketing. Springer. 

Martínez-Lopez, F., Anaya-Sánchez, R., Molinillo, S., Aguilar-Illescas, R., & 

Estaban-Millat, I. (2017). Consumer engagement in an online brand 

community. Electronic Commerce Research and Applications, 24-37. 

Mazzarol, T., Sweeney, J. C., & Soutar, G. N. (2007). Conceptualizing word-of- 

mouth activity, triggers and conditions: An exploratory study. European 

Journal of Marketing, 1475–1494. 

Mittal, V. a. (2001). Satisfaction, Repurchase Intention, and Repurchase Behavior: 

Investigating The Moderating Effect of Customer Characteristics. Journal of 

Marketing Research, 131-142. 

Monecke, A., & Leisch, F. (2012). semPLS: structural equation modeling using 

partial least squares. Journal of Statistical Software, 1-32. 

Mosley, M. (2020, October 9). Why Is Word of Mouth Marketing So Incredibly 

Important? Referral Rock, pp. Referral Marketing, Word of Mouth 

Marketing. 

Muñiz, A., & O’Guinn, T. (2001). Brand communities. Journal of Consumer 

Research, 412-432. 

N. Hajli, X. L. (2014). Featherman, and Y. Wang, Social word of mouth: how trust 

develops in the market. nternational Journal of Market Research, 673-689. 

Naggar, R. E., & Bendary, N. (2017). The impact of experience and brand trust on 

brand loyalty, while considering the mediating effect of brand Equity 



102 

 

 

Internal 

dimensions, anempirical study on mobile operatorsubscribers in Egypt. The 

Business & Management Review, 16-25. 

Nielsen. (2012). GLOBAL TRUST IN ADVERTISING AND BRAND MESSAGES. 

United State: Nielsen. 

 
Park, K. &. (2019). Can online communities be social capital? The effect of online 

communities on individuals’ political engagement. Current Psychology, 1–8. 

 
Pertiwi, W. K. (2020, November 13). Nearly Three in Every Four Indonesians are 

Internet Users. Kompas. 

Pool, A. K., Pool, M. K., & Manjiri, H. (2018). Effect of Brand Community 

Commitment on Loyalty and Brand Outcomes in Iranian Samsung Mobile 

Users. Institute International Journal of Behavioral Science, 56-67. 

Pournaris, M., & Lee, H. (2016). How online brand community participation 

strengthens brand trust and commitment: A relationship marketing 

perspective. ICEC '16: Proceedings of the 18th Annual International 

Conference on Electronic Commerce: e-Commerce in Smart connected 

WorldAugust 2016, 1–8. 

Powers, T. L. (2008). A review of the role of satisfaction, quality, and value on firm 

performance. Journal of Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior, 80-101. 

Prof. Dr. Ir. Sugiarto, M. (2017). Metodologi Penelitian Bisnis. Yogyakarta: ANDI. 

 
Pujiati, S., Haryono, A., & Paramita, P. (2016). The Factors Affect Customer 

Loyalty To Ahyana Collections With Repurchase Interest As an Intervening 

Variable. Journal of Management, 1-17. 

Purnasaria, H., & Yuliando, H. (2016). How Relationship Quality on Customer 

Commitment Influences Positive e-WOM Agriculture and Agricultural. 

Science Procedia, 149 – 153. 

 

 



103 

 

 

Internal 

Rialti, R., Zollo, L., Pellegrini, M. M., & Ciappei, C. (2017). Exploring the 

antecedents of brand loyalty and electronic word of mouth in social-media- 

based brand communities: Do gender differences matter? Journal of Global 

Marketing, 147–160. 

Rothaermel, F. T. (2001). Virtual internet communities and commercial success: 

individual and community-level theory grounded in the atypical case of 

TimeZone. com. Journal of Management, 297-312. 

Sarwono, J. (2012). Metode Riset Skripsi Pendekatan Kuantitatif. Jakarta: PT Elex 

Media. 

Sarwono, Y. (2010). Pengertian Dasar Structural Equation Modeling (SEM). Jurnal 

Ilmiah Manajemen Bisnis Ukrida, 173-182. 

Schau, H. J. (2009). How brand community practices create value. Journal of 

Marketing, 30–51. 

Seiders, K. G. (2005). Do Satisfied Customers buy More? Examining Moderating 

Influences in a Retailing Context. Journal of marketing, 26-43. 

Seifert, C., & Kwon, W.-S. (2019). SNS eWOM sentiment: impacts on brand value 

co-creation and trust. Marketing Intelligence & Planning, 89-102. 

Sekaran, U. (2000). Research Methods for Business: A Skill Business Approach. 

New York: John Wiley & Sons. 

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building 

Approach, 7th Edition. New York: John Wiley & Sons. 

Setyawan, A. A., Kussudiyarsana, & Imronudin. (2015). BRAND TRUST AND 

BRAND LOYALTY, AN EMPIRICAL STUDY IN INDONESIA 

CONSUMERS. British Journal of Marketing Studies, 37-47. 

 
Setyorini, R., & Nugraha, R. P. (2016). The Effect of Trust Towards Online 

Repurchase Intention with Perceived Usefulness As An Intervening Variable: 

A Study on KASKUS Marketplace Customers. The Asian Journal of 

Technology Management. 



104 

 

 

Internal 

Shaari, H., & Ahmad, I. S. (2017). Brand Resonance Behavior among Online Brand 

Community. International Review of Management, 209-215. 

Shah, S. H., Lei, S., Hussain, S. T., & Maria, S. (2019). How consumer perceived 

ethicality influence repurchase intentions and word-of-mouth? A mediated 

moderation model. Asian J Bus Ethics, 1–21. 

Shin, D.-H. (2016). The effect of customers’ perceived benefits on virtual brand 

community loyalty: dual mediation effect of interaction. Online Information 

Review. 

Singh, A. (2019). E-Word of Mouth: Strengthening the Strategic Tool of Digital 

Marketing. International Journal of Recent Technology and Engineering 

(IJRTE). 

Statista. (2020). Number of internet users in Indonesia from 2015 to 2025. 

Indonesia: Statista Research Department. 

Sugiyono, P. D. (2017). Metode Penelitian, Kuantitatif, Kualitatif, dan R&D. 

Bandung: Alfabeta. 

 
Thomas, A. O. (2016). Voter empowerment for emerging democracies: mobilising 

the marginalised in Peru. nternational Review on Public and Nonprofit 

Marketing, 239–263. 

Tonteri, L. K. (2011).” Antecedents of an experienced sense of virtual community”. 

Computers in Human Behaviour, 2215-2223. 

 
Tsai, H.-T. H.-C.-L. (2012). “Brand community participation in Taiwan: 

Examining roles of individual, group, and relationship-level antecedents”. 

Journal of Business Research, 676-684. 

Tsang, S., Royse, C. F., & Terkawi, A. S. (2017). Guidelines for developing, 

translating, and validating a questionnaire in perioperative and pain medicine. 

Saudi Journal of Anaesthesia, 80-89. 

ùahin, A., Zehir, C., & Kitapçı, 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 24 , 1288–1301. 



105 

 

 

Internal 

Van Steenburg, E. (2015). Areas of research in political advertising: a review and 

research agenda. International Journal of Advertising, 1–37. 

Vivek, S. D. (2012). Customer engagement: exploring customer relationships 

beyond purchase. Journal of Marketing Theory and Practice, 122–146. 

Weerawit, L., & Panjakajornsak, V. (2014). The Impact of Electronic Word-of-

Mouth Factors on Consumers’ Buying Decision-Making Processes in the 

Low-Cost Carriers: A Conceptual Framework. International Journal of 

Trade, Economics and Finance. 

Widoyoko, E. P. (2017). Evaluasi program pelatihan. Yogyakarta: Pustaka Pelajar. 

Wien and S. O. Olsen, P. w.-a.-c. (2017). Producing word of mouth - a matter of 

self- confidence? Investigating a dual effect of consumer self-confidence on 

WOM. Australasian Marketing Journal. 

Wijaya, R. (2018). Determinants of Repurchase Intentions at Online Stores in 

Indonesia. International Journal of E-Business Research. 

Wilson, N., Keni, K., & Tan, P. H. (2019). The Effect of Website Design Quality 

and Service Quality on Repurchase Intention in the E-commerce Industry: A 

Cross-Continental Analysis. Gadjah Mada International Journal of Business. 

Yu, Y. W. (2017). Social interaction-based consumer decision-making model in 

social commerce: The role of word of mouth and observational learning. 

International Journal of Information Management, 179-189. 

 
Zhang, M., & Luo, N. (2016). Understanding relationship benefits from harmonious 

brand community on social media. Internet Research, 809-826. 

Zhang, Y., Fang, Y., Wei, K. K., Ramsey, E., Mccole, P., & Chen, H. (2011). 

Repurchase Intention in B2c. Information & Management, 192–200. 

Zineldin, M. (2006). “The royalty of loyalty: CRM, quality and retention. The 

Journal of Consumer Marketing, 430-437. 

 


