
	
   90	
  

DAFTAR PUSTAKA 

 
Aaker, D.A. (1996). Building Strong Brands. New York NY: The Free Press. 
 
Ananda, A. S., Hernández-García, Á, & Lamberti, L. (2015). Fashion in actions 

on social media. Spanish SME Fashion Brands Case Studies, 488-497. 
https://doi.org/10.13140/RG.2.1.2774.7686 

 
Anderson, E., & Weitz, B. (1989). Determinants of continuity in conventional 

industrial channel dyads. Marketing Science, Vol.8, No.4, 310–323.	
  
https://doi.org/10.1287/mksc.8.4.310 

 
Anderson, E.W., & Sullivan, M.W. (1993). The antecedents and consequences of 

customer satisfaction for firms. Marketing Science, Vol. 12 No. 2, 125-43. 
https://doi.org/10.1287/mksc.12.2.125 

 
Anderson, R.E., & Srinivasan, S.S. (2003). Satisfaction and e-loyalty : a 

contingency framework. Psychology and Marketing, vol. 20, no. 2, 123 – 
138. https://doi.org/10.1002/mar.10063 

 
APJII. (2016). Saatnya jadi pokok perhatian pemerintah dan industri. Buletin 

APJII Edisi 05 – November 2016. 
 
APJII. (2017). Penetrasi dan Perilaku Pengguna Internet Indonesia Survey 2017. 
 
Arnett, D.B., Laverie, D.A. and Meiers, A. (2003). Developing parsimonious 

retailer equity indexes using partial least squares analysis: a method and 
applications. Journal of Retailing, Vol. 79, 161-170. 
https://doi.org/10.1016/S0022-4359(03)00036-8 

 
Aula, P. (2010). Social media, reputation risk and ambient publicity management. 

Strategy & Leadership, Vol. 38 No. 6, 43-49. 
http://dx.doi.org/10.1108/10878571011088069 

 
Barnatt, C. (1998). Virtual communities and financial services - on-line business 

potentials and strategic choice. International Journal of Bank Marketing, 
Vol. 16 Iss 4, 161 – 169. http://dx.doi.org/10.1108/02652329810220710 

 
Bartlett, J. E., Kotrlik, J. W., & Higgins, C. C. (2001). Organizational research: 

Determining appropriate sample size in survey research. Information 
Technology, Learning, and Performance Journal, 19.  

 
BEKRAF. (2016). Press Release Pendukungan Subsektor 

Fashion39/SP/BHKP/BEKRAF/VIII/2016. 
http://www.bekraf.go.id/kegiatan/detail/press-release-pendukungan-
subsektor-fashion (akses 19 November 2017). 

 



	
   91	
  

Bontis, N., & Booker, L.D. (2007). The mediating effect of organizational 
reputation on customer loyalty and service recommendation in the banking 
industry. Management Decision Vol. 45 No. 9, 1426-1445. 
https://doi.org/10.1108/00251740710828681 

 
Brodie, R.J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in 

a virtual brand community: an exploratory analysis. Journal of Business 
Research, Vol 66, Iss1, 105-114. 
https://doi.org/10.1016/j.jbusres.2011.07.029 

 
Buhrmann, C.H. (2003). Virtual communities: implications for companies. South 

African Journal of Information Management Vol.5 (4). 
 
Bukhari, S.M.F., Ghoneim, A., Dennis, C., & Jamjoom, B. (2013). The 

antecedents of travellers’ e-satisfaction and intention to buy airline tickets 
online. Journal of Enterprise Information Management, Vol 26 No. 6, 
624–641. https://doi.org/10.1108/JEIM-07-2013-0040 

 
Chae, M., Kim, J., Kim, H., & Ryu, H. (2002). Information quality for mobile 

internet services: A theoretical model with empirical validation. Electronic 
Markets, 12:1, 38-46. http://dx.doi.org/10.1080/101967802753433254 

 
Chang, K.C. (2013). How reputation creates loyalty in the restaurant sector. 

International Journal of Contemporary Hospitality Management Vol. 25 
No. 4, 536-557. https://doi.org/10.1108/09596111311322916 

 
Corbitt, B.J., Thanasankit, T., & Yi, H. (2003). Trust and e-commerce: a study of 

consumer perceptions. Electronic Commerce Research & Applications, 
Vol. 2 No. 3, 203-15. https://doi.org/10.1016/S1567-4223(03)00024-3 

 
Delgado-Ballester, E. & Munuera-Aleman, J.L. (2001). Brand trust in the context 

of consumer loyalty. European Journal of Marketing, Vol. 35, No. 11-12, 
1238-1258. https://doi.org/10.1108/EUM0000000006475 

 
Dick, A.S., & Basu, K. (1994). Customer loyalty: toward an integrated conceptual 

framework. Journal of the Academy of Marketing Science, Vol. 22 No. 2, 
99-113. https://doi.org/10.1177/0092070394222001 

 
Dunk, A.S. (2002). Product quality, environmental accounting and quality 

performance. Accounting, Auditing & Accountability Journal, Vol. 15 Iss 5, 
719 – 732. http://dx.doi.org/10.1108/09513570210448975 

 
Fajriana, M. (2017). Biyan dan PT. XYZ raih pia alisjahbana awards di jfw 2018. 

Liputan 6. http://lifestyle.liputan6.com/read/3136571/biyan-dan-the-
goods-group-raih-pia-alisjahbana-awards-di-jfw-2018 (akses 24 November 
2017). 

 



	
   92	
  

Fornell, C., & Bookstein, F.L. (1982). Two structural equation models: lisrel and 
pls applied to consumer exit-voice theory. Journal of Marketing Research, 
Vol. 19, No. 4, 440-452. http://www.jstor.org/stable/3151718 

 
Fraenkel, J.R., Wallen, N.E., & Hyun, H.H. (2012). How to Design and Evaluate 

Research in Education 8th Ed. New York, NY: McGraw-Hill. 
 
Garbarino, E., & Johnson, M.S. (1999). The different roles of satisfaction, trust, 

and commitment in customer relationships. Journal of Marketing, Vol. 63, 
No. 2, 70-87. https://doi.org/10.2307/1251946 

 
Garvin, D.A. (1987). Competing on the eight dimensions of quality. Harvard 

Business Review, November Issue. https://hbr.org/1987/11/competing-on-
the-eight-dimensions-of-quality. 

 
Gefen, D. (2002). Customer loyalty in e-commerce. Journal of the Association for 

Information Systems, Volume 3, 27-51. 
 
Gefen, D., Karahanna, E., & Straub, D.W. (2003). Trust and TAM in online 

shopping: an integrated model. MIS Quarterly, Vol. 27 No. 1, 51-90. 
 
Gul, R. (2014). The relationship between reputation, customer satisfaction, trust, 

and loyalty. Journal of Public Administration and Governance, Vol. 4, No. 
3, 368 – 387. http://dx.doi.org/10.5296/	
  jpag.v4i3.6678 

 
Hair, J.F., Ringle, C.M., & Sarstedt, M. (2013). Partial least squares structural 

equation modeling: rigorous applications, better results and higher 
acceptance. Long Range Planning, Vol. 46 No 1–2, 1–12. 
http://dx.doi.org/10.1016/j.lrp.2013.01.001 

 
Hajli, M.N. (2014). A study of the impact of social media on consumers. 

International Journal of Market Research Vol. 56 Issue 3, 387-404. 
https://doi.org/10.2501/UMR-2014-025 

 
Hanaysha, J., & Hilman, H. (2015). The impact of product innovation on 

relationship quality in automotive industry: strategic focus on brand 
satisfaction, brand trust, and brand commitment. Asian Social Science; Vol. 
11, No. 10, 94-104. http://dx.doi.org/10.5539/ass.v11n10p94 

 
Helm, S., Eggert, A., & Garnefeld, I. (2010). Modeling the impact of corporate 

reputation on customer satisfaction and loyalty using partial least squares. 
Handbook of Partial Least Squares, 515-534.  

 
Hulland, J. (1999). Use of partial least squares (PLS) in strategic management 

research: a review of four recent. Strategic Management Journal, Vol. 20, 
195. https://doi.org/10.1002/(SICI)10970266(199902)20:2<195::AID-
SMJ13>3.0.CO;2-7 

 



	
   93	
  

Innovation. (n.d). Di BusinessDictionary.com. 
http://www.businessdictionary.com/definition/innovation.html (akses 26 
November 2017) 

 
Jahanshahi, A.A., Gashti, M.A.H., Mirdamadi, S.A., Nawaser, K., & Khaksar, 

S.M.S. (2011). Study of effects of customer service and product quality on 
customer satisfaction and loyalty. International Journal of Humanities and 
Social Science. Vol.1 No.7, 253-260. https://doi.org/10.1.1.452.6218 

 
Jarvenpaa, S.L., Tractinsky, N., & Vitale, M. (2000) Consumer trust in an internet 

store. Information Technology and Management, Vol. 1, 45-71. 
https://doi.org/10.1023/A:1019104520776 

 
Jinyang, L. (2015). Knowledge sharing in virtual communities: a social exchange 

theory perspective. Journal of Industrial Engineering and Management 
JIEM, Vol. 8(1), 170-183. http://dx.doi.org/10.3926/jiem.1389 

 
Jøsang, A., Ismail, R., & Boyd, C. (2007). A survey of trust and reputation 

systems for online service provision. Decision Support Systems 43, 618 – 
644. https://doi.org/10.1016/j.dss.2005.05.019 

 
Klein, B.D. (2017). On the development and application of a framework for 

understanding the properties and information quality of online reputation 
systems. Journal of the Midwest Association for Information Systems 
(JMWAIS), Vol. 2017, Iss. 1, Article 3, 35-52.  

 
Knight, G.A. & Cavusgil, S.T. (2004). Innovation, organizational capabilities, and 

the born-global firm. Journal of International Business Studies, Vol 35, 
124–141. https://doi.org/10.1057/palgrave.jibs.8400096 

 
Kotler, P. & Keller, K.L. (2016). Marketing Management, Global Edition 15th 

Edition. London: Pearson Education, Inc. 
 
Kracher, B., Corritore, C.L., & Wiedenbeck, S. (2005) A foundation for 

understanding online trust in electronic commerce. Journal of Information, 
Communication and Ethics in Society, Vol. 3 Issue: 3, 131-141, 
https://doi.org/10.1108/14779960580000267 

 
Laroche, M., Habibi, M.R., and Richard, M.O. (2013). To be or not to be in social 

media: How brand loyalty is affected by social media?. International 
Journal of Information Management 33, 76–82. 
http://dx.doi.org/10.1016/j.ijinfomgt.2012.07.003 

 
Liang, T.P. & Turban, E. (2011). Introduction to the special issue social 

commerce: a research framework for social commerce. International 
Journal of Electronic Commerce / Winter 2011–12, Vol. 16, No. 2, 5–13. 
https://doi.org/10.2753/JEC1086-4415160201. 

 



	
   94	
  

Li, Y.M., & Yeh, Y.S. (2009). Service quality’s impact on mobile satisfaction and 
intention touse 3G service. Proceedings of the 42nd Hawaii International 
Conference on System Sciences, 1-10. 
https://doi.org/10.1109/HICSS.2009.387 

 
Molina, M.E.R., Saura, I.G., & Francés, D.S. (2017) Innovation as a key to 

strengthen the effect of relationship benefits on loyalty in retailing. 
Journal of Services Marketing, Vol. 31 Issue: 2, 131-141. 
https://doi.org/10.1108/JSM-12-2015-0387. 

 
McQuitty, S., Finn, A., & Wiley, J.B. (2000). Systematically varying consumer 

satisfaction and its implications for product choice. Academy of Marketing 
Science Review, Vol 2000 No. 10. https://doi.org/10.1.1.127.2240 

 
Napompech, K. (2014). Factors driving consumers to purchase clothes through 

ecommerce in social networks. Journal of Applied Sciences 14(17), 1936-
1943. https://doi.org/10.3923/jas.2014.1936.1943. 

 
Naveed, T., Akhtar, I., & Cheema, K.U.R. (2013). The impact of innovation on 

customer satisfaction and brand loyalty: a study of the students of 
faisalabad. Journal of Leadership & Organizational Studies. Vol. 2, Issue 
2, 62-68. 

 
Nemati, A.R., Khan, K., & Iftikhar, M. (2010). Impact of innovation on customer 

satisfaction and brand loyalty, a study of mobile phones users in pakistan. 
European Journal of Social Sciences – Vol. 16, No. 2, 299-306.  

 
Pavlou, P.A. (2003). Consumer acceptance of electronic commerce: Integrating 

trust and risk with the technology acceptance model. International Journal 
of Electronic Commerce, Vol. 7 No. 3, 101-134.  

 
Purwanti, T. (2017). 25 Juta Konsumen Siap Masuki Pasar Online pada 2020. 

Warta Ekonomi. https://www.wartaekonomi.co.id/read127829/25-juta-
konsumen-siap-masuki-pasar-online-pada-2020.html. 

 
Rao, S.S., Raghunathan, T.S., & Solis, L.E. (1997). A comparative study of 

quality practices and results in india, china and mexico. Journal of Quality 
Management Vol. 2, Issue 2, 235-250. https://doi.org/10.1016/S1084-
8568(97)90005-5. 

 
Razak, I., Nirwanto, N., & Triatmanto, B. (2016). The impact of product quality 

and price on customer satisfaction with the mediator of customer value. 
Journal of Marketing and Consumer Research, An International Peer-
reviewed Journal Vol.30, 2016, 59-68. 

 
 
 



	
   95	
  

Razzaque, M.A., & Boon, T.G.  (2003). Effects of dependence and trust on 
channel satisfaction, commitment and cooperation. Journal of Business to 
Business marketing, vol. 10, no. 4, pp. 23-48. 
https://doi.org/10.1300/J033v10n04_02 

 
Reichheld, F. F. & Schefter. P. (2000). E – loyalty: Your secret weapon on the 

web. Havard Business Review, vol. 78, no. 4, 105-113. 
https://hbr.org/2000/07/e-loyalty-your-secret-weapon-on-the-web. 

 
Ribbink, D., van Riel, A.C.R., Liljander, V., & Streukens, S. (2004). Comfort 

your online customer: quality, trust and loyalty on the internet. Managing 
Service Quality Volume 14, Number 6, 446-456. 
https://doi.org/10.1108/09604520410569784 

 
Ridings, C.M., Gefen, D., & Arinze, B. (2002). Some antecedents and effects of 

trust in virtual communities. Journal of Strategic Information Systems Vol. 
11, 271–295. 

 
Rosario, M. (2016). How to increase customer loyalty in e-commerce. The 

Business Journals. https://www.bizjournals.com/bizjournals/how-
to/marketing/2016/05/how-to-increase-customer-loyalty-in-e-
commerce.html. (akses 24 November 2017) 

 
Rust, R. T. & Zahorik, A. J. (1993). Customer satisfaction, customer retention, 

and market share. Journal of Retailing, vol. 69, no. 2, 193-215. 
https://doi.org/1016/0022-4359(93)90003-2 

 
Selnes, F. (1993). An examination of the effect of product performance on brand 

reputation, satisfaction and loyalty. European Journal of Marketing, Vol. 
27, Issue: 9, 19-35. https://doi.org/10.1108/03090569310043179 

 
Sekaran, U., & Bougie, R. (2016). Research Methods for Business : A Skill-

Building Approach Seventh Edition. West Sussex, UK: Wiley. 
 
Shadkam, M. & O’hara, J. (2011). Influence of virtual communities on online 

consumers’ trust. 2011 International Conference on E-business, 
Management and Economics IPEDR Vol. 25, 99-103. 

 
Somani, C. (2012). Virtual community: the new hope for e-commerce. Indian 

Journal of Computer Science and Engineering (IJCSE), Vol. 3 No. 1, 20-
23. 

 
Srinivasan, S.S., Anderson, R. & Ponnavolu, K. (2002). Customer loyalty in e-

commerce: an exploration of its antecedents and consequences. Journal of 
Retailing, Vol. 78 No. 1, 41-50. https://doi.org/10.1016/S0022-
4359(01)00065-3. 

 



	
   96	
  

Suki, N.M. (2011). A structural model of customer satisfaction and trust in 
vendors involved in mobile commerce. Int. Journal of Business Science 
and Applied Management, Volume 6, Issue 2, 18-30.  

 
Suzianti, A., Faradilla, N.D.P., & Anjani S. (2015). Customer preference analysis 

on fashion online shops using the kano model and conjoint analysis. 
International Journal of Technology, Vol 5, 881-885. 

 
Purwanti, T. (2017). 25 juta konsumen siap masuki pasar online pada 2020. Warta 

Ekonomi. https://www.wartaekonomi.co.id/read127829/25-juta-konsumen-
siap-masuki-pasar-online-pada-2020.html (akses 20 November 2017). 

 
Tellis, G.J., Yin, E., & Niraj, R. (2009). Does quality win? Network effects versus 

quality in high-tech markets. Journal of Marketing Research: April 2009, 
Vol. 46, No. 2, 135-149. https://doi.org/10.1509/jmkr.46.2.135 

 
Thurau, T. H., & Klee, A. (1997). The impact of customer satisfaction and 

relationship qualty on customer retention: a critical reassessment and 
model development. Psychology & Marketing, vol. 14, no. 8, 737-764. 
https://doi.org/	
  10.1002/(SICI)1520-6793(199712)14:8<737::AID-
MAR2>3.0.CO;2-F 

 
Torres, J. A. S. & Cañada. F. J. A. (2017). Building brand loyalty in e-commerce 

of fashion lingerie. Journal of Fashion Marketing and Management:An 
International Journal, Vol. 21 Iss 1, pp. –
.http://dx.doi.org/10.1108/JFMM-05-2016-0047 

 
Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction 

on purchase intentions. International Journal of Consumer Studies, vol. 30, 
no. 2, 207–217. http://dx.doi.org/10.1111/j.1470-6431.2005.00477.x 

 
Ulusu, Y., Erdem, S.,	
  & Durmus, B. (2016). Influence of social media based brand 

communities on brand trust. European Journal of Business and 
Management, Vol. 8, No. 35, 67 – 74. 

 
Uncles, M.D., Dowling, G.R., & Hammond, K. (2003). Customer loyalty and 

customer loyalty programs. Journal of Consumer Marketing, Vol. 20 No. 4, 
294-316. https://doi.org/10.1108/07363760310483676 

 
Wei, C., Yu, Z.J., & Chen, X.N. (2017). Research on social e-commerce 

reputation formation and state-introduced model. Kybernetes, Vol. 46 
Issue: 6. http://dx.doi.org/10.1108/K-08-2016-0203. 

 
Widoyoko, S.E.P. (2017). Teknik penyusunan instrumen penelitian. Yogyakarta: 

Pustaka Pelajar. 
 



	
   97	
  

Xiang, Z., Li, X., & Yang, J. (2013). Customer satisfaction scoring for innovative 
product management based on extenics. Procedia Computer Science 17, 
1178 – 1185. https://doi.org/10.1016/j.procs.2013.05.150 

 
Yeh, Y.S., & Li, Y.M. (2009). Building trust in m-commerce: contributions from 

quality and satisfaction. Online Information Review, Vol. 33 Iss 6, 1066 – 
1086. http://dx.doi.org/10.1108/14684520911011016 

 
Yuen, E.F.T., & Chan, S.S.L. (2010). The effect of retail service quality and 

product quality on customer loyalty. Journal of Database Marketing & 
Customer Strategy Management, Vol. 17, 222–240. 
https://doi.org/10.1057/dbm.2010.13 

 
Yulistara, A. (2018). Pria indonesia lebih suka belanja online dibanding wanita. 

CNBC Indonesia. 
https://www.cnbcindonesia.com/lifestyle/20180218101031-33-4647/pria-
indonesia-lebih-suka-belanja-online-dibanding-wanita. (akses 1 Juni 2018) 

 
Zeithaml, V.A. (2000). Service quality, profitability, and the economic worth of 

customers: what we know and what we need to learn. Journal of the 
academy of marketing science, Vol.28 No.1, 67-85. 
https://doi.org/10.1177/0092070300281007 

 
Zhenxiang, W., & Lijie, Z. (2011). Case study of online retailing fast fashion 

industry. International Journal of e-Education, e-Business, e-Management 
and e-Learning, Vol. 1 No. 3, 195-200. 

	
  

 




