DAFTAR PUSTAKA

Aggarwal, R., & Ranganathan, P. (2019). Study designs: Part 2 — Descriptive studies.
Perspectives in Clinical Research, 1, 34. https://doi.org/10.4103/picr.picr 154 18

Agus Harjoto, M., & Salas, J. (2017). Strategic and institutional sustainability:
corporate social responsibility, brand value, and Interbrand listing. Journal of
Product &amp; Brand Management, 6, 545-558.
https://doi.org/10.1108/jpbm-07-2016-1277

Ahdika, A. (2017). Improvement of Quality, Interest, Critical, and Analytical
Thinking Ability of Students through the Application of Research Based
Learning (RBL) in Introduction to Stochastic Processes Subject. International
Electronic Journal of Mathematics Education, 2 167-191.
https://doi.org/10.29333/iejme/608

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 2 179-211.
https://doi.org/10.1016/0749-5978(91)90020-t

Al Fajri, F. ., Parlyna, R. ., & Fidhyallah, N. F. . (2021). Keputusan Pembelian Produk
Sepatu Lokal: Peran dari Harga dan Kualitas Produk. Jurnal Bisnis, Manajemen,
Dan Keuangan - JBMK, 2(1), 17-30. Retrieved from
http://pub.unj.ac.id/index.php/jbmk/article/view/171

Amalia, Z. N., Ulya, R. W., Hastuti, D. R., & Mardianto, M. F. F. (2021). Structural
Equation Modeling in Motivation Analysis for Millennial Participation Related
to General Elections in Indonesia. ESTIMASI: Journal of Statistics and Its
Application, 29-37. https://doi.org/10.20956/ejsa.v211.12479

Amrhein, V., Greenland, S., & McShane, B. (2019). Scientists rise up against
statistical significance. Nature, 7748, 305-307.
https://doi.org/10.1038/d41586-019-00857-9

Andrade, C. (2020). Sample Size and its Importance in Research. Indian Journal of
Psychological Medicine, 1, 102-103.
https://doi.org/10.4103/ijpsym.ijpsym_504 19

Andrade, C. (2021). A Student’s Guide to the Classification and Operationalization of
Variables in the Conceptualization and Design of a Clinical Study: Part 1. Indian
Journal of Psychological Medicine, 2, 177-179.
https://doi.org/10.1177/0253717621994334

Anici¢, D., & Nestorovi¢, O. (2020). Globalization’s influence on the competitiveness
of national economy. Journal of Process Management. New Technologies, 1,
12—17. https://doi.org/10.5937/jouproman8-24404

122



Apuke, O. D. (2017). Quantitative Research Methods : A Synopsis Approach. Kuwait
Chapter of Arabian Journal of Business and Management Review, 11, 40-47.
https://doi.org/10.12816/0040336

Ariely, G. (2019). The nexus between globalization and ethnic identity: A view from
below. Ethnicities, 19(5), 763—783. https://doi.org/10.1177/1468796819834951

Asshidin, N. H. N., Abidin, N., & Borhan, H. B. (2016). Perceived Quality and
Emotional Value that Influence Consumer’s Purchase Intention towards
American and Local Products. Procedia Economics and Finance, 639-643.
https://doi.org/10.1016/s2212-5671(16)00078-2

Ayu, A. K. D., & Artanti, Y. (2020). Pengaruh Online Customer Review, City Image,
dan Purchase Intention Terhadap Purchase Intention. Jurnal Manajemen Dan
Keuangan, 1, 88—100. https://doi.org/10.33059/jmk.v911.2442

Bashir, S., Khwaja, M. G., Turi, J. A., & Toheed, H. (2019). Extension of planned
behavioral theory to consumer behaviors in green hotel. Heliyon, 12, €02974.
https://doi.org/10.1016/j.heliyon.2019.02974

Bee, D. T., & Murdoch-Eaton, D. (2016). Questionnaire design: the good, the bad and
the pitfalls. Archives of Disease in Childhood - Education &amp; Practice
Edition, 4, 210-212. https://doi.org/10.1136/archdischild-2015-309450

Behr, D. (2016). Assessing the use of back translation: the shortcomings of back
translation as a quality testing method. International Journal of Social Research
Methodology, 6, 573—584. https://doi.org/10.1080/13645579.2016.1252188

Ben Youssef, K., Leicht, T., Pellicelli, M., & Kitchen, P. J. (2017). The importance of
corporate social responsibility (CSR) for branding and business success in small
and medium-sized enterprises (SME) in a business-to-distributor (B2D) context.
Journal of Strategic Marketing, 8, 723-739.
https://doi.org/10.1080/0965254x.2017.1384038

Bhardwaj, P. (2019). Types of sampling in research. Journal of the Practice of
Cardiovascular Sciences, 3, 157. https://doi.org/10.4103/jpcs.jpcs_62 19

Bhukya, R., & Singh, S. (2015). The effect of perceived risk dimensions on purchase
intention. American Journal of Business, 4, 218-230.
https://doi.org/10.1108/ajb-10-2014-0055

Bianchi, E., Bruno, J. M., & Sarabia-Sanchez, F. J. (2019). The impact of perceived
CSR on corporate reputation and purchase intention. European Journal of
Management and Business Economics, 3, 206-221.
https://doi.org/10.1108/ejmbe-12-2017-0068

Boateng, Dr. E., Amoako, Dr. S., Amoako, K., Acheampong, K., & Abraham, A.
(2022). The Role Impact of Corporate Social Responsibility (CSR) In Building

123



Small and Medium Enterprises (SMEs) Brand Image in Ghana. International
Journal of Current Science Research and Review, 05.
https://doi.org/10.47191/ijcsrr/v5-i5-17

Borgstede, M., & Scholz, M. (2021). Quantitative and Qualitative Approaches to
Generalization and Replication—A Representationalist View. Frontiers in
Psychology. https://doi.org/10.3389/fpsyg.2021.605191

Cambier, F., & Poncin, I. (2020). Inferring brand integrity from marketing
communications: The effects of brand transparency signals in a consumer
empowerment  context. Journal of Business Research, 260-270.
https://doi.org/10.1016/j.jbusres.2019.11.060

Carlini, J., Grace, D., France, C., & Lo lacono, J. (2019). The corporate social
responsibility (CSR) employer brand process: integrative review and
comprehensive model. Journal of Marketing Management, 1-2, 182-205.
https://doi.org/10.1080/0267257x.2019.1569549

Castro-Gonzalez, S., Bande, B., & Fernandez-Ferrin, P. (2021). Influence of
companies’ credibility and trust in corporate social responsibility aspects of
consumer food products: The moderating intervention of consumer integrity.
Sustainable Production and Consumption, 129-141.
https://doi.org/10.1016/j.spc.2021.03.032

Che Wei, C. A., Shah Alam, S., Khalid, N. R., & Mokhtaruddin, S. A. (2018). Effect
of Ethnocentrism and Patriotism on the Buying Intention of Malaysian National
Car. Jurnal Pengurusan, 169-179.
https://doi.org/10.17576/pengurusan-2018-52-14

Cheah, S., Ho, Y.-P,, & Li, S. (2018). Business Model Innovation for Sustainable
Performance in Retail and Hospitality Industries. Sustainability, 11, 3952.
https://doi.org/10.3390/sul0113952

Chen, C.-C., Khan, A., Hongsuchon, T., Ruangkanjanases, A., Chen, Y.-T., Sivarak,
0., & Chen, S.-C. (2021). The Role of Corporate Social Responsibility and
Corporate Image in Times of Crisis: The Mediating Role of Customer Trust.
International Journal of Environmental Research and Public Health, 16, 8275.
https://doi.org/10.3390/ijerph 18168275

Cheung, M. L., Pires, G. D., Rosenberger, P. J., & De Oliveira, M. J. (2020). Driving
consumer—brand engagement and co-creation by brand interactivity. Marketing
Intelligence &amp; Planning, 4, 523-541.
https://doi.org/10.1108/mip-12-2018-0587

Chicco, D., Warrens, M. J., & Jurman, G. (2021). The coefficient of determination
R-squared is more informative than SMAPE, MAE, MAPE, MSE and RMSE in

124



regression  analysis  evaluation. PeerJ] = Computer Science, €623.
https://doi.org/10.7717/peerj-cs.623

Chyung, S. Y. Y., Roberts, K., Swanson, 1., & Hankinson, A. (2017). Evidence-Based
Survey Design: The Use of a Midpoint on the Likert Scale. Performance
Improvement, 10, 15-23. https://doi.org/10.1002/pfi.21727

Coffin-Schmitt, J. L., Moore, E. V., McKune, S. L., Mo, R., Nkamwesiga, J.,
Isingoma, E., Nantima, N., Adiba, R., Mwiine, F. N., Nsamba, P., Hendrickx, S.,
& Mariner, J. C. (2021). Measurement and sampling error in mixed-methods
research for the control of Peste des Petits Ruminants in the Karamoja subregion
of Northeastern Uganda: A cautionary tale. Preventive Veterinary Medicine,
105464. https://doi.org/10.1016/j.prevetmed.2021.105464

Crane, A., Henriques, I., Husted, B. W., & Matten, D. (2016). What Constitutes a
Theoretical Contribution in the Business and Society Field? Business &amp;
Society, 6, 783—791. https://doi.org/10.1177/0007650316651343

Dalati, S. (2018). Measurement and Measurement Scales. In Progress in IS (pp.
79-96). Springer International Publishing.
http://dx.doi.org/10.1007/978-3-319-74173-4 5

Dong, Y., & Qin, S. J. (2018). Dynamic-Inner Canonical Correlation and Causality
Analysis for High Dimensional Time Series Data. IFAC-PapersOnLine, 18,
476-481. https://doi.org/10.1016/j.ifacol.2018.09.379

Erlinda, F., & Safitri, R. (2020). THE RELATIONSHIP BETWEEN EMPLOYER
BRANDING, CORPORATE REPUTATION, AND RECRUITMENT WEB ON
INTENTION TO APPLY. Jurnal Ekonomi Syariah Teori Dan Terapan, 8, 1572.
https://doi.org/10.20473/vol7iss20208pp1572-1583

Fakir, J. (2019). The perception toward local product comparing with foreign product.
Science Park Journals . https://doi.org/DOI: 10.14412/SR12019.33

Filstad, C., Traavik, L. E. M., & Gorli, M. (2019). Belonging at work: the
experiences, representations and meanings of belonging. Journal of Workplace
Learning, 2, 116—142. https://doi.org/10.1108/jwl-06-2018-0081

Franklin, M. 1. (2013). Understanding Research: Coping with the Quantitative -
Qualitative Divide. Routledge.

Glavas, A. (2016). Corporate Social Responsibility and Employee Engagement:
Enabling Employees to Employ More of Their Whole Selves at Work. Frontiers
in Psychology. https://doi.org/10.3389/fpsyg.2016.00796

Gunawan, G. N., & Sukaatmadja, I. P. G. (2018). PERAN BRAND IMAGE DALAM
MEMEDIASI PENGARUH COUNTRY OF ORIGIN TERHADAP NIAT BELL.

125



E-Jurnal Manajemen Unud, Vol. 7, No. 12, 2018: 6445 - 6472. https://doi.org/:
https://doi.org/10.24843/EJIMUNUD.2018.v7.112.p3

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

Hair, Joe F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model
quality in PLS-SEM using confirmatory composite analysis. Journal of Business
Research, 101-110. https://doi.org/10.1016/j.jbusres.2019.11.069

Hair, Joseph F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM) Using
R. Springer Nature.

Hair, Joseph F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2018). When to use and
how to report the results of PLS-SEM. European Business Review, 1, 2-24.
https://doi.org/10.1108/ebr-11-2018-0203

Hanjani, G. A., & Widodo, A. (2019). Consumer Purchase Intention. Journal of
Secretary and Business Administration, 1, 39.
https://doi.org/10.31104/jsab.v311.90

Hanslim, F., Jaya, H. P., & Prasetyawati, Y. R. (2020). The Influence of Perceived
Quality on Product Purchase Intention Through Event. Communicare : Journal of
Communication Studies, 2, 121. https://doi.org/10.37535/101007220202

Hardani, Ustiawaty, J., Adriani, H., Auliya, N. H., Fardani, R. A., Utami, E. F,,
Sukmana, D. J., & Istigomah, R. R. (2020). Buku Metode Penelitian Kualitatif &
Kuantitatif. CV. Pustaka Ilmu Group.

Hasan, Z. (2020). Economic Globalization: Impacts On Indonesian Import-Export
Statistics. Al-Amwal : Jurnal Ekonomi Dan Perbankan Syari’ah, 2, 139.
https://doi.org/10.24235/amwal.v12i2.7085

Hazra, A., & Gogtay, N. (2017). Biostatistics series module 10: Brief overview of
multivariate  methods. Indian  Journal of Dermatology, 4, 358.
https://doi.org/10.4103/ijd.ijd 296 17

Hernawati, S. (2017). Metodologi Penelitian dalam Bidang Kesehatan Kuantitatif &
Kualitatif. Forum Ilmiah Kesehatan (FORIKES).

Ho, T. H. T., & Ha, H. H. M. (2020). The impact of CSR on brand image: a survey
amongst Gen Z Consumers’ perception toward a supermarket chain in Viet Nam.
Trendy v Podnikani, 1, 31-44. https://doi.org/10.24132/jbt.202.10.1.31 44

Hossan, Dalowar & Aktar, Ayesha & Zhang, Qing. (2020). A STUDY ON PARTIAL
LEAST SQUARES STRUCTURAL EQUATION MODELING (PLS-SEM) AS
EMERGING TOOL IN ACTION RESEARCH. 2708-7123.

126



[Soraité, M. (2018). Brand Image Theoretical Aspects. Integrated Journal of Business
and Economics, 1, 116. https://doi.org/10.33019/ijbe.v2i1.64

Javed, M. K., Degong, M., & Qadeer, T. (2019). Relation between Chinese
consumers’ ethical perceptions and purchase intentions. Asia Pacific Journal of
Marketing and Logistics, 3, 670-690.
https://doi.org/10.1108/apjml-10-2017-0254

Kabayeva, Z., Imanmoldayeva, B., Zhanbayenva, Z., & Madaliev, Z. (2020). Patriotic
Philosophy Values as a Driving Factor of Development of Kazakhstan. Zenodo.
https://doi.org/10.5281/ZENODO.4155330

Khadka, J. (2019). Sampling Error in Survey Research . International Journal of
Science and Research (IJSR).

Khatri, K. K. (2020). Research Paradigm: A Philosophy of Educational Research.
International Journal of English Literature and Social Sciences, 5, 1435-1440.
https://doi.org/10.22161/ijels.55.15

Kim, Hyunho, Ku, B., Kim, J. Y., Park, Y.-J., & Park, Y.-B. (2016). Confirmatory and
Exploratory Factor Analysis for Validating the Phlegm Pattern Questionnaire for
Healthy Subjects. Evidence-Based Complementary and Alternative Medicine,
1-8. https://doi.org/10.1155/2016/2696019

Kim, R., & 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.-B., & Kim, D.-Y. (2016). The influence of corporate social responsibility,
ability, reputation, and transparency on hotel customer loyalty in the U.S.: a
gender-based approach. SpringerPlus, 1.
https://doi.org/10.1186/s40064-016-3220-3

Kissel, P., & Biittgen, M. (2015). Using social media to communicate employer brand
identity: The impact on corporate image and employer attractiveness. Journal of
Brand Management, 9, 755—777. https://doi.org/10.1057/bm.2015.42

Kivunja, C., & Kuyini, A. B. (2017). Understanding and Applying Research
Paradigms in Educational Contexts. International Journal of Higher Education, 5,
26. https://doi.org/10.5430/ijhe.v6n5p26

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling, Fourth
Edition (4th Edition). Guilford Publications.

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2021). Perceived social media
marketing activities and consumer-based brand equity. Asia Pacific Journal of
Marketing and Logistics, 1, 53—72. https://doi.org/10.1108/apjml-07-2019-0453

127



Kochar, R., & Kaur, H. (2018). A Review of Factors Affecting Consumer Behavior
towards Online Shopping. International Journal of Engineering and Management
Research, 4. https://doi.org/10.31033/ijjemr.8.4.6

Kock, F., Berbekova, A., & Assaf, A. G. (2021). Understanding and managing the
threat of common method bias: Detection, prevention and control. Tourism
Management, 104330. https://doi.org/10.1016/j.tourman.2021.104330

Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase
Intention in Affecting Purchase Decision: A Study of E-commerce Customer in
Greater Jakarta. BISNIS &amp; BIROKRASI: Jurnal Ilmu Administrasi Dan
Organisasi, 1. https://doi.org/10.20476/jbb.v2811.1290

Krisch, U., & Grabner-Krauter, S. (2016). Insights into the Impact of CSR
Communication Source on Trust and Purchase Intention. In CSR, Sustainability,
Ethics &amp; Governance (pp. 449-469). Springer International Publishing.
http://dx.doi.org/10.1007/978-3-319-44700-1_25

Kiihschelm, O. (2020). Buy national campaigns: Patriotic shopping and the capitalist
nation state. Journal of Modern European History, 1, 79-95.
https://doi.org/10.1177/1611894419894503

Kumar, S. (2018). Understanding Different Issues of Unit of Analysis in a Business
Research. Journal of General ManaGeMent Research.

Lee, J. E., Goh, M. L., & Mohd Noor, M. N. B. (2019). Understanding purchase
intention of university students towards skin care products. PSU Research
Review, 3, 161-178. https://doi.org/10.1108/prr-11-2018-003 1

Li, Y., Teng, W., Liao, T.-T., & Lin, T. M. Y. (2020). Exploration of patriotic brand
image: its antecedents and impacts on purchase intentions. Asia Pacific Journal
of Marketing and Logistics, 6, 1455-1481.
https://doi.org/10.1108/apjml-11-2019-0660

Lin, L., & Lu, C. (2010). The influence of corporate image, relationship marketing,
and trust on purchase intention: the moderating effects of word-of-mouth.
Tourism Review, 3, 16-34. https://doi.org/10.1108/16605371011083503

Liu, C., Bao, Z., & Zheng, C. (2019). Exploring consumers’ purchase intention in
social commerce. Asia Pacific Journal of Marketing and Logistics, 2, 378-397.
https://doi.org/10.1108/apjml-05-2018-0170

Liu, M. T.,, Liu, Y., Mo, Z., Zhao, Z., & Zhu, Z. (2019). How CSR influences
customer behavioural loyalty in the Chinese hotel industry. Asia Pacific Journal
of Marketing and Logistics, 1, 1-22. https://doi.org/10.1108/apjml-04-2018-0160

Lu, M. H., Abu Hassan Sha’ari, M. A., Annamalai, D., Norazmi, M. S. A. B., Hizani,
N. A. B, & Tan, K. K. (2021). FACTORS INFLUENCE CUSTOMERS

128



PURCHASE INTENTION TOWARDS HYPERMARKETS AT KOTA
BHARU, KELANTAN. Jurnal Manajemen Dan Kewirausahaan, 2, 159-166.
https://doi.org/10.9744/jmk.23.2.159-166

Malhotra, N. K., & Dash, S. (2016). Marketing Research An Applied Orientation (7th
Ediiton). Pearson Education India.

Marakanon, L., & Panjakajornsak, V. (2017). Perceived quality, perceived risk and
customer trust affecting customer loyalty of environmentally friendly electronics
products. Kasetsart  Journal of  Social Sciences, 1, 24-30.
https://doi.org/10.1016/j.kjss.2016.08.012

Marito, P. S., Mulyana, D., Rinandiyana, L. R., & Taufig, A. R. (2019). Building the
Brand Identity through Brand Differentiation Based Value of Culture and
Locally-global Product Principles (Case on the City of Art). International Journal
of Business and Administrative Studies, 2.
https://doi.org/10.20469/ijbas.5.10002-2

Martinez-Mesa, J., Gonzalez-Chica, D. A., Duquia, R. P., Bonamigo, R. R., & Bastos,
J. L. (2016). Sampling: how to select participants in my research study? Anais
Brasileiros de Dermatologia, 3, 326-330.
https://doi.org/10.1590/abd1806-4841.20165254

Mbaga, M. D., Al Abri, L. S. K., Bose, S., & Boughanmi, H. (2018). Omani
Consumer’s Ethnocentrism and Demand for Locally Produced Products.
American Journal of Industrial and Business Management, 06, 1440-1459.
https://doi.org/10.4236/ajibm.2018.86097

Memon, M. A., Ting, H., Cheah, J.-H., Thurasamy, R., Chuah, F., & Cham, T. H.
(2020). Sample Size for Survey Research: Review and Recommendations.
Journal of  Applied Structural Equation Modeling, 2, i—xx.
https://doi.org/10.47263/jasem.4(2)01

Miscevic, N. (2019). Patriotism. Philosophy.
https://doi.org/10.1093/0bo/9780195396577-0398

Mishra, S., Singh, S. N., Fang, X., & Yin, B. (2017). Impact of diversity, quality and
number of brand alliance partners on the perceived quality of a new brand.
Journal of Product &amp; Brand Management, 2, 159-176.
https://doi.org/10.1108/jpbm-05-2015-0873

Mix, T. & Majalah. (2022). [INFOGRAFIK] Semerbak Harumnya Bisnis Kopi
Indonesia | LandX. LandX - Platform Investasi Equity Crowdfunding Berizin
OJK. https://landx.id/blog/infografik-semerbak-harumnya-bisnis-kopi-indonesia/

129


https://doi.org/10.1108/jpbm-05-2015-0873

Morhart, F., Malér, L., Guévremont, A., Girardin, F., & Grohmann, B. (2015). Brand
authenticity: An integrative framework and measurement scale. Journal of
Consumer Psychology, 2, 200-218. https://doi.org/10.1016/].jcps.2014.11.006

Mosley, R. (2016). Universum: Measuring Employer Brand Performance. In
Employer Brand Management (pp. 235-246). Springer Fachmedien Wiesbaden.
http://dx.doi.org/10.1007/978-3-658-06938-4 11

Nanjaya, C. M., & Wijaya, A. (2021). Pengaruh Perceived Quality Dan Perceived
Value Terhadap Purchase Intention Dimediasi Perceived Risk. Jurnal Manajerial
Dan Kewirausahaan, 3, 612. https://doi.org/10.24912/jmk.v313.13133

Newman, C., Rand, J., Tarp, F., & Trifkovic, N. (2020). Corporate Social
Responsibility in a Competitive Business Environment. The Journal of
Development Studies, 8, 1455-1472.
https://doi.org/10.1080/00220388.2019.1694144

Nincic, M., & Ramos, J. M. (2012). The Sources of Patriotism: Survey and
Experimental  Evidence.  Foreign  Policy  Analysis, 4, 373-388.
https://doi.org/10.1111/j.1743-8594.2011.00175.x

Ozcan, F., & Elgi, M. (2020). Employees’ Perception of CSR Affecting Employer
Brand, Brand Image, and Corporate Reputation. SAGE Open, 4,
215824402097237. https://doi.org/10.1177/2158244020972372

Ozsomer, A. (2012). The Interplay between Global and Local Brands: A Closer Look
at Perceived Brand Globalness and Local Iconness. Journal of International
Marketing, 2, 72-95. https://doi.org/10.1509/jim.11.0105

Pearl, J. (2021). The Causal Foundations of Structural Equation Modeling. Chapter
for R. H. Hoyle (Ed.), Handbook of Structural Equation Modeling.
https://doi.org/https://ftp.cs.ucla.edu/pub/stat ser/r370.pdf

Pennycook, G., Ross, R. M., Koehler, D. J., & Fugelsang, J. A. (2017).
Dunning—Kruger effects in reasoning: Theoretical implications of the failure to
recognize incompetence. Psychonomic Bulletin &amp; Review, 6, 1774-1784.
https://doi.org/10.3758/s13423-017-1242-7

Peyrard, M. (2019). A Simple Theoretical Model of Importance for Summarization.
Proceedings of the 57th Annual Meeting of the Association for Computational
Linguistics. https://doi.org/10.18653/v1/p19-1101

Pham, L. (2018). A Review of key paradigms: positivism, interpretivism and critical
inquiry. Unpublished. https://doi.org/10.13140/RG.2.2.13995.54569

Prasad, P. (2020). The Importance of Corporate Social Responsibility and Business
Ethics. International Journal of Trend in Scientific Research and Development
(IJTSRD).

130



Princes, E., Manurung, A. H., So, I. G., & Abdinagoro, S. B. (2020). THE NEXT
LEVEL OF PURCHASE INTENTION. JOURNAL OF CRITICAL REVIEWS.

Puncheva-Michelotti, P., McColl, R., Vocino, A., & Michelotti, M. (2014). Corporate
patriotism as a source of corporate reputation: a comparative multi-stakeholder
approach. Journal of Strategic Marketing, o, 471-493.
https://doi.org/10.1080/0965254x.2014.885989

Purba, F. D. S., Sulistyarini, E., & Sadalia, 1. (2018). The Influence of Product
Quality on Purchase Intention Through Electronic Words of Mouth in PT.
Telkomsel Medan. KnE Social Sciences, 10.
https://doi.org/10.18502/kss.v3110.3421

Purusottama, A., & Ardianto, A. (2019). THE DIMENSION OF EMPLOYER
BRANDING: ATTRACTING TALENTED EMPLOYEES TO LEVERAGE
ORGANIZATIONAL COMPETITIVENESS. JURNAL APLIKASI
MANAJEMEN, 1, 118-126. https://doi.org/10.21776/ub.jam.2019.017.01.13

Rahmawan, G., & Suwitho, S. (2020). THE INFLUENCE OF BRAND IMAGE,
BRAND AWARENESS, PERCEIVED QUALITY ON SCHOOL SHOES
PURCHASE INTENTION. 2020: 1st International Conference on Business and
Social Sciences.

Rakhmad, A. A. N., Kurniawan, D. T., II, O. F., & Kusnayain, Y. I. (2021). How
Employer Branding Attract the Generation Z Students to Join on Start-up
Unicorn. JBMP (Jurnal Bisnis, Manajemen Dan Perbankan), 2, 33-47.
https://doi.org/10.21070/jbmp.v7i2.1531

Resnik, D. B. (2020). What Is Ethics in Research & Why Is It Important? - by David
B. Resnik, J.D., Ph.D. National Institute of Environmental Health Sciences.
https://www.niehs.nih.gov/research/resources/bioethics/whatis/index.cfm

Ronkko, M., & Cho, E. (2020). An Updated Guideline for Assessing Discriminant
Validity. Organizational Research Methods, 1, 6-14.
https://doi.org/10.1177/1094428120968614

Sammut-Bonnici, T. (2015). Strategic Management. Wiley Encyclopedia of
Management, 1-4. https://doi.org/10.1002/9781118785317.weom060194

Saputra, F. S., Pamungkas, A. Y. M., Faisal, S. D., T, M. R. N., & Rakhmawati, N. A.
(2019). Pentingnya Memahami Etika dalam Mengambil dan Mengolah Data.
Jurnal Komunikasi Profesional, 1. https://doi.org/10.25139/jkp.v3i1.1187

Saunders, M., Lewis, P., Thornhill, A., & Bristow, A. (2019). Research Methods for
Business Students (8th Edition). Prentice Hall.

Saxunova, D., Hector, H., Kajanova, J., & Slivka, P. (2022). Integrity of the Corporate
Social Responsibility and Management of Financial Services in the Digital Era.

131



In Corporate Social Responsibility. IntechOpen.
http://dx.doi.org/10.5772/intechopen.101057

Schnurr, B., Brunner-Sperdin, A., & Stokburger-Sauer, N. E. (2016). The effect of
context attractiveness on product attractiveness and product quality: the
moderating role of product familiarity. Marketing Letters, 2, 241-253.
https://doi.org/10.1007/s11002-016-9404-3

Schoonenboom, J., & Johnson, R. B. (2017). How to Construct a Mixed Methods
Research  Design. KZfSS Kolner Zeitschrift Fiir Soziologie Und
Sozialpsychologie, S2, 107—131. https://doi.org/10.1007/s11577-017-0454-1

Segal, D., & Coolidge, F. (2018). Reliability. The SAGE Encyclopedia of Lifespan
Human Development. https://doi.org/10.4135/9781506307633.n683

Sekaran, U., & Bougie, R. (2019). Research Methods For Business. John Wiley &
Sons.

Shen, J., & Benson, J. (2016). When CSR Is a Social Norm. Journal of Management,
6, 1723-1746. https://doi.org/10.1177/0149206314522300

Shu, W., Chen, Y., Lin, B., & Chen, Y. (2018). Does corporate integrity improve the
quality of internal control? China Journal of Accounting Research, 4, 407—427.
https://doi.org/10.1016/j.cjar.2018.09.002

Shukla, S. (2020). Research Methodology and Statistics. Rishit Publications.

Skallerud, K., & Wien, A. H. (2019). Preference for local food as a matter of helping
behaviour: Insights from Norway. Journal of Rural Studies, 79-88.
https://doi.org/10.1016/j.jrurstud.2019.02.020

Snyder, H. (2019). Literature review as a research methodology: An overview and
guidelines. Journal of Business Research, 333-339.
https://doi.org/10.1016/;.jbusres.2019.07.039

Sofyan, M. (2017). Pengaruh CSR perusahaan terhadap citra merek dan loyalitas
merek. Jurnal Siasat Bisnis, 1, 1-18. https://doi.org/10.20885/jsb.vol21.iss1.art1

Sovani, J. T., Fauzi Dh, A., & Arifin, Z. (2016). PENGARUH PENERAPAN
CORPORATE SOCIAL RESPONSIBILITY (CSR) TERHADAP CITRA
MEREK, KEPERCAYAAN MEREK DAN LOYALITAS MEREK (Survei pada
Masyarakat Sekitar PT. Tirta Investama, Desa Keboncandi, Kecamatan Gondang
Wetan, Kabupaten Pasuruan). Profit, 01, 24-33.
https://doi.org/10.21776/ub.profit.2016.010.01.3

Spielmann, N., Maguire, J. S., & Charters, S. (2020). Product patriotism: How
consumption practices make and maintain national identity. Journal of Business
Research, 389-399. https://doi.org/10.1016/j.jbusres.2018.05.024

132



Sri Hasanah, R. (2020). Mapping Indonesia’s Competitiveness and Specialization
with Its Major Trading partners. Bappenas Working Papers, 1, 101-108.
https://doi.org/10.47266/bwp.v3il.59

Srivastava, G. (2019). Impact of CSR on Company’s Reputation and Brand Image.
Global Journal of Enterprise Information System. https://doi.org/DOI:
10.18311/gjeis/2019

Stanley, L. M., & Edwards, M. C. (2016). Reliability and Model Fit. Educational and
Psychological Measurement, 6, 976-985.
https://doi.org/10.1177/0013164416638900

Statista. (2022). Indonesia: coffee shop outlets by brand 2020 | Statista. Statista.
https://www.statista.com/statistics/1034500/indonesia-coffee-shop-outlets-numbe
r-by-brand/

Stylidis, K., Wickman, C., & Soderberg, R. (2019). Perceived quality of products: a
framework and attributes ranking method. Journal of Engineering Design, 1,
37-67. https://doi.org/10.1080/09544828.2019.1669769

Suhud, U., Allan, M., Rahayu, S., & Prihandono, D. (2022). When Brand Image,
Perceived Price, and Perceived Quality Interplay in Predicting Purchase
Intention: Developing a Rhombus Model. Academic Journal of Interdisciplinary
Studies, 1, 232. https://doi.org/10.36941/ajis-2022-0021

Sullivan, G. M., & Artino, A. R. (2013). Analyzing and Interpreting Data From
Likert-Type Scales. Journal of Graduate Medical Education, 4, 541-542.
https://doi.org/10.4300/jgme-5-4-18

Sun, W., Robinson, S., & Polowczyk, P. L. (2018). Integrity and Its counterfeits:
implications for economy, business and management. Palgrave Communications,
1. https://doi.org/10.1057/s41599-018-0072-1

Susanti, V., Sumarwan, U., Simanjuntak, M., & Yusuf, E. Z. (2020). The Rational
Factors of Perceived Quality and Perceived Value as the Drivers of Customer
Satisfaction and Brand Loyalty. Bisnis &amp; Birokrasi Journal, 3.
https://doi.org/10.20476/jbb.v26i3.11121

Taber, K. S. (2017). The Use of Cronbach’s Alpha When Developing and Reporting
Research Instruments in Science Education. Research in Science Education, 6,
1273-1296. https://doi.org/10.1007/s11165-016-9602-2

Taherdoost, H. (2019). What Is the Best Response Scale for Survey and
Questionnaire Design; Review of Different Lengths of Rating Scale / Attitude
Scale / Likert Scale. International Journal of Academic Research in Management
(IJARM).

133


https://doi.org/10.1177/0013164416638900

Takaya, R. (2019). Antecedents Analysis of Purchase Intention. Business and
Entrepreneurial Review, 1, 1-16. https://doi.org/10.25105/ber.v1611.4906

Teng, W. (2019). Importance of corporate image for domestic brands moderated by
consumer ethnocentrism. Journal of Product &amp; Brand Management, 3,
257-272. https://doi.org/10.1108/jpbm-09-2018-2020

Thacker, L. R. (2019). What Is the Big Deal About Populations in Research? Progress
in Transplantation, 1, 3-3. https://doi.org/10.1177/1526924819893795

Uzdavinyte, E., Aubel, M., & Gineikiene¢, J. (2019). It is Domestic, it Must Be
Healthy: How Health Consciousness and Consumer Ethnocentrism Shape
Healthiness Perception and Purchase Intentions of Domestic Food. Organizations
and Markets in Emerging Economies, 2, 196-211.
https://doi.org/10.15388/omee.2019.10.10

Vonglao, P. (2017). Application of fuzzy logic to improve the Likert scale to measure
latent variables. Kasetsart Journal of Social Sciences, 3, 337-344.
https://doi.org/10.1016/j.kjss.2017.01.002

Wan Afandi, W. N. H., Jamal, J., & Mat Saad, M. Z. (2021). THE ROLE OF CSR
COMMUNICATION IN STRENGTHENING CORPORATE REPUTATION.
International Journal of Modern Trends in Social Sciences, 17, 43-53.
https://doi.org/10.3563 1/ijmtss.417005

Wijayanti, I. (2021). Mencintai Produk Dalam Negri Sebagai Bentuk Nasionalisme
Terhadap Indonesia. https://doi.org/10.31235/0sf.i0/pq7b3

Wong, D. (2017). PENGARUH ABILITY, BENEVOLENCE DAN INTEGRITY
TERHADAP TRUST, SERTA IMPLIKASINYA TERHADAP PARTISIPASI
PELANGGAN E-COMMERCE: STUDI KASUS PADA PELANGGAN
E-COMMERCE DI UBM. Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas
Ekonomi UNIAT, 2, 155-168. https://doi.org/10.36226/jrmb.v2i2.46

Wy, C. S., & Chen, T.-T. (2019). Building Brand’s Value: Research on Brand Image,
Personality and Identification. International Journal of Management, Economics
and Social Sciences, 4. https://doi.org/10.32327/ijmess/8.4.2019.19

Wu, S.-1., & Wang, W.-H. (2014). Impact of CSR Perception on Brand Image, Brand
Attitude and Buying Willingness: A Study of a Global Café. International
Journal of Marketing Studies, 6. https://doi.org/10.5539/ijms.v6n6p43

Yahaya, R., Zainol, Z., Abidin, J. H. O. @ Z., & Ismail, R. (2019). The Effect of
Financial Knowledge and Financial Attitudes on Financial Behavior among
University Students. International Journal of Academic Research in Business and
Social Sciences, 8. https://doi.org/10.6007/ijarbss/v9-18/6205

134



Yulianto, D., Utami, E., & Nasiri, A. (2021). Evaluasi Tingkat Kesuksesan Sistem
Informasi Penerimaan Mahasiswa Baru Menggunakan Metode Hot Fit.
RESEARCH : Journal of Computer, Information System &amp; Technology
Management, 1, 11. https://doi.org/10.25273/research.v4i1.7019

Zhu, L., Li, H., Wang, F.-K., He, W., & Tian, Z. (2020). How online reviews affect
purchase intention: a new model based on the stimulus-organism-response
(S-O-R) framework. Aslib Journal of Information Management, 4, 463—488.
https://doi.org/10.1108/ajim-11-2019-0308

135



