DAFTAR PUSTAKA

Adefulu, A. D., & Akinbiyi, &. (2020). INTERNATIONAL JOURNAL OF
RESEARCH SCIENCE & MANAGEMENT RELATIONSHIP MARKETING
PRACTICES AND CUSTOMER REPURCHASE INTENTION OF ONLINE
RETAIL FIRMS IN LAGOS, NIGERIA. 7(5).
https://doi.org/10.5281/zenodo.3865418

Adyani, R. (2021). "PENGARUH SOCIAL MEDIA MARKETING DAN BRAND
IMAGE TERHADAP BRAND TRUST SERTA DAMPAKNYA TERHADAP
DONATION DECISION PADA CROWDFUNDING KITABISA.COM.

Alif, O. :, & Zulfikar, R. (2017). PENGARUH SOCIAL MEDIA MARKETING
TERHADAP BRAND TRUST PADA FOLLOWERS INSTAGRAM DOMPET
DHUAFA CABANG YOGYAKARTA SKRIPSI Diajukan kepada Fakultas
Dakwah dan Komunikasi Universitas Islam Negeri Sunan Kalijaga Yogyakarta
untuk Memenuhi Sebagian Syarat-syarat Memperoleh Gelar Sarjana Strata I.

Amadea, A., & Herdinata, C. (2022). PENGARUH E-TRUST DAN PERCEIVED
VALUE TERHADAP REPURCHASE INTENTION PADA E-COMMERCE
SHOPEE. 14(2). http://jurnal.ukdc.ac.id/index.php/BIP

Amelia, R., & Hidayatullah, S. (2020). The Effect of Instagram Engagement to
Purchase Intention and Consumers’ Luxury Value Perception as the mediator in
the Skylounge Restaurant. In International Journal of Innovative Science and
Research Technology (Vol. 5, Issue 4). www.ijisrt.com958

Ananda, A., Mugiono, M., & Hussein, A. S. (2021). The influence of store image on
repurchase intention: the mediation role of perceived value and customer
satisfaction. International Journal of Research in Business and Social Science
(2147- 4478), 10(4), 17-27. https://doi.org/10.20525/ijrbs.v10i4.1209

Andriani Dewi. (2019). Jumlah Pengguna Aktif Gojek di Indonesia Setara dengan
Aplikasi Rlde-Sharing terbesar di dunia.
https://ekonomi.bisnis.com/read/20190829/98/1141953/jumlah-pengguna-aktif-
gojek-di-indonesia-setara-dengan-aplikasi-ride-sharing-terbesar-dunia

%94



Anggraeni, R., & Djuwita, D. (2019). ANALISIS PEMANFAATAN SOCIAL
MEDIA MARKETING TERHADAP CUSTOMER LOYALTY YANG
MENGGUNAKAN BRAND TRUST SEBAGAI VARIABEL MEDIASI.
Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas Ekonomi UNIAT, 4(3),
445-455. http://jrmb.ejournal-feuniat.net/index.php/JRMB/article/view/304

Annur, C. (2020). Pengguna Aktif Gojek di 4 Negara Asia Tenggara.
https://databoks.katadata.co.id/datapublish/2020/10/01/pengguna-aktif-gojek-di-
4-negara-asia-tenggara

Armayani, A., & Jatra, |I. M. (2019). PERAN BRAND IMAGE MEMEDIASI
PROMOSI DAN HARGA TERHADAP KEPUTUSAN PEMBELIAN
SMARTPHONE SAMSUNG DI KOTA DENPASAR. E-Jurnal Manajemen
Universitas Udayana, 8(8), 5222.
https://doi.org/10.24843/ejmunud.2019.v08.i08.p20

Aulia, A. N. (2018). PENGARUH PERSEPSI NILAI, TRUST, DAN CITRA MEREK
TERHADAP REPURCHASE INTENTION JASA EKSPEDISI PELAKU BISNIS
ONLINE.

Azizah, Z. (2021). CHAPTER Il LITERATURE REVIEW.

Bilgin, Y. (2018). THE EFFECT OF SOCIAL MEDIA MARKETING ACTIVITIES
ON BRAND AWARENESS, BRAND IMAGE AND BRAND LOYALTY.
Business & Management Studies: An International Journal, 6(1), 128-148.
https://doi.org/10.15295/bmij.v6i1.229

BILGIN, Y. (2018). THE EFFECT OF SOCIAL MEDIA MARKETING
ACTIVITIES ON BRAND AWARENESS, BRAND IMAGE AND BRAND
LOYALTY. Business & Management Studies: An International Journal, 6(1).
https://doi.org/10.15295/v6i1.229

Boi Samosir, A. (2017). BAB 1l TINJAUAN TEORI.

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

Bougie, R., & Sekaran, U. (2019). Research Methods For Business: A Skill Building
Approach (8th ed.). (8th ed.).

Bougie, R., & Sekaran, U. (2020). An easy way t o0 help st udent s learn, collaborat e,
and grow. www.wileypluslearningspace.com

Cheung, M. L., Pires, G., Rosenberger, P. J., & de Oliveira, M. J. (2020). Driving
consumer—brand engagement and co-creation by brand interactivity. Marketing

95



Intelligence and Planning, 38(4), 523-541. https://doi.org/10.1108/MIP-12-
2018-0587

Dewi, I. G. A. Pt. R. P., & Ekawati, N. W. (2019). PERAN KEPUASAN
KONSUMEN MEMEDIASI PENGARUH BRAND IMAGE TERHADAP
REPURCHASE INTENTION. E-Jurnal Manajemen Universitas Udayana, 8(5),
2722. https://doi.org/10.24843/ejmunud.2019.v08.i05.p05

Elsya, P., & Indriyani, R. (2020). The Impact of Product Knowledge and Product
Involvement to Repurchase Intention for Tupperware Products among
Housewives in Surabaya, Indonesia. SHS Web of Conferences, 76, 01037.
https://doi.org/10.1051/shsconf/20207601037

Erkmen, E., & Turegun, N. (2022). Success model of online food delivery system:
The role of brand image in customer responses. Innovative Marketing, 18(2),
148-160. https://doi.org/10.21511/im.18(2).2022.13

Evans, D. (2010). Social Media Marketing: The Next Generation of Business
Engagement.

Evans D. (2010). Social media marketing: The next generation of business
engagement. Indianapolis, Ind: Wiley Pub.

Fastidianti, K. (2013). PENGARUH BRAND IMAGE TERHADAP REPURCHASE
INTENTION: STUDI PADA ZARA PONDOK INDAH MALL 2.

Fatimah, T., & Martadistra, D. S. (2019). Keterkaitan Perencanaan Rantai Pasokan
dan Integrasi Rantai Pasokan Terhadap Kemampuan Kustomisasi Massal Umkm
Makanan. Media Riset Bisnis & Manajemen, 19(2), 58.
https://doi.org/10.25105/mrbm.v19i2.5351

Ferdinand, A. (2014). Metode Penelitian Manajemen Edisi 5 (5th ed.).

Fitriani, A., & Achmad, G. N. (2021). THE EFFECT OF BRAND
IDENTIFICATION AND BRAND IMAGE ON BRAND LOVE AND BRAND
LOYALTY ON IPHONE SMARTPHONE PRODUCT USERS IN
SAMARINDA. Business and Accounting Research (IJEBAR) Peer Reviewed-
International Journal, 5(2). https://jurnal.stie-aas.ac.id/index.php/IJJEBAR

Garcia, H. F. (2012). THE POWER OF COMMUNICATION.

Ghozali, 1. (2016). Aplikasi analisis multivariete dengan program IBM SPSS 23 (Cet.
VIIL.). Semarang: Badan Penerbit Universitas Diponegoro.

96



Guetterman, T. (2019). Basics of statistics for primary care research. Family
medicine and community health. 7. 10.1136/fmch-2018-000067.

Guha, S., Mandal, A., & Kujur, F. (2021). The social media marketing strategies and
its implementation in promoting handicrafts products: a study with special
reference to Eastern India. Journal of Research in Marketing and
Entrepreneurship, 23(2), 339-364. https://doi.org/10.1108/JRME-07-2020-0097

Hadi, A. S. (2021). The influence of product attribute, promotion mix, distribution
channel, and price toward repurchase intention on iPhone. Asian Management
and Business Review, 1(2), 95-104.
https://doi.org/10.20885/AMBR.vol1.iss2.art2

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.
Journal of Marketing Theory and Practice, 19(2), 139-152.
https://doi.org/10.2753/MTP1069-6679190202

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial Least Squares
Structural Equation Modeling(PLS-SEM).

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the
use of partial least squares structural equation modeling in marketing research.
Journal of the Academy of Marketing Science, 40(3), 414-433.
https://doi.org/10.1007/s11747-011-0261-6

Hakansson, P., & Witmer, H. (2015). Social Media and Trust — A Systematic
Literature Review. Journal of Business and Economics, 6(3), 517-524.
https://doi.org/10.15341/jbe(2155-7950)/03.06.2015/010

Hanfan, A. (2017). Mengeksplorasi kesadaran merek terhadap minat beli ulang
melalui sikap terhadap merek. https://doi.org/10.20884/1.performance

Hussein, A. S., & Hapsari, R. (2021). The Impact of Interactivity, Perceived
Effectiveness, Trust, and Experiential Marketing on Online Transportation
Customer Loyalty. Jurnal Manajemen Teori Dan Terapan| Journal of Theory
and Applied Management, 14(3), 324. https://doi.org/10.20473/jmtt.v14i3.30111

Hutapea, L. (2019). HUBUNGAN ANTARA KEPERCAYAAN KONSUMEN DAN
REPURCHASE INTENTION DI ONLINE SHOPPING.

Iskuntianti, N. D., Faisal, M. A., Naimah, J., & Sanjaya, V. F. (2020). The Influence
Of Brand Image, Lifestyle, And Product Quality on Purchasing Decisions.
Journal of Business Management Review, 1(6), 436—448.
https://doi.org/10.47153/jbmr16.752020

97



Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online
trust and intention to buy on a website: An emerging market perspective.
International Journal of Information Management Data Insights, 2(1).
https://doi.org/10.1016/j.jjimei.2022.100065

Jakic, A., Wagner, M. O., & Meyer, A. (2017a). The impact of language style
accommodation during social media interactions on brand trust. Journal of
Service Management, 28(3), 418-441. https://doi.org/10.1108/JOSM-12-2016-
0325

Jakic, A., Wagner, M. O., & Meyer, A. (2017b). The impact of language style
accommodation during social media interactions on brand trust. Journal of
Service Management, 28(3), 418-441. https://doi.org/10.1108/JOSM-12-2016-
0325

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U., Gillani, S. H. M., & Awan, F. H.
(2022). Role of Social Media Marketing Activities in Influencing Customer
Intentions: A Perspective of a New Emerging Era. Frontiers in Psychology, 12.
https://doi.org/10.3389/fpsyg.2021.808525

Jatimiko Leo. (2021). AppsFlyer: Pengguna Aplikasi e-commerce Indonesia Terbesar
ketiga di dunia.
https://ekonomi.bisnis.com/read/20211013/12/1454172/appsflyer-pengguna-
aplikasi-e-commerce-indonesia-terbesar-ketiga-di-
dunia#:~:text=Dalam%20Laporan%?20State%200f%20eCommerce,total%20inst
all%20dagang%20el%20global.

Karimov, F. P., Brengman, M., & van Hove, L. (2011). Karimov et al.: The Effect of
Website Design Dimensions on Initial Trust THE EFFECT OF WEBSITE
DESIGN DIMENSIONS ON INITIAL TRUST: A SYNTHESIS OF THE
EMPIRICAL LITERATURE.

Kevin Putra Bawono, T., & Subagio, H. (2020). ANALISA PENGARUH SOCIAL
MEDIA MARKETING TERHADAP REPURCHASE INTENTION MELALUI
BRAND TRUST SEBAGAI VARIABEL MEDIASI PADA INSTAGRAM ADIDAS
INDONESIA DI SURABAYA.

Khoirunnisa, A., & Astini, R. (2021). The Effects of Experiential Marketing and
Social Media Marketing on Repurchase Intention with Brand Trust as Variable
Mediation for Wearing Klamby Hijab Fashion Products. European Journal of
Business and Management Research, 6(6), 35-41.
https://doi.org/10.24018/ejbmr.2021.6.6.1145

98



Kim, A. J., & Ko, E. (2010a). 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

Kim, A. J., & Ko, E. (2010b). 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

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, 12(3), 9-21.
https://doi.org/10.14254/2071

Kotler, P., & Pfoertsch, W. (2006). B2B Brand Management.

Kundiarto, S. P., & Suciarto, S. (2022). JMBE Influences of Restaurant Servicescape
and Services Quality on Repurchase Intention through Customer Satisfaction in
Semarang.

Laksamana, P. (2018). International Review of Management and Marketing Impact of
Social Media Marketing on Purchase Intention and Brand Loyalty: Evidence
from Indonesia’s Banking Industry. International Review of Management and
Marketing, 8(1), 13-18. http:www.econjournals.com

Laru Sendy Ludju, M., Made Kusuma Negara, I., Putu Eka Mahadewi, N., Sarjana
Industri Perjalanan Wisata, P., & Pariwisata, F. (2019). PENGARUH BRAND
IMAGE, CONSUMER SATISFACTION, ELECTRONIC WORD OF MOUTH
TERHADAP NIAT MENGGUNAKAN KEMBALI. www.carisinyal.com,

Lianto, A. (2018). PENGARUH TRUST, PERCEIVED VALUE, BRAND IMAGE
DAN SATISFACTION TERHADAP REPURCHASE INTENTION BATIK AIR DI
JAKARTA DAN TANGERANG.

Maftukah, N. (2021). DAMPAK SOCIAL MEDIA MARKETING DAN DAYA TARIK
IKLAN TERHADAP REPURCHASE INTENTION DENGAN BRAND
AWARENESS SEBAGAI VARIABEL INTERVENING (Studi Kasus Pada
Kosmetik Wardah di Kota Semarang) SKRIPSI.

Moleong, Lexy. J. (2018). Metodologi penelitian kualitatif .

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022a). What makes go-jek
go in indonesia? The influences of social media marketing activities on purchase

99



intention. Journal of Theoretical and Applied Electronic Commerce Research,
17(1), 89-103. https://doi.org/10.3390/jtaer17010005

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022b). What makes go-jek
go in indonesia? The influences of social media marketing activities on purchase
intention. Journal of Theoretical and Applied Electronic Commerce Research,
17(1), 89-103. https://doi.org/10.3390/jtaer17010005

Muhammad, F. (2014). FACTORS AFFECTING THE REPURACHSE ONLINE
SHOPPING INTENTION OF THAI CUSTOMERS IN BANGKOK: A CASE
STUDY OF eBAY.COM. www.cfah.org/

Mukerjee, K. (2020). Impact of self-service technologies in retail banking on cross-
buying and word-of-mouth. International Journal of Retail and Distribution
Management, 48(5), 485-500. https://doi.org/10.1108/IJRDM-08-2019-0261

Munawar Zen, Herdiana Yudi, Suharya Yaya, & Putri Novita Indah. (2021).
PEMANFAATAN TEKNOLOGI DIGITAL DI MASA PANDEMI COVID-19. 1-
16.

Narayana, K. G. S., & Rahanatha, G. B. (2020). PERAN BRAND IMAGE
MEMEDIASI SOCIAL MEDIA MARKETING TERHADAP KEPUTUSAN
PEMBELIAN. E-Jurnal Manajemen Universitas Udayana, 9(5), 1962.
https://doi.org/10.24843/ejmunud.2020.v09.i05.p16

Natanael, A., & Chan, S. (2021). Journal of Business and Management Studies
(JBMS) Analyzing the Effect of the Product, Price Perception, and Promotion on
Customer Loyalty to the Product of PT. EBARA Indonesia with Repurchase
Intention. https://doi.org/10.32996/jbms

Nurfitriana, R., Surachman, S., & Hussein, A. S. (2020). The Influence of Brand
Image and Brand Love on Customer Loyalty Mediated by Customer
Engagement: Study on Consumers of Wardah Cosmetics. Management and
Economic Journal (MEC-J), 4(2), 105-116. https://doi.org/10.18860/mec-
J-v4i2.6251

Nurhayati, H. (2019). Pengguna transportasi online berbasis motor di Indonesia.
Statista. https://www.statista.com/statistics/1048497/indonesia-ride-sharing-
mobile-app-user-by-age-group/

Oktaviani, A. (2017). BAB 11 KAJIAN PUSTAKA.

Olga Paliszkiewicz, J. (2021). Trust Management: Literature Review.

100



Paramitha, P. A., Saerang, I. S., & Supandi, A. D. B. (2019). Pengaruh Inovasi dan
Brand Image terhadap Repurchase Intention Dengan Kepuasan Pelanggan
sebagai Variabel Intervening.

Pramana, B. (2020). PENGARUH AKTIVITAS PEMASARAN MEDIA SOSIAL
TERHADAP KESADARAN MEREK DAN CITRA MEREK YANG BERDAMPAK
PADA KEPUTUSAN PEMBELIAN PRODUK BATIK KERIS.

Rachmadhaniyati. (2021). Jurusan Manajemen Fakultas Ekonomika dan Bisnis
Universitas Negeri Surabaya. In Jurnal Ilmu Manajemen (Vol. 9).

Revano Hiendrawan, Y., & Bernarto, I. (2021). THE INFLUENCE OF SOCIAL
MEDIA MARKETING AND BRAND TRUST ON REPURCHASE
INTENTION ON ZALORA INDONESIA’S SOCIAL MEDIA. In 20
Indonesian Digital Marketing Journal (Vol. 1, Issue 1).

Rodrigues Maia, C., Lerch Lunardi, G., Bittencourt Dolci, D., & da Silva Afafia, E.
(2020). The effects of brand and online reviews on consumer trust and purchase
intentions in developing countries: the case of the online travel agencies in
Brazil. https://doi.org/10.15728/bbr.2022.19.3.4.en

Ryan Zulfikar Jurusan Manajemen Dakwah, A., Sunan Kalijaga, U., & Jurusan
Manajemen Dakwah, M. (2017). PENGARUH SOCIAL MEDIA MARKETING
TERHADAP BRAND TRUST PADA FOLLOWERS INSTAGRAM DOMPET
DHUAFA CABANG YOGYAKARTA (Vol. 1, Issue 2).
http://wearesocial.com/special-reports/digital-in-2016,

Sari, N. Komang. L., & Santika, I. W. (2017). PENGARUH BRAND IMAGE, BRAND
ASSOCIATION, DAN BRAND AWARENESS TERHADAP REPURCHASE
INTENTION PRODUK SMARTPHONE MEREK ASUS.

Sarstedt, M., Hair, J. F., Pick, M., Liengaard, B. D., Radomir, L., & Ringle, C. M.
(2022). Progress in partial least squares structural equation modeling use in
marketing research in the last decade. Psychology and Marketing, 39(5), 1035—
1064. https://doi.org/10.1002/mar.21640

Schmidt, S., & Schreiber, D. (2019). Inter-organizational Trust: definitions, elements
and operationalization. Desenvolvimento Em Questdo, 17(48), 71-83.
https://doi.org/10.21527/2237-6453.2019.48.71-83

Schrum. (2004). Entertainment.
https://blog2pal9.blogspot.com/2015/10/entertainment.html

101



Sectio Caecaria, D., Hermawan, A., & Siswanto, E. (2022). THE EFFECT OF
INSTITUTIONAL IMAGES AND MOTIVATION ON REPURCHASE
INTENTION (COLLABORATION INTENTION PARTNERSHIP) THROUGH
CUSTOMER SATISFACTION IN UNIVERSITAS BRAWIJAYA.
https://profit.ub.ac.id

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill Building
Approach. www.wileypluslearningspace.com

Sitompul, C. (2020). PENGARUH WORD OF MOUTH, KUALITAS PRODUK, DAN
HARGA TERHADAP KEPUTUSAN PEMBELIAN SMARTPHONE XIAOMI.

Sri Subawa, N., Widhiasthini, N. W., & Wulan Sari Suastika, N. P. M. (2020). The
Effect of Experiential Marketing, Social Media Marketing, and Brand Trust on
Repurchase Intention in Ovo Applications.

Sudarman, E., Madiistriyatno, H., & Sudarman, I. (2021). Investigations of Customer
Loyalty: Strengthening Product Quality, Brand Image and Customer
Satisfaction. MIX: JURNAL ILMIAH MANAJEMEN, 11(1), 78.
https://doi.org/10.22441/mix.2021.v11i1.006

Sugiyono. (2012). Metode Penelitian kuantitatif, kualitatif dan R & D / Sugiyono.
Bandung :: Alfabeta,.

Sugiyono. (2018). Metode Penelitian Kombinasi (Mixed Methods). Bandung: CV
Alfabeta.

Sukardi Kodrat, D. (2021). The Effect of Social Media Marketing on Purchase
Decision with Brand Awareness as Mediation on Haroo Table. International
Journal of Review Management Business and Entrepreneurship, 1(1).
https://doi.org/10.37715/rmbe.v1i1.1946.91548

Sun, Y., & Wang, S. (2020). Understanding consumers’ intentions to purchase green
products in the social media marketing context. Asia Pacific Journal of
Marketing and Logistics, 32(4), 860-878. https://doi.org/10.1108/APJML-03-
2019-0178

Syafa Kusumasari, A., & Pawenang, S. (2020). STUDI KASUS PADA PRODUK
NEVADA DI SURAKARTA. In Repurchase Intention ..........

Syarifah, D., & Halimatussakdiah. (2019). PENGARUH EASE OF USE DAN TRUST
TERHADAP REPURCHASE INTENTION YANG DIMEDIASI OLEH E-
SATISFACTION PADA PENGGUNA APLIKASI BELANJA ONLINE SHOPEE
DI ACEH.

102



Yonathan, G. E., & Bernarto, I. (2022). Pengaruh Content Marketing Instagram,
Social Media Marketing Instagram, Price, Dan Restaurant Atmosphere Terhadap
Repurchase Intention Pada Restaurant Dan Bar. At-Tadbir : Jurnal limiah
Manajemen, 6(2), 106. https://doi.org/10.31602/atd.v6i2.6377

Yundari, N. P. S., & Wardana, I. M. (2019). PENGARUH BRAND IMAGE,
CONSUMER SATISFACTION, ELECTRONIC WORD OF MOUTH
TERHADAP NIAT MENGGUNAKAN KEMBALI. E-Jurnal Manajemen
Universitas Udayana, 8(7), 4647.
https://doi.org/10.24843/ejmunud.2019.v08.i07.p23

Zahara, Z., Rombe, E., Ngatimun, N., & Suharsono, J. (2021). The effect of e-service
quality, consumer trust and social media marketing on intention to use online
transportation services. International Journal of Data and Network Science,
5(3), 471-478. https://doi.org/10.5267/j.ijdns.2021.4.001

Zikmund, Babin, Carr, & Griffin. (2010). Business Research Methods.
http://www.dreambeancontest.com

103



