143

References

Agag, G. M., Khashan, M. A., Colmekcioglu, N., Almamy, A., Alharbi, N. S, Eid, R., ... &
Abdelmoety, Z. H. S. (2020). Converting hotels website visitors into buyers: How online hotel
web assurance seals services decrease consumers’ concerns and increase online booking

intentions. Information Technology & People, 33(1), 129-159.

Aini, Q., Zuliana, S. R., & Santoso, N. P. L. (2018). Management measurement scale as a

reference to determine interval in a variable. Aptisi Transactions on Management, 2(1), 45-54.

Akhtar, N., Sun, J., Chen, J., & Akhtar, M. N. (2019). The role of attitude ambivalence in

conflicting online hotel reviews. Journal of Hospitality Marketing & Management, 1-32.

Alalwan, A. (2018). Investigating the impact of social media advertising features on customer
purchase intention. International Journal of Information Management, 42, 65-77.

https://doi.org/10.1016/j.ijinfomgt.2018.06.001

Alwan, M., & Alshurideh, M. (2022). The effect of digital marketing on purchase intention:
Moderating effect of brand equity. International Journal of Data and Network Science, 6(3),

837-848.

Angela, V. (2022). Analisis Pengaruh Endorser TikTok Terhadap Minat Beli Generasi Z dengan
Persepsi Nilai sebagai Variabel Mediasi (Studi Produk Scarlet Whitening (Doctoral

dissertation).

Arora, T., & Agarwal, B. (2019). Empirical study on perceived value and attitude of millennials
towards social media advertising: a structural equation modelling approach. Vision, 23(1), 56-

69.


https://doi.org/10.1016/j.ijinfomgt.2018.06.001

144

Arora, T., & Agarwal, B. (2020). An empirical study on determining the effectiveness of social
media advertising: A case on indian millennials. International Journal of E-Business Research,

16(2), 47-68. https://doi.org/10.4018/1JEBR.2020040104

Asenahabi, B. M. (2019). Basics of research design: A guide to selecting appropriate research

design. International Journal of Contemporary Applied Research, 6(5), 76-89.

Athapaththu, J. & Kulathunga, K. (2018). Factors Affecting Online Purchase Intention: Effects
of Technology and Social Commerce. International Business Research, 11(10), 111.

https://doi.org/10.5539/ibr.v11n10p111

Aziza, D. N., & Astuti, R. D. (2019, March). Evaluating the effect of youtube advertising
towards young customers’ purchase intention. In 12th International Conference on Business

and Management Research (ICBMR 2018) (pp. 93-98). Atlantis Press.

B. Motwani and S. Haryani, “Investigating the Relation between Factors Effecting Viral

Marketing and Consumers ’ Buying Intention,” vol. 4, no. 2, pp. 58-73, 2018.

Bara, A., Affandi, F., Farid, A. S., & Marzuki, D. I. (2021). The Effectiveness of Advertising
Marketing in Print Media during the Covid 19 Pandemic in the Mandailing Natal Region.
Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Vol, 4(1), 879-

886.

Bashir, S., Anwar, S., Awan, Z., Qureshi, T. W., & Memon, A. B. (2018). A holistic
understanding of the prospects of financial loss to enhance shopper’s trust to search,
recommend, speak positive and frequently visit an online shop. Journal of Retailing and
Consumer Services, 42(August 2017), 169-174.

https://doi.org/10.1016/j.jretconser.2018.02.004



145

Basias, N., & Pollalis, Y. (2018). Quantitative and qualitative research in business &
technology: Justifying a suitable research methodology. Review of Integrative Business and

Economics Research, 7, 91-105

Bimaruci, H., Hudaya, A., & Ali, H. (2020). Model of consumer trust on travel agent online:
analysis of perceived usefulness and security on re-purchase interests (case study tiket. com).

Dinasti International Journal of Economics, Finance & Accounting, 1(1), 110-124.

Bolou, D. B., Olateju, A. O., Ahmed, K., & Akosubo, | (2022). PERCEPTION OF INTERNET
USERS ON DATA DRIVEN ADVERTISING AMONGST STUDENTS IN THE NIGERIA

MARITIME UNIVERSITY OKERENKOKO, DELTA STATE.

Budianto, A. (2020). Legal research methodology reposition in research on social science.

International Journal of Criminology and Sociology, 9(1), 1339-1346.

Budiman, Druianto, Sugiarto. (2004). Brand Equity Ten. Strategi Memimpin Pasar. Jakarta:

Gramedia

Cahyani, N. I., & Artanti, Y. (2020). The influence of informativeness, entertainment and email
marketing irritation on online buying intentions with attitude toward advertising as mediation

variable. SENTRALISASI, 9(2), 77-86.

Chen, C. C., & Lin, Y. C. (2018). What drives live-stream usage intention? The perspectives of
flow, entertainment, social interaction, and endorsement. Telematics and Informatics, 35 (1),

293-303. https://doi.org/10.1016/j.tele.2017.12.003

Chen, J. L., & Panyaruang, C. (2021). Attitudes of Young Consumers in Chiang Mai, Thailand
toward YouTube Online Video and Audio Advertising. Advances in Management and Applied

Economics, 11(5), 73-86.



146

Choirul, A., & Artanti, Y. (2019). Millennia’s impulsive buying behavior: does positive

emotion mediate. Journal of Economics, Business, & Accountancy Ventura, 22(2), 223-236.

Collier, J. (2020). Applied structural equation modeling using AMOS: Basic to advanced

techniques. Routledge.

Dam, T. C. (2020). Influence of brand trust, perceived value on brand preference and purchase

intention. The Journal of Asian Finance, Economics and Business (JAFEB), 7(10), 939-947.

Dastane, O. (2020). Impact of Digital Marketing on Online Purchase Intention: Mediation
Effect of Customer Relationship Management. Journal of Asian Business Strategy, 10, 142-

158.

de Kervenoael, R., Hasan, R., Schwob, A., & Goh, E. (2020). Leveraging human-robot
interaction in hospitality services: Incorporating the role of perceived value, empathy, and

information sharing into visitors’ intentions to use social robots. Tourism Management, 78,

104042.

Deng, Z., Benckendorff, P., & Wang, J. (2019). Blended tourism experiences cape: A
conceptualization of livestreaming tourism. In J. Pesonen & J. Neidhardt (Eds.), Information
and  communication  technologies in  tourism  (pp.  212-222).  Springer.

https://doi.org/10.1007/978-3-030-05940-8 17

Devkota, N., Bijukshe, A., Pokhrel, L., Paudel, U. R., & Parajuli, S. (2021). Factors influencing
attitude toward online advertising in Kathmandu valley. PYC Nepal Journal of Management,

14(1), 17-30.

Dhingra, S., Gupta, S., & Bhatt, R. (2020). A study of relationship among service quality of E-
commerce websites, customer satisfaction, and purchase intention. International Journal of E-

Business Research (IJEBR), 16(3), 42-59.



147

Dobrinic, D., Gregurec, 1., & Dobrinic, D. (2020). The advertising attitudes of internet ads: A
study among croatian generation z. Economic and social development: Book of proceedings,

92-109.

Dwinanda, B., Syaripuddin, F. A., & Hendriana, E. (2022). Examining the extended advertising
value model: A case of tiktok short video ads. Mediterranean Journal of Social & Behavioral

Research, 6(2), 35-44.

ERVANDI, B. I. (2021). PENGARUH FASILITAS RUANG TUNGGU TERHADAP
KENYAMANAN PENUMPANG DI BANDAR UDARA INTERNASIONAL SUPADIO

PONTIANAK (Doctoral dissertation, STTKD Sekolah Tinggi Teknologi kedirgantaraan).

Eshra, D., & Beshir, N. (2019). Effect of consumer attitude towards sms advertising and
demographic features on egyptian consumers buying decision. Journal of Marketing

Management, 7(2), 70-76.

Febriyantoro, M. T. (2020). Exploring YouTube Marketing Communication: Brand awareness,
brand image and purchase intention in the millennial generation. Cogent Business &

Management, 7(1), 1787733.

Febriyantoro, M. T., & Hapsara, O. (2023). The Power of Influence: Examining the Impact of
YouTube Ads on Purchase Intention through Brand Awareness among Indonesian Audiences.

International Journal of Economics, Business and Innovation Research, 2(02), 303-316.

Foroudi, P., Jin, Z., Gupta, S., Foroudi, M. M., & Kitchen, P. J. (2018). Perceptional
components of brand equity: Configuring the Symmetrical and Asymmetrical Paths to brand

loyalty and brand purchase intention. Journal of Business Research, 89, 462-474.



148

Gaber, H. R., Wright, L. T., & Kooli, K. (2019). Consumer attitudes towards Instagram
advertisements in Egypt: The role of the perceived advertising value and personalization.

Cogent Business & Management, 6(1), 1618431.

Gaber, H. R., Wright, L. T., & Kooli, K. (2019). Consumer attitudes towards Instagram
advertisements in Egypt: The role of the perceived advertising value and personalization.

Cogent Business and Management, 6(1). https://doi.org/10.1080/23311975.2019.1618431

Garcia-Fernandez, J., Gélvez-Ruiz, P., Pitts, B. G., Vélez-Col6n, L., & Bernal-Garcia, A.
(2018). Consumer behaviour and sport services: an examination of fitness centre loyalty.

International Journal of Sport Management and Marketing, 18(1-2), 8-23.

Genadi, Y. D., & Furkan, L. M. (2020). Pengaruh informativeness, entertainment, dan irritating
terhadap attitude toward social media advertising pada masyarakat Kota Mataram. Jurnal

Magister Manajemen Unram Vol, 9(2).

Geovani, I., Nurkhotijah, S., Kurniawan, H., Milanie, F., & Ilham, R. N. (2021). Juridical
Analysis of Victims of The Economic Exploitation of Children Under The Age to Realize Legal
Protection From Human Rights Aspects: Research Study At The Office of Social and
Community Empowerment In Batam City. International Journal of Educational Review, Law

And Social Sciences (IJERLAS), 1(1), 45-52.

Giao, H. N. K., & Vuong, B. N. (2020). Vietnamese consumer attitudes towards smartphone

advertising. Journal of Asian Finance, Economics and Business, 7(5), 195-204.

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., Ray, S., ... & Ray, S.
(2021). An introduction to structural equation modeling. Partial least squares structural

equation modeling (PLS-SEM) using R: a workbook, 1-29.



149

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2019). Cluster

Analysis. Multivariate data analysis. In Volume 8th ed.

Hamouda, M., (2018). Understanding social media advertising effect on consumers’ responses:
An empirical investigation of tourism advertising on Facebook. Journal of Enterprise

Information Management, 31(2)

Haniv, M. (2020). Model Pengaruh Cooperative Compliance terhadap Kepercayaan Wajib

Pajak dan Kepatuhan Wajib Pajak. Simposium Nasional Keuangan Negara, 2(1), 974-994.

Hidayat, A., & Hendrix, T. (2018). Competitive Advantage Strategy Creation Through
Innovation, Entreprenuership and Market Orientation: Empirical studies on Small and Medium
Entreprises (SMEs) in Indonesia. BUSINESS, ECONOMICS AND FINANCE 23-24 August

2017, 24.

Ho Nguyen, H., Nguyen-Viet, B., Hoang Nguyen, Y. T., & Hoang Le, T. (2022). Understanding
online purchase intention: the mediating role of attitude towards advertising. Cogent Business

& Management, 9(1), 2095950.

Indiani, N. L. P., & Fahik, G. A. (2020). Conversion of online purchase intention into actual
purchase: The moderating role of transaction security and convenience. Business Theory and

Practice, 21(1), 18-29. https://doi.org/10.3846/btp.2020. 11346

Indiani, N. L. P., & Febriandari, S. N. S. (2021). Key antecedents of consumer purchasing
behaviour in emerging online retail market. Cogent Business and Management, 8(1), 1-17.

https://doi.org/https://doi.org/10.1080/23311975.2021.1978370

Jain, G., Rakesh, S., & Chaturvedi, K. R. (2018). Online video advertisements' effect on
purchase intention: an exploratory study on youth. International Journal of E-Business

Research (IJEBR), 14(2), 87-101.


https://doi.org/10.3846/btp.2020

150

Jayantari, I. A. A. U., & Seminari, N. K. (2018). Peran Kepercayaan Memediasi Persepsi Risiko
Terhadap Niat Menggunakan Mandiri Mobile Banking Di Kota Denpasar. E-Jurnal Manajemen

Universitas Udayana, 7(5), 2621-2651. https://doi.org/10.24843/ejmunud.2018.v07.i05.p13

Jufri, Muhammad, et al. "Improving attitudes and entrepreneurial behaviour of students based
on family environment factors at vocational high school in Makassar." Journal of

Entrepreneurship Education 21.2 (2018): 1-14.

Kamalul Ariffin, S., Mohan, T., & Goh, Y. N. (2018). Influence of consumers’ perceived risk
on consumers’online purchase intention. Journal of Research in Interactive Marketing, 12(3),

309-327. https://doi.org/10.1108/JRIM-11-2017-0100

Khor, X. T. (2023). The impacts of social media advertisement on consumer purchase behavior

among generation z (Doctoral dissertation, UTAR).

Kibtyat, M. R., Mulyawan, I., & Kania, R. (2021, September). Pengaruh Video Advertising
pada Platform Digital Tik-Tok terhadap Niat Membeli. In Prosiding Industrial Research

Workshop and National Seminar (Vol. 12, pp. 1279-1285).

Kim, S., Kandampully, J., & Bilgihan, A. (2018). The influence of eWOM communications:
An application of online social network framework. Computers in Human Behavior, 80,

243254,

Kuncoro, M. W., Edwina, T. N., & Prahara, S. A. (2020). KONSTRUKSI INSTRUMEN
PENGUKURAN KONFLIK PEKERJAAN KELUARGA PADA IBU YANG BEKERJA:

BERBASIS PENDEKATAN INDIGENOUS. Insight: Jurnal llmiah Psikologi, 22(2), 103-1009.

Kurniawan, F. A., & Effendi, S. (2020). PENGARUH BRAND AWARENESS, IKLAN
MEDIA SOSIAL DAN E-WORD OF MOUTH TERHADAP KEPUTUSAN PEMBELIAN

SEPEDA MOTOR HONDA (Studi Kasus pada customer Bintang Motor Jaya Buaran). DAN



151

E-WORD OF MOUTH TERHADAP KEPUTUSAN PEMBELIAN SEPEDA MOTOR

HONDA (Studi Kasus pada customer Bintang Motor Jaya Buaran).

Kurniawan, N. F., Madiasto, E., & Soesilo, P. K. (2021). How website's atmosphere affect
consumer behavior: A new model based on the stimulus-organism-response (SOR) framework.

Journal of Business, Management, & Accounting, 3(2), 139-149.

Larasetiati, M., & Ali, H. (2019). Model of consumer trust: analysis of perceived usefulness
and security toward repurchase intention in online travel agent. Saudi Journal of Economics

and Finance, 3(8), 350-357.

Law, R., Chan, I. C. C., & Wang, L. (2018). A comprehensive review of mobile technology use

in hospitality and tourism. Journal of Hospitality Marketing & Management, 27(6), 626-648.

Lim, X. J., Cheah, J. H., Waller, D. S., Ting, H., & Ng, S. 1. (2020). What s-commerce implies?

Repurchase intention and its antecedents. Marketing Intelligence & Planning, 38(6), 760-776.

Lv, X., Zhang, R., Su, Y., & Yang, Y. (2022). Exploring how live streaming affects immediate
buying behavior and continuous watching intention: A multigroup analysis. Journal of Travel

& Tourism Marketing, 39(1), 109-135.

Martins, J., Costa, C., Oliveira, T., Goncalves, R., & Branco, F. (2019). How smartphone
advertising influences consumers' purchase intention. Journal of Business Research, 94, 378-

387.

Mohajan, H. K. (2020). Quantitative research: A successful investigation in natural and social

sciences. Journal of Economic Development, Environment and People, 9(4), 50-79.

Mosa, R. A. (2021). The Impact of Advertising Credibility on Purchase Intentions: An
Empirical Study among Iragi Facebook Users. European Journal of Business and Management

Research, 6(5), 228-234.



152

Mugobi, T. I. (2020). ICT determinants of performance of World Heritage Sites in Tanzania:

ICT usage as a mediating variable (Doctoral dissertation, The Open University of Tanzania).

Nabila, S., & Achyar, A. (2019). ANALYSIS OF FACTORS AFFECTING
USERS’ATTITUDE TOWARD THE YOUTUBE ADS AND THEIR EFFECTS ON

PURCHASE INTENTION. Jurnal Manajemen Dan Bisnis Sriwijaya, 17(2), 91-100.

Nabila, S., & Achyar, A. (2020). Analysis of Factors Affecting Users’ Attitude Toward the
Youtube Ads and Their Effects on Purchase Intention. Jurnal Manajemen Dan Bisnis Sriwijaya,

17(2), 91-100. https://doi.org/10.29259/jmbs.v17i1.8858

Nawangsari, C. C. (2020). The Effect of Celebrity Endorsement, Electronic Word of Mouth,
and Customer Satisfaction to Purchasing Decision. Journal of Marketing and Consumer

Research, \Vol.67.

Nayak, M. S. D. P., & Narayan, K. A. (2019). Strengths and weaknesses of online surveys.

technology, 6(7), 0837-2405053138.

Nazelina, M., Novitasari, D., Fikri, M. A. A., & Asbari, M. (2020). The effect of brand image,
price and service quality on consumer decisions using delivery services. Journal of Industrial

Engineering & Management Research, 1(3), 135-147.

NOERMASARI, A. T. (2021). PENGARUH IKLAN/INFORMASI, KUALITAS
PELAYANAN DAN RELIGIUSITAS MAHASISWA PERBANKAN SYARIAH IAIN

TULUNGAGUNG TERHADAP MINAT MENJADI NASABAH DI BANK SYARIAH.

Nurdiansyah, Y., & Jayanto, A. D. (2021, December). Pengukuran kesiapan pengguna aplikasi
face to face polsek semboro menggunakan metode TRI (Technology Readiness Index). In
Prosiding Seminar Nasional Sains Teknologi dan Inovasi Indonesia (SENASTINDO) (Vol. 3,

pp. 135-144).


https://doi.org/10.29259/jmbs.v17i1.8858

153

Nurhamidah, R., & Fahlevi, R. (2023). Advertising Factors Affecting Purchase Intention of

Sportswear Products for Batam City People. Husnayain Business Review, 3(1), 22-32.

Nusran, M., Basri, M., Ahmad, L., & Paris, A. Y. (2018, July). Analysis of marketing mix on
the decision of the purchasing of Toyota Kijang Innova car using method of structural equation
modeling (SEM). In IOP Conference Series: Earth and Environmental Science (Vol. 175, No.1,

p. 012016). IOP Publishing.

Onsongo, S. K., Muathe, S. M., & Mwangi, L. W. (2020). Financial risk and financial
performance: evidence and insights from commercial and services listed companies in Nairobi

securities exchange, Kenya. International Journal of Financial Studies, 8(3), 51.

Papagiannidis, S., & Davlembayeva, D. (2022). Bringing smart home technology to peer-to-
peer accommodation: Exploring the drivers of intention to stay in smart accommodation.

Information systems frontiers, 24(4), 1189-1208.

Pefia-Garcia, N., Gil-Saura, I., Rodriguez-Orejuela, A., & Siqueira-Junior, J. R. (2020).

Purchase intention and purchase behavior online: A cross-cultural approach. Heliyon, 6(6).

Pham, Q. T., Tran, X. P., Misra, S., Maskelitinas, R., & Damasevicius, R. (2018). Relationship
between convenience, perceived value, and repurchase intention in online shopping in

Vietnam. Sustainability, 10(1), 156.

Pramudita, A. ., Widiharih, T., & Santoso, R. (2020). PENERAPAN STRUCTURAL
EQUATION MODELLING (SEM) UNTUK MENGANALISIS FAKTOR-FAKTOR YANG
MEMPENGARUHI KINERJA BISNIS (STUDI KASUS KAFE DI KECAMATAN
TEMBALANG DAN KECAMATAN BANYUMANIK PADA JANUARI 2019). Jurnal

Gaussian, 9(2), 122-134.



154

PrasadhRajendran, R., & Arun, C. J. (2020). Determinants of Advertising Effectiveness on

Facebook: A Conceptual Framework.

Rajesh, S., Raj, G., Dhuvandranand, S., & Kiran, D. R. (2019). Factors Influencing Customers’
Attitude towards SMS Advertisement: Evidence from Mauritius. Studies in Business and

Economics, 14(2), 141-159. https://doi.org/10.2478/sbe-2019-0031

Ramadhani, S., Suroso, A. I., & Ratono, J. (2020). Consumer attitude, behavioral intention, and
watching behavior of online video advertising on youtube. Jurnal Aplikasi Manajemen, 18(3),

493-503.

Riskos, K., Hatzithomas, L., Dekoulou, P., & Tsourvakas, G. (2022). The influence of
entertainment, utility and pass time on consumer brand engagement for news media brands: A

mediation model. Journal of Media Business Studies, 19(1), 1-28.

Sarstedt, M., Bengart, P., Shaltoni, A. M., & Lehmann, S. (2018). The use of sampling methods
in advertising research: A gap between theory and practice. International Journal of

Advertising, 37(4), 650-663.

Setiawan, C. R., & Briliana, V. (2021). Entertainment, Infomativeness, Credibility, Attitudes
Terhadap Purchase Intention Pada Subscriber Channel Youtube. Jurnal Bisnis Dan Akuntansi,

23(1), 111-120.

Shettar, R. M. (2019). Customer trust in electronic commerce: An overview. IOSR Journal of
Business and Management (IOSR-JBM), 21(24-31), 24-31. https://doi.org/10.9790/487X-

2102012431

Siahaan, G., Sariwulan, R. T., & Pahala, 1. (2023, February). The Role of Job Satisfaction, Job
Stress and its Impact on Organizational Commitment at XYZ Company. In Proceeding Medan

International Conference on Economic and Business (Vol. 1, pp. 518-531).


https://doi.org/10.2478/sbe-2019-0031

155

Sileyew, K. J. (2019). Research design and methodology. Cyberspace, 1-12.

Sugiyono, 2019. Statistika untuk Penelitian, Bandung: Penerbit CV. Alfabeta.

Sukmawati, S., Salmia, S., & Sudarmin, S. (2023). Population, Sample (Quantitative) and
Selection of Participants/Key Informants (Qualitative). Edumaspul: Jurnal Pendidikan, 7(1),

131-140.

Sutariningsih, N. M. A., & Widagda, I. G. N. J. A. (2021). Peran Brand Awareness Memediasi
Pengaruh Social Media Marketing Terhadap Purchase Intention (Doctoral dissertation,

Udayana University).

Tanuwijaya, J., & Gunawan, L. (2021). The Influence of Advertising Value towards the
Purchase Intention of MORA. id’s Products. Jurnal Entrepreneur dan Entrepreneurship, 10(1),

67-82.

Tejpal, K., & Patole, J. V. (2023). DETERMINANTS FOR THE FORMATION OF
ATTITUDE TOWARDS INTERNET ADVERTISEMENT: A REVIEW OF LITERATURE

FOR INDIAN MARKET. The Online Journal of Distance Education and e-Learning, 11(1), 1.

Thomas, M. A. (2019). Mathematization, not measurement: A critique of Stevens’ scales of

measurement. Journal of Methods and Measurement in the Social Sciences, 10(2), 76-94.

Tilahun, M., Berhan, E., & Tesfaye, G. (2023). Determinants of consumers’ purchase intention
on digital business model platform: evidence from Ethiopia using partial least square structural
equation model (PLS-SEM) technique. Journal of Innovation and Entrepreneurship, 12(1), 1-

28.

tom Dieck, M. C., Jung, T. H., & Rauschnabel, P. A. (2018). Determining visitor engagement
through augmented reality at science festivals: An experience economy perspective. Computers

in Human Behavior, 82, 44-53.



156

Trivedi, S. K., & Yadav, M. (2020). Repurchase intentions in Y generation: mediation of trust

and e-satisfaction. Marketing Intelligence & Planning, 38(4), 401-415.

Ulfa, R. (2018). Pengaruh Kualitas Layanan Dan Persepsi Harga Terhadap Word Of Mouth
Melalui Kepuasan Pelanggan Jasa Transportasi Ojek Online Di Yogyakarta (Master's thesis,

Universitas Islam Indonesia).

Wang, S. L., & Lan, N. T. N. (2018). A study on the attitude of customer towards viral video
advertising on social media: A case study in Viet Nam. The International Journal of Engineering

and Science, 7(6), 54-60.

Wardhana, A., Kartawinata, B. R., Akbar, A., & Muslimin, I (2021). THE EFFECT OF THE
USE OF INFLUENCER ON THE PURCHASE DECISION OF MSME CULINARY

PRODUCTS IN INDONESIA.

Wei, C. L., & Ho, C. T. (2019). Exploring signaling roles of service providers' reputation and
competence in influencing perceptions of service quality and outsourcing intentions. Journal

of Organizational and End User Computing (JOEUC), 31(1), 86-109.

Wicaksono, T. (2023). Predicting Online Purchase Intention on Marketplace.
INTERNATIONAL JOURNAL OF ECONOMICS, MANAGEMENT, BUSINESS, AND

SOCIAL SCIENCE (IJEMBIS), 3(3), 624-640.

Wiratno, D., & Abdurrahman, A. (2020). ANALISIS MARKETING MIX TERHADAP
LOYALITAS KONSUMEN MELALUI KEPUASAN KONSUMEN: PADA KERIPIK

MAICIH. JCA of Economics and Business, 1(02).

Wu, J., Wu, T., & Schlegelmilch, B. B. (2020). Seize the day: How online retailers should

respond to positive reviews. Journal of Interactive Marketing, 52(1), 52-60.



157

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affecting YouTube influencer
marketing credibility: a heuristic-systematic model. Journal of media business studies, 15(3),

188-213.

Zhang, T. C., Gu, H., & Jahromi, M. F. (2019). What makes the sharing economy successful?
An empirical examination of competitive customer value propositions. Computers in Human

Behavior, 95, 275-283.



