DAFTAR PUSTAKA

Alika, R. (2020). Survei: 54% UMKM Pakai Media Sosial untuk Pacu Penjualan
saat Pandemi. Katadata.co.id. Diakses: 31 Maret 2023.
https://katadata.co.id/ekarina/berita/5efdb7a7bea69/survei-54-umkm-
pakai-media-sosial-untuk-pacu-penjualan-saat-pandemi

Almohaimmeed, B. M. A. (2019). The effects of social media marketing
antecedents on social media marketing, brand loyalty and purchase
intention: A customer perspective. Journal of Business and Retail

Management Research, 13(4)
doi:https://doi.org/10.24052/JBRMR/V131S04/ART-13

Ansari, S., Ansari, G., Ghori, M. U., Kazi, A. G. (2019). Impact of Brand
Awareness and Social Media Content on Consumer Purchase

Decision. Journal of Public Value and Administration Insights
(JPVAI), 2(2); 5-10.

Ardani, I. G. A. K.S., & Saputra, G. W. (2020). Pengaruh Digital Marketing,
Word of Mouth dan Kualitas Pelayanan Terhadap Keputusan
Pembelian. E-Jurnal Manajemen, 9(7); 2596-2620.

Ardiansyah, F., & Sarwoko, E. (2020). How Social Media Marketing Influences
Consumers Purchase Decision? A Mediation Analysis of Brand
Awareness. Jurnal llmiah Bidang Akuntansi dan Manajemen (JEMA),
17(2); 156-168.

Budiatmo, A., & Kurniasari, M. (2018). Pengaruh Social Media Marketing, Brand
Awareness Terhadap Keputusan Pembelian Dengan Minat Beli
Sebagai Variabel Intervening pada J.Co Donuts & Coffee Semarang.
Diponogoro Journal of Social And Politic, 1-7.

Chen, N., & Yang, Y. (2023). The role of influencers in live streaming E-
commerce: Influencer trust, attachment, and consumer purchase
intention. Journal of Theoretical and Applied Electronic Commerce

Research, 18(3), 1601. doi:https://doi.org/10.3390/jtaer1803008 1

Choi, Y. J., Park, J. W., & Seo, E. J. (2020). The Effect of Social Media Usage
Characteristics on e-WOM, Trust, and Brand Equity: Focusing on
Users of Airline Social Media. Sustainability, 1-18.

Civelek, M., & Ertemel, A. (2018). Trust Building Model of Customers on B2C
Website: A Research on Generation Y Customer. Journal of History
Culture and Art Research, 7(1); 332-340.

Crnjak-Karanovi¢, B., Milakovié, 1. K., & Elez, J. (2023). Which decision-making
stages matter more? Influencer’s perceived credibility, sponsorship
and moderating role of trust. Young Consumers, 24(6), 649-668.
doi:https://doi.org/10.1108/YC-08-2022-1590

59



Ghozali, Imam. (2018). Aplikasi Analisis Multivariate dengan Program IBM
SPSS 25. Badan Penerbit Universitas Diponegoro: Semarang

Hair, J. F., William, C., Black, B. J. B., Babin, R. E., Anderson, Ronald, L. T.
2022. Multivariate Data Analysis. New Jersey: Pearson Education.

Handi, H., Hendratono, T., Thalauw, J. J. O. 1., Purwanto, E. (2018). The Effect of
E-WOM and Preceived Value on The Purchase Decision of Foods by
Using The Go-Food Application as Mediated by Trust. Quality
Innovation Prosperity, 22(2); 112-127.

Hardani, Auliya, N. H., Andriani, H., Fardani, R. A., Ustiawaty, J., Utami, E. F.,
Sukmana, D. J., & Istigomah, R. R. (2020). Metode Penelitian
Kualitatif & Kuantitatif. Yogyakarta: CV. Pustaka I[lmu

Indrapurkar, K., Kapoor, N., & Chaudhary, N. (2023). Factors affecting online
food purchase decisions of urban consumers. Productivity, 64(2), 175-
186. doi:https://doi.org/10.32381/PROD.2023.64.02.6

Igbal, A., Noor, A. K., Malik, A., & Faridi, M. R. (2022). E-WOM effect through
social media and shopping websites on purchase intention of
smartphones in india./nnovative Marketing, 18(2), 13-25.
doi:https://doi.org/10.21511/im.18(2).2022.02

Jassim Ahmad Al-Gasawneh, AlZubi, K. N., Ngah, A. H., & Alaeddin
Mohammad, K. A. (2023). Multidimensionality of visual social media
marketing and its impact on customer purchase intention on the real
estate market. Innovative Marketing, 19(1), 101-112.
doi:https://doi.org/10.21511/im.19(1).2023.09

Khaki, A., Shaban, R., & Mudasir, A. M. (2023). Assessing the impact of
destination image in the selection of a destination: Mediating role of
e-WOM. Atna Journal of Tourism Studies, 18(2)
doi:https://doi.org/10.12727/ajts.30.1

Khoirunnisa, D., & Albari, A. (2023). The effect of brand image and product
knowledge on purchase intentions with e-WOM as a mediator

variable./nternational Journal of Research in Business and Social
Science, 12(1), 80-89. doi:https://doi.org/10.20525/ijrbs.v1211.2256

Kodrat, D. S., & Angelyn. (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
Enterpreunership (RMBE), 1(1); 16-24.

Kompas Gramedia Digital Group. (2023). Pengguna Internet di Indonesia Tembus
212,9 Juta di Awal 2023. Kompas.com. Diakses: 18 April 2023.
https://tekno.kompas.com/read/2023/02/13/19300087/pengguna-
internet-di-indonesia-tembus-212-9-juta-di-awal-2023?page=all

Ledikwe, A., & Roberts-Lombard, M. (2022). Investigating the linkage between
relationship quality dimensions, brand awareness, and brand image:

60



An emerging african market perspective. African Journal of Business
and Economic Research, 17(2), 247-247-273.
doi:https://doi.org/10.31920/1750-4562/2022/v17n2al 1

Lin, K., Du, W., Yang, S., Liu, C., & Na, S. (2023). The effects of social media
communication and e-WOM on brand equity: The moderating roles of
product involvement. Sustainability, 15(8), 6424.
doi:https://doi.org/10.3390/sul 5086424

Machi, L., Nemavhidi, P., Chuchu, T., Nyagadza, B., & de Villiers, M. V. (2022).
Exploring the impact of brand awareness, brand loyalty and brand
attitude on purchase intention in online shopping. International
Journal of Research in Business and Social Science, 11(5), 176-187.
doi:https://doi.org/10.20525/ijrbs.vUi15.1841

Mohd Daud, N., Mohd Hashimb, Raja Nur Hannah,Fatimah Raja, Yang Asri, A.
I., Mohd Azmaruza, N. H., & Syed Azizi, S.,Amir Zakir. (2023).
Information commerce (i-commerce) usage and purchase decisions
among university students during COVID-19. Trziste = Market, 35(1),
77-92. doi:https://doi.org/10.22598/mt/2023.35.1.77

Moniharapon, S., Poluan, J. G., dan Tuyu, V. (2022). Pengaruh Iklan Online dan
E-WOM terhadap Keputusan Pembelian Produk Online (Studi Pada
Konsumen Bag Store Manado). Jurnal EMBA, 10(3): 526-537

Moslehpour, M., Dadvari, A., Nugroho, W., & Ben-Roy, D. (2021). The dynamic
stimulus of social media marketing on purchase intention of
indonesian airline products and services. [Social media marketing of
airline products] 4sia Pacific Journal of Marketing and
Logistics, 33(2), 561-583. doi:https://doi.org/10.1108/APJIML-07-
2019-0444

Muhson, A. (2022). Analisi Statistik dengan SmartPLS. Universitas Negeri
Yogyakarta.

Mukherjee, K. (2020). Social media marketing and customers’ passion for brands.
[Social media marketing]| Marketing Intelligence & Planning, 38(4),
509-522. doi:https://doi.org/10.1108/MIP-10-2018-0440

Neuman, W. L. (2006). Social research methods qualitative and quantitative
approach (6th ed.). Upper Saddle River: Pearson

Park, J. W., & Seo, E. J. (2018). A Study on the Influence of the Information
Characteristics of Airline Social Media on e-WOM, Brand Equity and
Trust. The Open Transportation Journal, 12; 289-300.

Patnaik, P., Nayak, P., & Misra, S. (2023). Effects of emotion on instagram users'
purchase decisions in the era of digitalization: A quarterly peer
reviewed multi-disciplinary international journal. Splint International
Journal of Professionals, 10(2), 115-129.
doi:https://doi.org/10.5958/2583-3561.2023.00012.7

61



Pramudana, K. A. S., & Upadana, M. W. K. (2020). Brand Awareness Memediasi
Pengaruh Social Media Marketing terhadap Keputusan Pembelian. E-
Jurnal Manajemen, 9(5): 1921-1941.

Rahman, M. S., Md, A. H., Hoque, M. T., Md Rifayat, 1. R., & Mohammad, I. R.
(2021). Millennials’ purchasing behavior toward fashion clothing
brands: Influence of brand awareness and brand schematicity.
[Millennials’ purchasing behaviour| Journal of Fashion Marketing
and Management, 25(1), 153-183. doi:https://doi.org/10.1108/JFMM-
07-2019-0137

Rizaty, M. A. (2023). Pengguna Internet di Indonesia Sentuh 212 Juta pada 2023.
Dataindonesia.id. Diakses: 30 Maret 2023.
https://dataindonesia.id/digital/detail/pengguna-internet-di-indonesia-
sentuh-212-juta-pada-2023

Sekaran, U. & Bougie. (2016). Research Method. United Kingdom: John wiley &
Sons Ltd

Shamsudin, M. F., Ishak, M. F., Yazid, M. F. M., & Ahmad, A. H. (2022). Role of
brand awareness, brand image and perceived quality in private
universities. Global Business and Management Research,
Suppl.Special Issue, 14(4), 142-154. Retrieved from
https://www.proquest.com/scholarly-journals/role-brand-awareness-
image-perceived-quality/docview/2826427281/se-2

Sugiono. (2016). Metode Penlitian Kuantitatif, Kualitatf dan R&D. Bandung: PT
Alfabet

Sulthana, A. N., & Vasantha, S. (2020). Influence of Electronic Word Of Mouth
eWOM On Purchase Intention. International Journal of Scientific &
Technology Research, 8(10): 1-5.

Suliyanto, (2018). Metode Penelitian Bisnis. Y ogyakarta: ANDI OFFSET.

Tiimer, M., Aghaei, 1., Oney, E., & Yahya, N. E. (2019). The impact of traditional
and social media marketing on customers’ brand trust and purchase
intentions in the turkish airline market. Journal of Research in
Emerging Markets, 1(4), 55-68.
doi:https://doi.org/10.30585/jrems.v1i4.344

We Are Social. (2023). The Changing World of Digital in 2023.
Wearesocial.com. Diakses: 30 Maret 2023.
https://wearesocial.com/uk/blog/2023/01/the-changing-world-of-
digital-in-2023/

Widi, S. (2023). Pengguna Media Sosial di Indonesia Sebanyak 167 Juta pada
2023. Dataindonesia.id. Diakses: 30 Maret 2023.
https://dataindonesia.id/digital/detail/pengguna-media-sosial-di-
indonesia-sebanyak-167-juta-pada-2023

62



Yaprak, B., & Cengiz, E. (2023). Do consumers really care about social media
marketing activities? evidence from netflix's turkish and german
followers in social media. Ege Akademik Bakis, 23(3), 441-456.

doi:https://doi.org/10.21121/eab.1196815

63



