
 
 

153 

DAFTAR PUSTAKA 

Aaker, D. A. (1991). Managing Brand Equity : Capitalizing on the Value of a Brand 

Name. The Free Press. 
Adminlina. (2020). Siasat Wardah Bertahan di Pasar Sesak. PelakuBisnis.Com. 
Agustina, Y., & Ardiyanto, F. (2020). AN INVESTIGATION OF CONSUMER 

BRAND ENGAGEMENT ANTECEDENTS ON IPHONE SMARTPHONE 
USERS. Journal of Management and Entrepreneurship Research, 1(1), 56–
66. https://doi.org/10.34001/jmer.2020.6.01.1-6 

Ahn, S. J. (Grace), Phua, J., & Shan, Y. (2017). Self-endorsing in digital 
advertisements: Using virtual selves to persuade physical selves. Computers 

in Human Behavior, 71, 110–121. https://doi.org/10.1016/j.chb.2017.01.045 
Alagöz, S. B. (2016). THE NEW PHENOMENON OF THE MARKETING WORLD 

IN THE DIGITAL ERA : CONTENT MARKETING. IV(12), 639–646. 
Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media 

in marketing: A review and analysis of the existing literature. Telematics and 
Informatics, 34(7), 1177–1190. https://doi.org/10.1016/j.tele.2017.05.008 

Aldi, Andika, & Annisa. (2020). Digitilasasi Produk, Wardah Jadi Pioner 

Kosmetik Halal. Komite Nasional Ekonomi Dan Keuangan Syariah. 
Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). 

Investigating the antecedents of customer brand engagement and consumer-
based brand equity in social media. Journal of Retailing and Consumer 
Services, 53. https://doi.org/10.1016/j.jretconser.2019.01.016 

Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., & Qasem, Z. (2018). 
The effect of telepresence, social presence and involvement on consumer 
brand engagement: An empirical study of non-profit organizations. Journal of 
Retailing and Consumer Services, 40(September 2017), 139–149. 
https://doi.org/10.1016/j.jretconser.2017.09.011 

Arie Liliyah. (2014). Kosmetik Wardah Bukan Hanya untuk Konsumen Muslim. 
SWA Online Magazine . 

Armstrong, G., & Kotler, P. (2003). Marketing : An Introduction . Pearson Pren. 
Arnould, E. J., & Thompson, C. J. (2005). Consumer Culture Theory (CCT): 

Twenty Years of Research. Journal of Consumer Research, 31(4). 
https://doi.org/10.1086/426626 

Azwar, S. (2007). Metode Penelitian. 
Baek, T. H., & Morimoto, M. (2012). Stay Away From Me. Journal of Advertising, 

41(1), 59–76. https://doi.org/10.2753/JOA0091-3367410105 
Baldus, B. J., Voorhees, C., & Calantone, R. (2015). Online brand community 

engagement: Scale development and validation. Journal of Business Research, 
68(5), 978–985. https://doi.org/10.1016/j.jbusres.2014.09.035 

Bang, H., & Wojdynski, B. W. (2016). Tracking users’ visual attention and 
responses to personalized advertising based on task cognitive demand. 
Computers in Human Behavior, 55, 867–876. 
https://doi.org/10.1016/j.chb.2015.10.025 



 
 

154 

Bijmolt, T. H. A., Leeflang, P. S. H., Block, F., Eisenbeiss, M., Hardie, B. G. S., 
Lemmens, A., & Saffert, P. (2010). Analytics for Customer Engagement. 
Journal of Service Research, 13(3), 341–356. 
https://doi.org/10.1177/1094670510375603 

Blasco-Arcas, L., Hernandez-Ortega, B. I., & Jimenez-Martinez, J. (2016). 
Engagement platforms: The role of emotions in fostering customer 
engagement and brand image in interactive media. Journal of Service Theory 

and Practice, 26(5), 559–589. https://doi.org/10.1108/JSTP-12-2014-0286 
Boateng, H., & Okoe, A. F. (2015). Determinants of Consumers’ Attitude towards 

Social Media Advertising. Journal of Creative Communications, 10(3), 248–
258. https://doi.org/10.1177/0973258615614417 

Boonlertvanich, K. (2019). Service quality, satisfaction, trust, and loyalty: the 
moderating role of main-bank and wealth status. International Journal of Bank 

Marketing, 37(1), 278–302. https://doi.org/10.1108/IJBM-02-2018-0021 
Brocato, E. D., Baker, J., & Voorhees, C. M. (2015). Creating consumer attachment 

to retail service firms through sense of place. Journal of the Academy of 

Marketing Science, 43(2), 200–220. https://doi.org/10.1007/s11747-014-
0381-x 

Cha, M.-K., Yi, Y., & Bagozzi, R. P. (2016). Effects of Customer Participation in 
Corporate Social Responsibility (CSR) Programs on the CSR-Brand Fit and 
Brand Loyalty. Cornell Hospitality Quarterly, 57(3), 235–249. 
https://doi.org/10.1177/1938965515620679 

Chaudhuri, A., & Holbrook, M. B. (2001). The Role of Brand Loyalty / 81 The 
Chain of Effects from Brand Trust and Brand Affect to Brand Performance: 
The Role of Brand Loyalty. In Journal of Marketing (Vol. 65). 

Christ Bastian Waruwu. (2019). Sejarah Berdirinya PT Paragon Technology and 

Innovation Hingga Sukses . Idn Times . 
Chung, Y., & Kim, A. J. (2020). Effects of mergers and acquisitions on brand 

loyalty in luxury Brands: The moderating roles of luxury tier difference and 
social media. Journal of Business Research, 120, 434–442. 
https://doi.org/10.1016/j.jbusres.2019.11.030 

Cindy Mutia Annur. (2020). Berapa Usia Mayoritas Pengguna Media Sosial di 

Indonesia? Databoks. 
Colicev, A., O’Connor, P., & Vinzi, V. E. (2016). Is Investing in Social Media 

Really Worth It? How Brand Actions and User Actions Influence Brand 
Value. Service Science, 8(2), 152–168. 
https://doi.org/10.1287/serv.2016.0143 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods 12th Edition. 
Cornelia, V., & Pasharibu, Y. (2020). BENEFIT Jurnal Manajemen dan Bisnis 

BRAND LOYALTY MEDIATION IN BRAND ATTACHMENT AND 
CUSTOMER DIGITAL EXPERIENCE TOWARDS SMARTPHONE 

REPURCHASE INTENTIONS. 
Creswell, J. (1994). Research Design : Qualitative and Quantitative Approaches. 
de Keyzer, F., Dens, N., & de Pelsmacker, P. (2015). Is this for me? How 

Consumers Respond to Personalized Advertising on Social Network Sites. 



 
 

155 

Journal of Interactive Advertising, 15(2), 124–134. 
https://doi.org/10.1080/15252019.2015.1082450 

Dennis, C., Papagiannidis, S., Alamanos, E., & Bourlakis, M. (2016). The role of 
brand attachment strength in higher education. Journal of Business Research, 
69(8), 3049–3057. https://doi.org/10.1016/j.jbusres.2016.01.020 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement 
in online brand communities: a social media perspective. Journal of Product 

& Brand Management, 24(1), 28–42. https://doi.org/10.1108/JPBM-06-2014-
0635 

Dolbec, P. Y., & Chebat, J. C. (2013). The Impact of a Flagship vs. a Brand Store 
on Brand Attitude, Brand Attachment and Brand Equity. Journal of Retailing, 
89(4), 460–466. https://doi.org/10.1016/j.jretai.2013.06.003 

Duffett, R. G. (2015). Facebook advertising’s influence on intention-to-purchase 
and purchase amongst millennials. Internet Research, 25(4), 498–526. 
https://doi.org/10.1108/IntR-01-2014-0020 

Dwi Hadya Jayani. (2020a). 10 Media Sosial yang Paling Sering Digunakan di 

Indonesia. Databoks. 
Dwi Hadya Jayani. (2020b). Produk Terlaris Belanja Online Selama Pandemi. 

Databoks. 
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 

Eliasari, P., & Sukaatmadja, I. (2017). PENGARUH BRAND AWARENESS 

TERHADAP PURCHASE INTENTION DIMEDIASI OLEH PERCEIVED 
QUALITY DAN BRAND LOYALTY. 

Evans, D., MCKee, J., & Bratton, S. (2010). Social Media Marketing: The Next 

Generation of Business Engagement. WILEY. 
Garson, G. D. (2016). Partial Least Squares: Regression & Structural Equation 

Model. 
Ghorbanzadeh, D., & Rahehagh, A. (2021). Emotional brand attachment and brand 

love: the emotional bridges in the process of transition from satisfaction to 
loyalty. Rajagiri Management Journal, 15(1), 16–38. 
https://doi.org/10.1108/RAMJ-05-2020-0024 

Ghose, S., & Lowengart, O. (2013). Consumer choice and preference for brand 
categories. Journal of Marketing Analytics, 1(1), 3–17. 
https://doi.org/10.1057/jma.2012.1 

Ghozali, I., & Latan, H. (2015). Partial Least Squares Konsep, Teknik dan Aplikasi 

menggunakan program SmartPLS 3.0 untuk Penelitian Empiris. 
Graffigna, G., & Gambetti, R. C. (2015). Grounding Consumer-brand Engagement: 

A field-driven conceptualisation. International Journal of Market Research, 
57(4), 605–630. https://doi.org/10.2501/IJMR-2015-049 

Hair, Babin, Anderson, Black, W. C, & Anderson. (2018). Multivariate Data 

Analysis . 
Hair, Jr. Joe. F., Sarstedt, M., Hopkins, L., & G. Kuppelwieser, V. (2014). Partial 

least squares structural equation modeling (PLS-SEM). European Business 

Review, 26(2), 106–121. https://doi.org/10.1108/EBR-10-2013-0128 



 
 

156 

Hair, Risher, Sarstedt, & Ringle. (2019). When to use and how to report the results 
of PLS-SEM. European Business Review, 31(1), 2–24. 
https://doi.org/10.1108/EBR-11-2018-0203 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 
discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43(1), 115–135. 
https://doi.org/10.1007/s11747-014-0403-8 

Herfianto. (2020). Tengok Strategi CEO Wardah Pertahankan Bisnis di Tengah 
Pandemi Corona. Liputan6.Com. 

Hirsh, J. B., Kang, S. K., & Bodenhausen, G. v. (2012). Personalized Persuasion. 
Psychological Science, 23(6), 578–581. 
https://doi.org/10.1177/0956797611436349 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014a). Consumer brand 
engagement in social media: Conceptualization, scale development and 
validation. Journal of Interactive Marketing, 28(2), 149–165. 
https://doi.org/10.1016/j.intmar.2013.12.002 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014b). Consumer brand 
engagement in social media: Conceptualization, scale development and 
validation. Journal of Interactive Marketing, 28(2), 149–165. 
https://doi.org/10.1016/j.intmar.2013.12.002 

Hsu, Y. L. (2012). Facebook as international eMarketing strategy of Taiwan hotels. 
International Journal of Hospitality Management, 31(3), 972–980. 
https://doi.org/10.1016/j.ijhm.2011.11.005 

Hwang, J., & Lee, J. (Jay). (2019). A strategy for enhancing senior tourists’ well-
being perception: focusing on the experience economy. Journal of Travel & 

Tourism Marketing, 36(3), 314–329. 
https://doi.org/10.1080/10548408.2018.1541776 

Ibrahim, B., & Aljarah, A. (2018). Dataset of relationships among social media 
marketing activities, brand loyalty, revisit intention. Evidence from the 
hospitality industry in Northern Cyprus. Data in Brief, 21, 1823–1828. 
https://doi.org/10.1016/j.dib.2018.11.024 

Indrabrata, A., & Ezni, T. (2020). Effect of Perceived Personalization and Self 

Expressive Brand towards Perceived Quality and Brand Loyalty of Local 

Footwear Brands on Instagram. 160(Icbmr), 62–70. 
Ipak Ayu. (2021). Industri Kosmetika Diproyeksi Tumbuh 7 Persen Tahun Ini . 

Bisnis.Com. 
Jacoby, J., Olson, J. C., & Haddock, R. A. (1971). PRICE, BRAND NAME, AND 

PRODUCT COMPOSITION CHARACTERISTICS AS DETERMINANTS 
OF PERCEIVED QUALITY*. In Journal of Applied Psychology (Vol. 55, 
Issue 6). 

Jernigan, D. H., Padon, A., Ross, C., & Borzekowski, D. (2017). Self-Reported 
Youth and Adult Exposure to Alcohol Marketing in Traditional and Digital 
Media: Results of a Pilot Survey. Alcoholism: Clinical and Experimental 

Research. https://doi.org/10.1111/acer.13331 
Johns, R., & Perrott, B. (2008). The impact of internet banking on business‐

customer relationships (are you being self‐served?). International Journal of 



 
 

157 

Bank Marketing, 26(7), 465–482. 
https://doi.org/10.1108/02652320810913846 

Julio Hernandez. (2020). Accelerating Digital Transformation. KPMG Blog. 
Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. 

(2018). Advances in Social Media Research: Past, Present and Future. 
Information Systems Frontiers, 20(3), 531–558. 
https://doi.org/10.1007/s10796-017-9810-y 

Kaur, P., Dhir, A., Rajala, R., & Dwivedi, Y. (2018). Why people use online social 
media brand communities. Online Information Review, 42(2), 205–221. 
https://doi.org/10.1108/oir-12-2015-0383 

Khanh Vuong, T., Khanh Tuan, V., & Rajagopal, P. (2017). The Mediating Effect 
Of Perceived Quality on The Customer Loyalty in Small And Medium-Sized 
Enterprises (SMEs) in The Mobile Phone Sector in Ho Chi Minh City 
(HCMC)-Vietnam. In International Journal of New Technology and Research 
(Issue 3). www.ijntr.org 

Kim, A. J., & Ko, E. (2010). Impacts of luxury fashion brand’s social media 
marketing on customer relationship and purchase intention. Journal of Global 

Fashion Marketing, 1(3), 164–171. 
https://doi.org/10.1080/20932685.2010.10593068 

Kock, N. (2015). Common Method Bias in PLS-SEM. International Journal of E-
Collaboration, 11(4), 1–10. https://doi.org/10.4018/ijec.2015100101 

Krystallis, A., & Chrysochou, P. (2014). The effects of service brand dimensions 
on brand loyalty. Journal of Retailing and Consumer Services, 21(2), 139–
147. https://doi.org/10.1016/j.jretconser.2013.07.009 

Lal, B., Ismagilova, E., Dwivedi, Y. K., & Kwayu, S. (2020). Return on Investment 

in Social Media Marketing: Literature Review and Suggestions for Future 

Research. https://doi.org/10.1007/978-3-030-24374-6_1 
Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer 

brand engagement and brand loyalty. Journal of Marketing Management, 
32(5–6), 558–578. https://doi.org/10.1080/0267257X.2015.1131735 

Li, C. (2016). When does web-based personalization really work? The distinction 
between actual personalization and perceived personalization. Computers in 

Human Behavior, 54, 25–33. https://doi.org/10.1016/j.chb.2015.07.049 
Liliyah.A. (2014). Kosmetik Wardah Bukan Hanya untuk Konsumen Muslim. SWA 

Online Magazine. 
Lina.A. (2020). Siasat Wardah Bertahan di Pasar Sesak. PelakuBisnis.Com. 
Louis, D., & Lombart, C. (2010). Impact of brand personality on three major 

relational consequences (trust, attachment, and commitment to the brand). 
Journal of Product & Brand Management, 19(2), 114–130. 
https://doi.org/10.1108/10610421011033467 

Loureiro, S. M. C., Sarmento, E. M., & le Bellego, G. (2017). The effect of 
corporate brand reputation on brand attachment and brand loyalty: Automobile 
sector. Cogent Business & Management, 4(1), 1360031. 
https://doi.org/10.1080/23311975.2017.1360031 



 
 

158 

Malär, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011a). Emotional 
Brand Attachment and Brand Personality: The Relative Importance of the 
Actual and the Ideal Self. Journal of Marketing, 75, 35–52. 

Malär, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011b). Emotional 
Brand Attachment and Brand Personality: The Relative Importance of the 
Actual and the Ideal Self. Journal of Marketing, 75(4), 35–52. 
https://doi.org/10.1509/jmkg.75.4.35 

Malheiros, M., Jennett, C., Patel, S., Brostoff, S., & Sasse, M. A. (2012). Too close 
for comfort. Proceedings of the SIGCHI Conference on Human Factors in 

Computing Systems, 579–588. https://doi.org/10.1145/2207676.2207758 
Malhotra, N. K. (2007). Marketing Research: An Applied Orientation, 5h Edition. 
Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of 

the promotion mix. Business Horizons. 
https://doi.org/10.1016/j.bushor.2009.03.002 

Manser Payne, E., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, 
integrated marketing communications and consumer engagement. Journal of 

Research in Interactive Marketing, 11(2), 185–197. 
https://doi.org/10.1108/JRIM-08-2016-0091 

Mary Lou Roberts, & Debra Zahay. (2012). Internet marketing : integrating online 

and ofline strategies. 
Maslowska, E., Smit, E. G., & van den Putte, B. (2016). It Is All in the Name: A 

Study of Consumers’ Responses to Personalized Communication. Journal of 

Interactive Advertising, 16(1), 74–85. 
https://doi.org/10.1080/15252019.2016.1161568 

Montgomery, A. L., & Smith, M. D. (2009). Prospects for Personalization on the 
Internet. Journal of Interactive Marketing, 23(2), 130–137. 
https://doi.org/10.1016/j.intmar.2009.02.001 

Nambisan, S., & Baron, R. A. (2007). Interactions in virtual customer 
environments: Implications for product support and customer relationship 
management. Journal of Interactive Marketing, 21(2), 42–62. 
https://doi.org/10.1002/dir.20077 

Nasution, Jufrizen, & Azhar. (2020). Efek Mediasi Customer Engagement pada 

Pengaruh Brand Performance Terhadap Repeat Purchase Pengguna Sepeda 

Motor Yamaha di Kota Medan. 
Nikhashemi, S. R., Valaei, N., & Tarofder, A. K. (2017). Does Brand Personality 

and Perceived Product Quality Play a Major Role in Mobile Phone 
Consumers’ Switching Behaviour? Global Business Review, 18(3_suppl), 
S108–S127. https://doi.org/10.1177/0972150917693155 

Nysveen, H., & Pedersen, P. E. (2014). Influences of co-creation on brand 
experience: The role of brand engagement. International Journal of Market 
Research, 56(6), 807–832. https://doi.org/10.2501/IJMR-2014-016 

Okazaki, S. (2004). How do Japanese consumers perceive wireless ads? A 
multivariate analysis. International Journal of Advertising, 23(4), 429–454. 
https://doi.org/10.1080/02650487.2004.11072894 

Park, C. W., Macinnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). 
Brand Attachment and Brand Attitude Strength: Conceptual and Empirical 



 
 

159 

Differentiation of Two Critical Brand Equity Drivers. Journal of Marketing, 
74(6), 1–17. https://doi.org/10.1509/jmkg.74.6.1 

Patino, A., Pitta, D. A., & Quinones, R. (2012). Social media’s emerging 
importance in market research. In Journal of Consumer Marketing (Vol. 29, 
Issue 3, pp. 233–237). https://doi.org/10.1108/07363761211221800 

Rahbi, H. S. A. al. (2017). Factors Influencing Social Media Adoption in Small and 
Medium Enterpises (SMEs). Cogent Business and Management, 3(1), 1–23. 
http://dx.doi.org/10.1080/23311975.2016.1196571 

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, 22(3), 319–337. 
https://doi.org/10.1108/SJME-06-2018-0030 

Raykov, T., & Marcoulides, G. A. (2012). A First Course in Structural Equation 

Modeling. Routledge. https://doi.org/10.4324/9780203930687 
Sahin, 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. 
https://doi.org/10.1016/j.sbspro.2011.09.143 

Sekaran, & Bougie. (2016). Research Methods for Business : A Skill-Building 

Approach. 
Shanahan, T., Tran, T. P., & Taylor, E. C. (2019). Getting to know you: Social 

media personalization as a means of enhancing brand loyalty and perceived 
quality. Journal of Retailing and Consumer Services, 47, 57–65. 
https://doi.org/10.1016/j.jretconser.2018.10.007 

Simon Kemp. (2021). Digital 2021 : Indonesia. DataReportal. 
Song, J. H., Kim, H. Y., Kim, S., Lee, S. W., & Lee, J. H. (2016). Effects of 

personalized e-mail messages on privacy risk: Moderating roles of control and 
intimacy. Marketing Letters, 27(1), 89–101. https://doi.org/10.1007/s11002-
014-9315-0 

Srinivasan, S. S., Anderson, R., & Ponnavolu, K. (2002). Customer loyalty in e-
commerce: an exploration of its antecedents and consequences. 

Sugiyono. (2017). Metode Penelitian Kuantitatif Kualitatif dan R&D. 
Supangat, A. (2007). Statistika Dalam Kajian Deskriptif, Inferensi dan 

Nonparametrik. 
Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring 

the strength of consumers’ emotional attachments to brands. Journal of 
Consumer Psychology, 15(1), 77–91. 
https://doi.org/10.1207/s15327663jcp1501_10 

Top Brand Index. (2021). Top Brand Award. 
Tran, T. P. (2017). Personalized ads on Facebook: An effective marketing tool for 

online marketers. Journal of Retailing and Consumer Services, 39, 230–242. 
https://doi.org/10.1016/j.jretconser.2017.06.010 

Tri Kurnia Yunianto. (2019a). Iklan Video Pendek di Media Sosial Diprediksi Jadi 

Tren. Katadata.Co.Id. 
Tri Kurnia Yunianto. (2019b). Iklan Video Pendek di Media Sosial Diprediksi Jadi 

Tren. Katadata.Co.Id. 



 
 

160 

Tucker, C. E. (2014). Social Networks, Personalized Advertising, and Privacy 
Controls. Journal of Marketing Research, 51(5), 546–562. 
https://doi.org/10.1509/jmr.10.0355 

Vesanen, J. (2007a). What is personalization? A conceptual framework. In 
European Journal of Marketing (Vol. 41, Issues 5–6, pp. 409–418). 
https://doi.org/10.1108/03090560710737534 

Vesanen, J. (2007b). What is personalization? A conceptual framework. European 

Journal of Marketing, 41(5/6), 409–418. 
https://doi.org/10.1108/03090560710737534 

Viva Budy Kusnandar. (2019). Indonesia, Negara dengan Penduduk Muslim 
Terbesar Dunia. Databoks. 

Vivin Dian Devita. (2021). Somethinc, Some By Mi dan The Ordinary Review 

Produk Paling Banyak Ditonton Di Tiktok. IPrice.Co.Id. 
Wardah. (2021). Wardah. WardahBeauty.Com. 
Wulandari.D. (2020). Tim Sukses Brand Engagemet Wardah di Media Sosial. MIX 

Online Magazine. 
Xu, D. J. (2006). The Influence of Personalization in Affecting Consumer Attitude 

toward Mobile Advertising in China. In Article in Journal of Computer 

Information. https://www.researchgate.net/publication/257824365 
Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional 

consumer-based brand equity scale. 
Yosepha Pusparisa. (2020). Lima Alasan Pemasaran Merek Dagang 

Memanfaatkan Media Sosial. Databoks. 
Yuswohady. (2016). Millennial Trends 2016. Yuswohady. 
Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing, 52(3), 
2–22. https://doi.org/10.1177/002224298805200302 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral 
Consequences of Service Quality. Journal of Marketing, 60(2), 31–46. 
https://doi.org/10.1177/002224299606000203 

Zhang, B., & Kim, J. H. (2013). Luxury fashion consumption in China: Factors 
affecting attitude and purchase intent. Journal of Retailing and Consumer 

Services, 20(1), 68–79. https://doi.org/10.1016/j.jretconser.2012.10.007 
Zhang, K. Z. K., Benyoucef, M., & Zhao, S. J. (2015). Consumer participation and 

gender differences on companies’ microblogs: A brand attachment process 
perspective. Computers in Human Behavior, 44, 357–368. 
https://doi.org/10.1016/j.chb.2014.11.068 

Zheng, X., Cheung, C. M. K., Lee, M. K. O., & Liang, L. (2015). Building brand 
loyalty through user engagement in online brand communities in social 
networking sites. Information Technology & People, 28(1), 90–106. 
https://doi.org/10.1108/ITP-08-2013-0144 

Zikmund, W. G., Babin, B. J., Editorial, V. P., Calhoun, J. W., Thomas, J., 
Assistant, E., Shelton, S., Kanakes, K., & Fuller-jacobsen, B. (2010). 
Exploring Marketing Research. 

 


