DAFTAR PUSTAKA
Aaker, D. A. (2005). Building strong brands . Free Press.

Aaronson, S. A., & Aaronson, S. A. (2002). Corporate Responsibility How The
Europeans Got a Head Start on Policies to Promote Global Corporate
Responsibility. In Corporate Environmental Strategy (Vol. 9, Issue 4).

WWW.corporate-env-strategy.com

Abdullah Kamal, S§. S. L. B. (2019). RESEARCH PARADIGM AND THE
PHILOSOPHICAL FOUNDATIONS OF A QUALITATIVE STUDY.
PEOPLE: International Journal of Social Sciences, 4(3), 1386-1394.
https://doi.org/10.20319/pijss.2019.43.13861394

Acar, M., Leenaerts, D., & Nauta, B. (2004). M02D-2 A Wide-Band CMOS Injection-
Locked Frequency Divider.

Akhtar, M. I. (2016). Research Design.

Alexander, N. (2009). Brand authentication: creating and maintaining brand auras.

Brand Authentication: Creating and Maintaining Brand Auras, 43, 551-562.
Aliaga, M., & Gunderson, B. (2002). Interactive Statistics. Sage Publisher .

Arndt, J. (2010). Word of Mouth Advertising: A Review-of the Literature . Advertising
Research Foundation:

Assael, H. (2003). Marketing: Principles & Strategy (Vol. 2). Dryden Press.

Bataineh, A. Q. (2015). The Impact of Perceived e-WOM on Purchase Intention: The
Mediating Role of Corporate Image. International Journal of Marketing
Studies, 7(1). https://doi.org/10.5539/ijms.v7n1p126

Bowen, H. R. (2013). Social Responsibilities of the Businessman. University of Lowa

Press.

Bradach, J. L., & Eccles, R. G. (2003). PRICE, AUTHORITY, AND TRUST: From

Ideal Types to Plural Forms. www.annualreviews.org

100


http://www.corporate-env-strategy.com/
http://www.annualreviews.org/

Brown, S., Kozinets, R. V, & Sherry, J. F. (2003). Teaching old brands new tricks:
Retro branding and the revival of brand meaning. Teaching Old Brands New

Tricks: Retro Branding and the Revival of Brand Meaning, 67(3).

Burns, N., & Grove, S. K. (2005). The Practice of Nursing Research: Conduct,
Critique and Utilization. (5th ed.). Elsevier.

Cappannelli, G., & Cappannelli, S. (2004). Authenticity: Simple Strategy for Greater

Meaning and-Purpose at Work.and Home. Emmis Books,

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Régo, R.; Silva, R., Oliveira, M.,
& Meirinhos, G. (2022a). Trust and Loyalty in Building the Brand
Relationship with the Customer: Empirical Analysis in a Retail Chain in
Northern Brazil. Journal of Open Innovation: Technology, Market, and
Complexity, 8(3). https://doi.org/10.3390/joitmc8030109

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, ., Régo, R., Silva, R., Oliveira, M.,
& Meirinhos, -G. (2022b). Trust and Loyalty in Building the Brand
Relationship with the Customer: Empirical Analysis in a Retail Chain in
Northern Brazil. Journal of Open Innovation: Technology, Market, and
Complexity, 8(3). https://dot.org/10.3390/joitmc8030109

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

Chen, G. L., Yang, S. C., Chang, R. M.; & Lee, T. L. (2017). The antecedents of brand
loyalty building in fan page of facebook. ACM International Conference
Proceeding Series, Part F129682. https://doi.org/10.1145/3092090.3092126

Chkir, 1., EI Haj Hassan, B., Rjiba, H., & Saadi, S. (2021). Does corporate social
responsibility influence corporate innovation? International evidence.
Emerging Markets Review, 46. https://doi.org/10.1016/j.ememar.2020.100746

101



Coad, A, Jack, L., & Kholeif, A. O. R. (2015). Structuration Theory: Reflections on
its Further Potential for Management Accounting Research. Structuration

Theory: Reflections on Its Further Potential for Management Accounting
Research, 12(2).

Coaker, W. (2021). Branding With Images: The Ultimate Guide to Grow Your Business
with Images: How to Build a Strong Brand Image. Independently published.

Cooper, D. R., & Schindler, P. S. (2006). Business Research Methods (9th ed.).
McGraw Hill.

Creswell, J. W., & Creswell, J. D. (2011). Research Design: Qualitative, Quantitative,
and Mixed Methods Approaches (4th ed.). Sage Publications.

Cristancho, S., Goldszmidt, M., Lingard, L., & Watling, C. (2018). Qualitative
research essentials for medical education. Qualitative Research Essentials for
Medical Education, 59(12).

Damsa, C., & Jorner, A. (2021). The unit of analysis in learning research: Approaches
for imagining a transformative agenda. The Unit of Analysis in Learning

Research: Approaches for Imagining a Transformative Agenda, 31 B.
Darma, G. S. (2018). Seuntai Pesan, Menjawab Zaman. Pustaka Larasan.
Darma, G. S. (2019). Kacamata Media, Kesuksesan:Bersyarat. Pustaka Larasan.

de Kerviler, G., Heuvinck, N.; & Gentina, E. (2022). “Make an Effort and Show Me
the Love!” Effects of Indexical and Iconic Authenticity on Perceived Brand
Ethicality.  Journal of  Business  Ethics, 179(1), 89-110.
https://doi.org/10.1007/s10551-021-04779-3

Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C., & Guldenberg, S. (2013). The
impact of brand authenticity on brand trust and SME growth: A CEO
perspective. The Impact of Brand Authenticity on Brand Trust and SME
Growth: A CEO Perspective, 48(3), 340-348.

102



Elfil, M., & Negida, A. (2016). NN(I): pp-pp EDUCATIONAL Cite this article as:
Elfil M, Negida A. Sampling methods in Clinical Research; an Educational
Review. Emergency. YYYY; NN N, ppP-pp.
https://doi.org/10.22037/emergency.v5i1.15215

Espindola, J. 1. (2020). Country Image and Brand Image: The Effects “Country
Image” and “Brand Image” on Luxury Products. Sciencia Scripts .

F. Hair, J., Tomas M. Hult, G., M. Ringle, C., & Sarstedt, M. (2022). A Primer on
Partial Least Squares Structural Equation Modeling (PLS-SEM) (3rd ed.).

Fadilla, Z., Kesetiakawanan, S., Indonesia, S., Muhammad, P., Penerbit, Z., Zaini, M.,
Lawang, K. A., & Jannah, M. (2023). METODOLOGI PENELITIAN
KUANTITATIF. https://www.researchgate.net/publication/370561251

Fanza, A., & Dachi, F. (2023). THE INFLUENCE OF PERCEIVED CSR
AUTHENTICITY ON PERCEIVED BRAND LOYALTY THROUGH
PERCEIVED BRAND AUTHENTICITY IN THE FAST FASHION INDUSTRY.

http://ijsr.internationaljournallabs.com/index.php/ijsr

Farache, F., & Perks, K. J. (2010). CSR advertisements: A legitimacy tool? Corporate
Communications, 15(3), 235-248.
https://doi.org/10.1108/13563281011068104

Frambach, R. T., Roest, H. C.-A;;-& Krishnan, T: V.(2007). The Impact of Consumer
Internet Experience-on Channel-Preference and Usage Intentions Across the
Different Stages of the Buying Process. The Impact of Consumer Internet
Experience on Channel Preference and Usage Intentions Across The Different
Stages of The Buying Process, 21(2), 26-41.

Friedman, M. (2001). The Social Responsibility of Business is to Increase Its Profits
(W. Ch. Zimmerli, K. Richter, & M. Holzinger, Eds.). New York Times

Magazine.

103


http://www.researchgate.net/publication/370561251
http://ijsr.internationaljournallabs.com/index.php/ijsr

Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity in branding - exploring
antecedents and consequences of brand authenticity. Authenticity in Branding

- Exploring Antecedents and Consequences of Brand Authenticity, 51(2).

Garson, G. D. (2016). Partial Least Squares: Regression & Structural Equation
Models. Statistical Publishing Associates.

Ghauri, P., Gronhaug, K., & Stange, R. (2020). Pervez Ghauri, Kjell Grgnhaug, Roger
Strange - Research Methods In Business Studies (2020, Cambridge University
Press) - libgen.li (1) (1). Cambridge University Press.

Godin, S. (2009). Purple Cow: Transform Your Business by Being Remarkable.
Portofolio.

Guba, E. G., & Lincoln, Y. S. (2005). Paradigmatic Controversies, Contradictions,
and Emerging Confluences. Sage Publications.

Hariyanto, E. (2018). The Influence of Brand Experience Through Brand Trust and
Brand Satisfaction Toward Brand Loyalty Consumer at Carl’s Jr Surabaya. In

Petra Business & Management Review (\Vol. 4, Issue 2).

Hassan, S. H., Ramayah, T., Maghsoudi, A., & Mohamed, O. (2015). E-Lifestyle
Conceptualization: Measurement Model Validation Using Variance Based
Structural Equation Modeling-(SEM-PLS). Modern Applied Science, 9(2).
https://doi.org/10.5539/mas.vIn2p307

Helgesen, O.(2006). Are. Loyal- Costumer-Profitable? Customer Satisfaction,
Customer (Action) Loyalty and Customer Profitability at the Individual Level
. Are Loyal Customers Profitable? Customer Satisfaction, Customer (Action)

Loyalty and Customer Profitability at the Individual Level, 245-266.

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

104



Hur, W. M., Kim, H., & Woo, J. (2014). How CSR Leads to Corporate Brand Equity:
Mediating Mechanisms of Corporate Brand Credibility and Reputation.
Journal of Business Ethics, 125(1), 75-86. https://doi.org/10.1007/s10551-
013-1910-0

Hussain, S., Fangwei, Z., Siddiqi, A. F., Ali, Z., & Shabbir, M. S. (2018). Structural
Equation Model for evaluating factors affecting quality of social infrastructure
projects. Sustainability (Switzerland), 10(5).
https://doi.org/10.3390/su10051415

Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020a). Co-Creation: A
Key Link Between Corporate Social Re, Customer Trust, and Customer
Loyatysponsibility . Co-Creation: A Key Link Between Corporate Social

Responsibility, Customer Trust, and Customer Loyalty.

Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020b). Co-creation: A
Key Link Between Corporate Social Responsibility, Customer Trust, and
Customer Loyalty. Journal of Business Ethics, 163(1), 151-166.
https://doi.org/10:1007/s10551-018-4015-y

Jacoby, J. (2014). Brand loyalty: A conceptual definition.
https://www.researchgate.net/publication/232546433

Jalilvand, M. R., Nasrolahi-Vosta; L.; Kazemi Mahyari, H., & Khazaei Pool, J. (2017).
Social responsibility-influence-on-customer- trust in hotels: mediating effects
of reputation and- word-of-mouth.—_Tourism Review, 72(1), 1-14.
https://doi.org/10.1108/TR-09-2016-0037

Keller, K. L., & Swaminathan, V. (2020). Strategic Brand Management: Building,

Measuring, and Managing Brand Equity. Pearson Education Limited .

Khan, A. (2021). UNIT OF ANALYSIS IN BUSINESS AND MANAGEMENT
RESEARCH Vendor and Procurement Management Analysis of Burger King

Pakistan View project Green Carry Biodegradable Plastic Bags-Project

105


http://www.researchgate.net/publication/232546433

Management Plan View project.

https://www.researchgate.net/publication/350192679

Kim, S., & Lee, H. (2020). The Effect of CSR fit and CSR authenticity on the brand
attitude. Sustainability (Switzerland), 12(1).
https://doi.org/10.3390/su12010275

Kothari, C. R. (2004). Research Methodology: Methods and Techniques.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson

Education.

Kozinets, R. V. (2004). Consumer perceptions of iconicity and indexicality and their
influence on assessments of authentic market offerings. In Article in Journal

of Consumer Research. https://www.researchgate.net/publication/228765554

Kwan Soo Shin, S., Amenuvor, F. E., Basilisco, R., & Owusu-Antwi, K. (2019). Brand
Trust and Brand Loyalty: A Moderation and Mediation Perspective. Current
Journal of Applied Science and Technology, 1-17.
https://doi.org/10,9734/cjast/2019/v381430376

Lahtinen, V., Dietrich, T., & Rundle-Thiele, S. (2020). Long live the marketing mix.
Testing the effectiveness of the commercial-marketing mix in a social
marketing context. Long Live the Marketing Mix. Testing the Effectiveness of

the Commercial-Marketing-Mix in'a Secial Marketing Context.

Leaniz, P. M.-G. de, & Bosque;-I.-R. del. (2013). CSR and Customer Loyalty: The
Roles of Trust, Customer ldentification with The Company and Satisfaction.
CSR and Customer Loyalty: The Roles of Trust, Customer ldentification with

the Company and Satisfaction.

Lee, T. H., Arcodia, C., Novais, A. M., & Kralj, A. (2022). How consumers perceive
authenticity in restaurants: A study of online reviews. How Consumers

Perceive Authenticity in Restaurants: A Study of Online Reviews, 100.

Leedy, P. D., & Ormrod, J. Ellis. (2015). Practical research : planning and design.

106


http://www.researchgate.net/publication/350192679
http://www.researchgate.net/publication/228765554

Li, F., Kashyap, R., Zhou, N., & Yang, Z. (2008). Brand trust as a second-order factor:
an alternative measurement model. In International Journal of Market
Research (Vol. 50, Issue 6).

Lu, A. C. C., Gursoy, D., & Lu, C. Y. (2015). Authenticity perceptions, brand equity
and brand choice intention: The case of ethnic restaurants. International
Journal of Hospitality Management, 50, 36-45.
https://doi.org/10.1016/j.ijhm.2015.07.008

Mangold, W. G., & Faulds, D. J. (2009). Social Media: The New Hybrid Element of
The Promaotion Mix. Social Media: The New Hybrid Element of The Promotion
Mix, 52(4), 357—-365.

Mcpheron, A. (2021). Growing Your Business: Brand Image and The Secrets to
Success: How to Use Images to Grow Influence . Independently published.

Miller, G. A. (2004). Psychology: The Science of Mental Life. Pelican Books Ltd.

Mingione, M., Pattuglia, S., Amoroso, S., & Bendixen, M. (2017). Assessing
authenticity of technological brands across generational cohorts. Assessing
Authenticity of Technological Brands Across Generational Cohorts.

Money, R. B., Gilly, M. C., & Graham, J. L. (2000). Explorations of national culture
and word-of-mouth referral-behavior in the purchase of industrial services in
the United States -and-Japan.' Journal..of Marketing, 62(4), 76-87.
https://doi.org/10.2307/1252288

Morhart, F., Malar, L., & Guevremont, A. (2015). Brand Authenticity: An Integrative
Framework and Measurement Scale. Brand Authenticity: An Integrative
Framework and Meaurement Scale, 25(2), 200-218.

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand authenticity: testing the
antecedents and outcomes of brand management’s passion for its products.
Brand Authenticity: Testing the Antecedents and Outcomes of Brand
Management’s Passion for Its Products, 33(6), 421-436.

107



Muhajir, N. (2000). Metodologi Penelitian Kualitatif (1V). Rake Sarasin.

Na, M. (2023). The Mediating Role of Brand Trust and Brand Love between Brand
Experience and Loyalty: A Study on Smartphone in China. The Mediating Role
of Brand Trust and Brand Love between Brand Experience and Loyalty: A

Study on Smartphone in China.

Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring
consumer-based brand authenticity.. Measuring Consumer-Based Brand
Authenticity, 67(6), 1090-1098.

Nickerson, D., Lowe, M., Pattabhiramaiah, A., & Sorescu, A. (2018). The Impact of
Corporate Social Responsibility on Brand. Sales: An Accountability

Perspective.

Oh, H., Prado, P. H. M., Korelo, J. C., & Frizzo, F. (2019). The effect of brand
authenticity on consumer—brand relationships. Journal of Product and Brand
Management, 28(2), 231-241. https://doi.org/10.1108/JPBM-09-2017-1567

Pérez, A., Garcia de los Salmones, M. del M., & Liu, M. T. (2020). Information
specificity, social topic awareness and message authenticity in CSR
communication. Journal of Communication Management, 24(1), 31-48.
https://doi.org/10.1108/JCOM-06-2019-0097

Pine, B. J., & Gilmore, J. H.-(2007). Authenticity:-What Consumers Really Want.

Harvard Business Press.

Popoli, P. (2011). Linking csr strategy and brand image: Different approaches in local
and  global  markets. Marketing ~ Theory,  11(4), 419-433.
https://doi.org/10.1177/1470593111418795

Pramitha, T. (2021). Pengaruh Country of Origin, Brand Image dan Brand Awareness
terhadap Purchase Intention. Pengaruh Country of Origin, Brand Image Dan

Brand Awareness Terhadap Purchase Intention.

108



RAMER, L. (2009). Quantitative Versus Qualitative Research? In Journal of
Obstetric, Gynecologic, & Neonatal Nursing (Vol. 18, Issue 1, pp. 7-8).
https://doi.org/10.1111/j.1552-6909.1989.tb01609.x

Ramesh, K., Saha, R., Goswami, S., Sekar, & Dahiya, R. (2018). Consumer’s response
to CSR activities: Mediating role of brand image and brand attitude.
Consumer’s Response to CSR Activities: Mediating Role of Brand Image and
Brand Attitude, 26(2), 377-387.

Riano, J. D., & Yakovleva, N. (2020). Corporate Social Responsibility (pp. 106-117).
https://doi.org/10.1007/978-3-319-95726-5_26

Rowley, J. (2005). The Four CS of Customer Loyalty. The Four CS of Customer
Loyalty.

Rundle-Thiele, S., & Maio Mackay, M. (2001). Assessing the performance of brand
loyalty measures. Journal of Services Marketing, 15(7), 529-546.
https://doi.org/10.1108/EUM0000000006210

Safeer, A. A., Abrar, M., Liu, H., & Yuangiong, H. (2022). Effects of perceived brand
localness and perceived brand globalness on consumer behavioral intentions
in emerging markets. Effects of Perceived Brand Localness and Perceived
Brand Globalness on Consumer-Behavioral Intentions in Emerging Markets,
60(9).

Safeer, A. A.,-He, Y., Lin,-Y., Abrar, M., & Nawaz, Z. (2021). Impact of perceived
brand authenticity on consumer behavior: an evidence from generation Y in
Asian perspective. Impact of Perceived Brand Authenticity on Consumer

Behavior: An Evidence from Generation Y in Asian Perspective, 18(3).

Safeer, A. A., & Liu, H. (2022). Role of corporate social responsibility authenticity in
developing perceived brand loyalty: a consumer perceptions paradigm.
Journal of Product and Brand Management, 32(2), 330-342.
https://doi.org/10.1108/JPBM-01-2022-3807

109



Safeer, A. A., Yuangiong, H., Abrar, M., Shabbir, R., & Rasheed, H. M. W. (2021).
Role of brand experience in predicting consumer loyalty. Role of Brand

Experience in Predicting Consumer Loyalty, 39(8).

Saljo, R. (2009). Learning, Theories of Learning, and Units of Analysis in Research.
Learning, Theories of Learning, and Units of Analysis in Research, 44(3),
202-208.

Schallehn, M., Burmann, C., & Riley, N. (2014). Brand Authenticity: Model
Development and Empirical Testing. Brand Authenticity: Model Development
and Empirical Testing, 23(3).

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building
Approach (7th ed., Vol. 34).

Selltiz, C. (2002). Research Methods in Social Sciences . Holt, Rinehart and Winston

Senecal, S., & Nantel, J. (2004). The Influence of Online Product Recommendations
on Consumers’ . Online . Choices.. The = Influence of Online Product
Recommendations on Consumers.Online Choices , 80(2), 159-169.

Sheel, R.C., & Vohra, N. (2016). Relationship between perceptions of corporate social
responsibility and organizational cynicism: the.role of employee volunteering.
International Journal of Human Resource Management, 27(13), 1373-1392.
https://doi.org/10.1080/09585192.2015.1072102

Singh, A. (2021). An Introduction to Experimental and Exploratory Research. SSRN
Electronic Journal. https://doi.org/10.2139/ssrn.3789360

Sri Ardani, N. K., & Mahyuni, L. P. (2020). Penerapan Corporate Social
Responsibility (CSR) dan Manfaatnya Bagi Perusahaan. Jurnal Manajemen
Bisnis, 17(1), 12. https://doi.org/10.38043/jmb.v17i1.2339

Steurer, R., Langer, M. E., Konrad, A., & Martinuzzi, A. (2005). Corporations,
stakeholders and sustainable development I: A theoretical exploration of

110



business-society relations. Journal of Business Ethics, 61(3), 263-281.
https://doi.org/10.1007/s10551-005-7054-0

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

Surapto, D. (2020). The Impact of Brand Trust, Brand Loyalty, Brand Image on

Service Quality.

Swaen, V., & Chumpitaz, R. C. (2008). Impact of Corporate Social Responsibility on
Consumer Trust. Recherche et Applications En Marketing (English Edition),
23(4), 7-34. https://doi.org/10.1177/205157070802300402

Taheri, B., Farrington, T., Curran, R., & O’Gorman, K. D. (2017). Sustainability and
the Authentic Experience. Harnessing brand heritage - a study from Japan.
Sustainability and the Authentic Experience. Harnessing Brand Heritage - a

Study from Japan.

Tarabashkina, L., Quester, P. G., & Tarabashkina, O. (2020). How much firms “give”
to CSR vs how much they ‘“gain” from it; inequity perceptions and their
implications for CSR authenticity. How Much Firms “Give” to CSR vs How
Much They “Gain” From It: Inequity Perceptions and Their Implications for
CSR Authenticity, 54(8).

Thwaites, R. (2020). Research Design-and Methodology (1sted.). Routledge.

Veloutsou, C., & Delgado-Ballester, E. (2018). New challenges in brand management.
Spanish——Journal--. of —Marketing-—— <~ ESIC, 22(3), 255-272.
https://doi.org/10.1108/SIME-12-2018-036

Wang, S., Liao, Y. K., Wu, W. Y., & L&, H. B. K. (2021). Hypothesis the role of
corporate social responsibility perceptions in brand equity, brand credibility,
brand reputation, and purchase intentions. Sustainability (Switzerland),
13(21). https://doi.org/10.3390/su132111975

111



Wayan, N., Wahyuni, S., & Udayana, U. (2019). Mobile Advertising, Product Social
Value dan Purchase Intention pada Instagram Gede Sri Darma (2). 16(4).

http://journal.undiknas.ac.id/index.php/magister-manajemen/

Wayan Novi Budiasni, N., & Sri Darma, G. (2016). Jurnal Manajemen dan Bisnis
Penerapan Corporate Social Responsibility pada Lembaga Keuangan. 13(2).
http://journal.undiknas.ac.id/index.php/magister-manajemen/

Wijaya, N. T., Widodo, A., Telekomunikasi, J., Buah Batu, T., & Barat, J. (2020).
FAKTOR YANG MEMPENGARUHI BRAND TRUST KONSUMEN
ONLINE TRAVEL AGENT TIKET.COM. In Jurnal Riset Bisnhis dan

Manajemen (Vol. 13, Issue 1).
Williams, C. (2007). Research Methods. Research Methods , 5(3).

Wirtz, J., & Chew, P. (2002). The effects ofincentives, deal proneness, satisfaction
and tie strength on word-of-mouth behaviour. International Journal of Service
Industry Management, 13(2), 141-162.
https://doi.org/10.1108/09564230210425340

Worthington, S., Russell-Bennett, R., & Hartel, C. (2010). A tri-dimensional approach
for auditing brand loyalty. Journal of Brand Management, 17(4), 243-253.
https://doi.org/10.1057/bm.2009.24

Xu, J., Prayag, G., & Song, H.-(2022). The effects-of consumer brand authenticity,
brand image, and age on brand-loyalty-in-time-honored restaurants. The Effects
of Consumer Brand Authenticity, Brand Image, and Age on Brand Loyalty in
Time-Honored Restaurants: Findings from SEM and FsQCA, 107.

Yildiz, E., Ulker-Demirel, E., Yildiz, E., & Ulker-Demirel, E. (2017). Measuring the
Effects of Brand Authenticity Dimensions on Word-Of-Mouth Marketing Via
Brand Image Using Structural Equation Modeling SmartPLS ile Yapisal
Esitlik Modellemesi View project MEMORABLE TOURISM EXPERIENCE
View project Measuring the Effects of Brand Authenticity Dimensions on

Word-Of-Mouth Marketing Via Brand Image Using Structural Equation

112


http://journal.undiknas.ac.id/index.php/magister-manajemen/
http://journal.undiknas.ac.id/index.php/magister-manajemen/

Modeling. In International Journal of Business and Social Science (Vol. 8,

Issue 3). www.ijbssnet.com

Yolanda, V., & Keni, K. (2022). CUSTOMER BRAND ENGAGEMENT DAN
BRAND EXPERIENCE UNTUK MEMPREDIKSI BRAND LOYALTY
SKINCARE LOKAL: VARIABEL BRAND TRUST SEBAGAI VARIABEL
MEDIASI. Jurnal Muara llmu Ekonomi Dan Bisnis, 6(2), 380—-393.
https://doi.org/10.24912/jmieb.v6i2.19506

Yunaida, E. (2017). Pengaruh Brand Image (Citra Merek) terhadap Loyalitas

Konsumen Produk Oli Pelumas Evalube di Kota Langsa (\ol. 6, Issue 2).

113


http://www.ijbssnet.com/

