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Hamari, Juho, M. Sjöklint, and A. Ukkonen. (2016). The sharing economy: Why 

people participate in collaborative consumption. Journal of the Association 

for Information Science & Technology, pp. 2047-2059.  

Han, L., Wang, L., Zho, S. and Li, J. (2017).  The intention to adopt electric 

vehicles: driven by functional and non-functional values. Transportation 

Research Part A, Vol. 103, pp. 185-197.  

Hart, P. and Saunders, C. (1997).  Power and trust: critical factors in the adoption 

and use of electronic data interchange. Organization Science, Vol. 8, pp. 

23-42.  

Homburg, C. and Annette G. C. (2001).  Personal characteristics as moderators of 

the relationship between customer satisfaction and loyalty – an empirical 

analysis. Psychology & Marketing, Vol. 18 No. 1, pp. 43-66.  

Hsu, C. L. and Lin, J. C. C. (2015). What drives purchase intention for paid mobile 

apps?–an expectation confirmation model with perceived value. Electronic 

Commerce Research and Applications, Vol. 14 No. 1, pp. 46-57.  

Hsu, C. L., and Lin, C. C. (2015).  What drives purchase intention for paid mobile 

apps? – an expectation confirmation model with perceived value. Electronic 

Commerce Research & Applications  pp. 46-57.  

Hu, T., Kettinger, W. J. and Poston, R. S. (2015).  The effect of online social value 

on satisfaction and continued use of social media. European Journal of 

Information Systems, Vol. 24 No. 4, pp. 391-410.  

Hur, W. M., Kim, Y. and Park, K. (2013).  Assessing the effects of perceived value 

and satisfaction on customer loyalty: a ‘green’ perspective. Corporate 

Social Responsibility and Environmental Management, Vol. 20 No. 3, pp. 

146-156.  

Hwang, J. and Kandampully, J. (2012).  The role of emotional aspects in younger 

consumer-Brand relationships. Journal of Product and Brand Management, 

Vol. 21 No. 2, pp. 98-108.  

Issock I. P. B., Mpinganjira, M. and Duh, H. (2017).  Segmenting and profiling 

South African households’ electricity conservation behavior. Social 

Marketing Quarterly, Vol. 23 No. 3, pp. 249-265.  

Issock I. P. B., Mpinganjira, M. and Lombard, M. R. (2019).  Modelling green 

customer loyalty and positive word of mouth can environmental knowledge 

make the difference in an emerging market?. International Journal of 

Emerging Markets Vol. 15 No. 3, 2020 pp. 405-426  

Iyer, P., Davari, A. and Mukherjee, A. (2018).  Investigating the effectiveness of 

retailers’ mobile applications in determining customer satisfaction and 

repatronage intentions? A congruency perspective. Journal of Retailing and 

Consumer Services, Vol. 44, pp. 235-243.  

Jalilvand, M. R., Salimipour, S., Elyasi, M. and Mohammadi, M. (2017).  Factors 

influencing word of mouth behaviour in the restaurant industry. Marketing 

Intelligence & Planning, Vol. 35 No. 1, pp. 81-110.  

Jeong, E. and Jang, S. S. (2011).  Restaurant experiences triggering positive 

electronic word-of-mouth (eWOM) motivations. International Journal of 

Hospitality Management, Vol. 30 No. 2, pp. 356-366.  



 

139 
 

Jiang, Y. and Kim, Y. (2015).  Developing multi-dimensional green value: 

extending social exchange theory to explore customers’ purchase intention 

in green hotels – evidence from Korea . International Journal of 

Contemporary Hospitality Management, Vol. 27 No. 2, pp. 308-334. 

Johnson, M. D., Anderson, E. W. and Fornell, C. (1995).  Rational and adaptive 

performance expectations in a customer satisfaction framework. Journal of 

Consumer Research, Vol. 21 No. 4, pp. 695-707.  

Kabu K. & Soniya M. (2017). CUSTOMER SATISFACTION AND CUSTOMER 

LOYALTY. CENTRIA UNIVERSITY OF APPLIED SCIENCES Business 

Management 

Keller, K. (2003).  Brand synthesis: the multidimensionality of brand knowledge . 

Journal of ConsumerResearch,Vol.29 No.4, 595-600. 

Khan, S. N. and Mohsin, M. (2017).  The power of emotional value: exploring the 

effects of values on green product consumer choice behavior. Journal of 

Cleaner Production, Vol. 150, pp. 65-74.  

Kim, Y. and Han, H. (2010).  Intention to pay conventional-hotel prices at a green 

hotel–a modification of the theory of planned behavior. Journal of 

Sustainable Tourism, Vol. 18 No. 8, pp. 997-1014.  

Kim, Y., Eves, A. and Scarles, C. (2009).  Building a model of local food 

consumption on trips and holidays: a grounded theory approach. 

International Journal of Hospitality Management, Vol. 28 No. 4, pp. 423-

431.  

Koller, M., Floh, A. and Zauner, A. (2011).  Further insights into perceived value 

and consumer loyalty: a ‘green’ perspective. Psychology & Marketing, Vol. 

28 No. 12, pp. 1154-1176.  

Kordshouli, H. R., Ebrahimi, A. and Bouzanjani, A. A. (2015).  An analysis of the 

green response of consumers to the environmentally friendly behaviour of 

corporations. Iranian Journal of Management Studies, Vol. 8 No. 3, pp. 315-

334.  

Kotler, P. and Armstrong, G. (2018).  Principles of Marketing. 17th edn., Pearson 

Education Limited 

Kumar, V., Dalla P. I. and Ganesh, J. (2013).  Revisiting the satisfaction–loyalty 

relationship: empirical generalizations and directions for future research. 

Journal of Retailing, Vol. 89 No. 3, pp. 246-262.  

Kumar, V., Petersen, J. A. and Leone, R. P. (2010).  Driving profitability by 

encouraging customer referrals: who, when, and how. Journal of 

Marketing, Vol. 74 No. 5, pp. 1-17.  

Kwang-Ho, A. and Kim, M. (2011). Building brand loyalty through managing 

brand community commitment. Management Decision, Vol. 49 No. 7, pp. 

1194-1213.  

Lam, A. Y., Lau, M. M. and Cheung, R. (2016).  Modelling the relationship among 

green perceived value, green trust, satisfaction, and repurchase intention of 

green products. Contemporary Management Research, Vol. 12 No. 1, pp. 

47-60.  



 

140 
 

Lam, S. Y. and Shankar, V. (2014).  Asymmetries in the effects of drivers of Brand 

loyalty between early and late adopters and across technology generations. 

Journal of Interactive Marketing, Vol. 28 No. 1, pp. 26-42.  

Lee, J. S., Lee, C. K. and Choi, Y. (2011).  Examining the role of emotional and 

functional values in festival evaluation. Journal of Travel Research, Vol. 50 

No. 6, pp. 685-696. 

Li, H., Aham-Anyanwu, N., Tevrizci, C. and Luo, X. (2015).  The interplay between 

value and service quality experience: e-loyalty development process 

through the eTailQ scale and value perception. Electronic Commerce 

Research, Vol. 15 No. 4, pp. 585-615.  

Liang, R. D. (2016).  Predicting intentions to purchase organic food: the 

moderating effects of organic food prices. British Food Journal, Vol. 118 

No. 1, pp. 183-199.  

Lin, P. C. and Huang, Y. H. (2012).  The influence factors on choice behavior 

regarding green products based on the theory of consumption values. 

Journal of Cleaner Production, Vol. 22 No. 1, pp. 11-18.  

Llach, J., Marimon, F., Alonso-Almeida, M. D. M. and Bernardo, M. (2013).  

Determinants of online booking loyalties for the purchasing of airline 

tickets. Tourism Management, Vol. 35, pp. 23-31.  

Luo, H., Ma, L., Lin, X. and Gan, X. (2011). Longitudinal research on consumers’ 

trust in B2C E-business. Service Systems and Service Management 

(ICSSSM), 2011 8th International Conference, IEEE, pp. 1-6.  

Mano, H. and Oliver, R. L. (1993).  Assessing the dimensionality and structure of 

the consumption experience: evaluation, feeling, and satisfaction. Journal 

of Consumer Research, Vol. 20 No. 3, pp. 451-466.  

Martenson R. (2007).  Corporate brand image, satisfaction and store loyalty: a 

study of the store as a brand, store brands and manufacturer brands . Int J 

Retail Distrib Manage. 35:544–555.  

Martínez, P. (2015).  Customer loyalty: exploring its antecedents from a green 

marketing perspective. International Journal of Contemporary Hospitality 

Management, Vol. 27 No. 5, pp. 896-917.  

Martínez, P. and Del Bosque, I. R. (2013).  CSR and customer loyalty: the roles of 

trust, customer identification with the company and satisfaction. 

International Journal of Hospitality Management, Vol. 35, pp. 89-99.  

Mathwick, C., Malhotra, N. and Rigdon, E. (2001).  Experiential value: 

conceptualization, measurement and application in the catalog and internet 

shopping environment. Journal of Retailing, Vol. 77 No. 1, pp. 39-56.  

Meuter, M. L., Ostrom, A. L., Roundtree, R. I. and Bitner, M. S. (2000). Self-service 

technologies: understanding customer satisfaction with technology-based 

service encounters. Journal of Marketing, Vol. 64 No. 3, pp. 50-64.  

Mithas, S., Krishnan, M. S., Fornell, C. (2005) . Why do customer relationship 

management applications affect customer satisfaction? . J. Mark, 69, 201–

209 

Mokhtaran, M., Fakharyan, M., Jalilvand, M. R. and Mohebi, M. (2015).  The effect 

of service climate on perceived service value and behavioral intentions: the 



 

141 
 

mediating role of service quality. Asia Pacific Journal of Tourism Research, 

Vol. 20 No. 4, pp. 472-486.  

Moon, S. J., Costello, J. P. and Koo, D. M. (2017).  The impact of consumer 

confusion from eco-labels on negative WOM, distrust, and dissatisfaction. 

International Journal of Advertising, Vol. 36 No. 2, pp. 246-271.  

Morgan, R. M. and Hunt, S. D. (1994).  The commitment-trust theory of relationship 

marketing. The Journal of Marketing, Vol. 58 No. 3, pp. 20-38.  

Mpinganjira, M., Roberts-Lombard, M. and Svensson, G. (2017).  Validating the 

relationship between trust, commitment, economic and non-economic 

satisfaction in South African buyer-supplier relationships. Journal of 

Business & Industrial Marketing, Vol. 32 No. 3, pp. 421-431.  

Mustonen, N., Karjaluoto, H. and Jayawardhena, C. (2016). Customer 

environmental values and their contribution to loyalty in industrial markets. 

Business Strategy and the Environment, Vol. 25 No. 7, pp. 512-528. 

Norazah, M. S. (2013).  Consumer ecological behaviour: structural relationships 

of environmental knowledge, healthy food, and healthy way of life. Journal 

Sustainable Science and Management, Vol. 8 No. 2, pp. 100-107.  

Nuttavuthisit, K. and Thøgersen, J. (2017).  The importance of consumer trust for 

the emergence of a market for green products: the case of organic food. 

Journal of Business Ethics, Vol. 140 No. 2, pp. 323-337.  

O’Cass, A. and Frost, H. (2002).  Status brands: examining the effects of non-

product‐related brand associations on status and conspicuous consumption. 

Journal of Product and Brand Management, Vol. 11 No. 2, pp. 67-88.  

Oliver, R. L. (1980).  A cognitive model of the antecedents and consequences of 

satisfaction decisions. Journal of Marketing Research, Vol. 17 No. 4, pp. 

460-469.  

Oliver, R. L. (1997).  Satisfaction: A Behavioural Perspective on the Consumer. 

McGraw Hill, New York, NY. 

Oliver, R. L. (1999).  Whence consumer loyalty?. Journal of Marketing, Vol. 63 

No. 4 suppl1, pp. 33-44.  

Olmsted, P. (2017).  For Love Or Money: Harnessing Environmental Values and 

Financial Incentives To Promote Conservation Stewardship. Vancouver : 

University of British Columbia Library 

Ong, H. J., Lee, C. K., Park, J. A., Hwang, Y. H. and Reisinger, Y. (2015).  The 

influence of tourist experience on perceived value and satisfaction with 

temple stays: the experience economy theory. Journal of Travel and Tourism 

Marketing, Vol. 32 No. 4, pp. 401-415.  

Ottman, J., (2011).  The new rules of green marketing: Strategies, tools, and 

inspiration for sustainable branding . Sheffield: Greenleaf Publishing, 

2011. ISBN 978-1-906093-44-0. 

Ozaki, R. and Sevastyanova, K. (2011).  Going hybrid: an analysis of consumer 

purchase motivations. Energy Policy, Vol. 39 No. 5, pp. 2217-2227.  

Paata L., (1996). Towards the teleological understanding of economic value. 

International Journal of Social Economics, Vol. 23 Iss 9 pp. 4 - 14 



 

142 
 

Papista, E., Chrysochou, P., Krystallis, A. and Dimitriadis, S. (2018).  Types of 

value and cost in consumer–green brands relationship and loyalty 

behaviour. Journal of Consumer Behaviour, Vol. 17 No. 1, pp. e101-e113.  

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. E. S. Q. (2006).  A multiple-item 

scale for assessing eletronic service quality . Journal of Service Research, 

7(3), 213-233.  

Park J, Robertson R, Wu C. (2004).  The effect of airline service quality on 

passengers’ behavioural intentions: a Korean case study . J Air Transp 

Manage. 10:435–439.  

Paul, J., Modi, A. and Patel, J. (2016).  Predicting green product consumption using 

theory of planned behavior and reasoned action. Journal of Retailing and 

Consumer Services, Vol. 29, pp. 123-134.  

Pena, A. I. P., Jamilena, D. M. F. and Molina, M. A. R. (2012).  The perceived value 

of the rural tourism and its effect on rural tourist behaviour. Journal of 

Sustainable Tourism, Vol. 20 No. 8, pp. 1045-1065. 

Pickett-Baker, J. and Ozaki, R. (2008). Pro-environmental products: marketing 

influence on consumer purchase decision. Journal of Consumer Marketing, 

Vol. 25 No. 5, pp. 281-293.  

Prebensen, N. K. and Xie, J. (2017).  Efficacy of co-creation and mastering on 

perceived value and satisfaction in tourists’ consumption. Tourism 

Management, Vol. 60, pp. 166-176.  

R. Cheung, A. Y. C. Lam, and M. L. Mei,. (2015). Drivers of green product 

adoption: the role of green perceived value, green trust and perceived 

quality. Journal of Global Scholars of Marketing Science, pp.232-245.  

Rajaguru, R. (2016).  Role of value for money and service quality on behavioural 

intention: a study of full service and low cost airlines. Journal of Air 

Transport Management, Vol. 53, pp. 114-122.  

Rotter, J. (1971).  Generalised expectancies for interpersonal trust. American 

Psychologist, Vol. 26 No. 5, p. 443.  

Sangroya, D. and Nayak, J. K. (2017). Factors influencing buying behaviour of 

green energy consumer. Journal of Cleaner Production, Vol. 151, pp. 393-

405.  

Sarkar, A. (2014). Brand love in emerging market: a qualitative investigation. 

Qualitative Market Research, Vol. 17 No. 4, pp. 481-494.  

Sarumathi, S., (2014).  Green purchase behavior–a conceptual framework of 

socially conscious consumer behavior . Glob. J. Financ. Manag. 6 (8), 777–

782. 

Schlosser, A. E., White, T. B. and Lloyd, S. M. (2006).  Converting web site visitors 

into buyers: how web site investment increases consumer trusting beliefs 

and online purchase intentions. Journal of Marketing, Vol. 70 No. 2, pp. 

133-148.  

Sekaran, U. (2003).  Metodologi Penelitian untuk Bisnis . Jakarta: Salemba Empat. 

Shamdasani, P. Chon-Lin, G. O. and Richmond, D. (1993).  Exploring green 

consumers in an Oriental culture: role of personal and marketing mix 

factors. ACR North American Advances.  



 

143 
 

Shao, Z., Guo, Y., Ge, C. (2019) . Impact of Preceived Calue on Customer 

Satisfaction and Continuance Intention of Bicycle Sharing Service. 

Proceedings on the 52nd Hawaii International Conference on Systme 

Sciences 

Sheth, J. N., Newman, B. I. and Gross, B. L. (1991).  Consumption Values and 

Market Choices . Theory and Applications, South-Western Publishing, 

Cincinnati, OH.  

Sheth, J. N., Newman, B.I. and Gross, B. L. (1991).  Why we buy what we buy: a 

theory of consumption values. Journal of Business Research, Vol. 22 No. 2, 

pp. 159-170.  

Silva, G. M. and Goncalves, H. M. (2016). Causal recipes for customer loyalty to 

travel agencies: differences between online and offline customers. Journal 

of Business Research, Vol. 69 No. 11, pp. 5512-5518.  

Sivesan, S., Achchuthan, S., Umanakenan, R., (2013).   Green Marketing Practices 

and Customer Satisfaction: A Special Reference to Leather Goods. Global 

Journal of Management and Business Research, Vol 13, Issue 3. 

Skirbekk, H. and Skirbekk, G. (2012). Tillit og mistillit. Norge og Sicilia. in 

Skirbekk, H. and Grimen, H. (Eds), Tillit i Norge, Pax Publica, Oslo.  

Skirbekk, H., Middelthon, A. L., Hjortdahl, P. and Finset, A. (2011). Mandates of 

trust in the doctor- patient relationship. Qualitative Health Research, Vol. 

21 No. 9, pp. 1182-1190.  

Soutar, G. (2001).  Service quality, customer satisfaction, and value: an 

examination of their relationships , in Kandampully, J., Mok, C. and Sparks, 

B. (Eds), Service Quality Management in Hospitality, Tourism, and Leisure. 

The Haworth Hospitality Press, Binghamton, NY, pp. 97-110.  

Sriram, S. (2014).  Toward an integrative approach to designing service 

experiences. Journal of Operations Management, Vol. 22 No. 1, pp. 609-

627. 

Straughan, R. D. and Roberts, J. A. (1999).  Environmental segmentation 

alternatives: a look at green consumer behavior in the new millennium. 

Journal of Consumer Marketing, Vol. 16 No. 6, pp. 558-575.  

Sugiyono. (2010).  Metode Penelitian Admisnistrasi: Pendekatan Kuantitatif, 

Kualitatif dan R&D. Bandung: Alfabeta. 

Suki, N. M. (2013). Green awareness effect on consumers’ purchasing decision: 

some insights from Malaysia. International Journal of Asia Paficic Studies, 

Vol. 9 No. 1, pp. 49-63.  

Suki, N. M. (2015).  Customer environmental satisfaction and loyalty in the 

consumption of green products. International Journal of Sustainable 

Development & World Ecology, Vol. 22 No. 4, pp. 292-301.  

Suki, N. M. (2016). Consumer environmental concern and green product purchase 

in Malaysia: structural effects of consumption values. Journal of Cleaner 

Production, Vol. 132, pp. 204-214.  

Suki, N. M. (2017). Green products usage: structural relationships on customer 

satisfaction and loyalty. International Journal of Sustainable Development 

& World Ecology, Vol. 24 No. 1, pp. 88-95.  



 

144 
 

Swan, J. E. and Oliver, R. L. (1989).  Postpurchase communications by consumers. 

Journal of Retailing, Vol. 65 No. 4, pp. 516-533.  

Sweeney, J. C. and Soutar, G. N. (2001). Consumer perceived value: the 

development of a multi item scale. Journal of Retailing, Vol. 77 No. 2, pp. 

203-220.  

Taufique, K. M. R., Vocino, A. and Polonsky, M. J. (2017).  The influence of eco-

label knowledge and trust on pro-environmental consumer behaviour in an 

emerging market. Journal of Strategic Marketing, Vol. 25 No. 7, pp. 511-

529.  

Tsay, Y. Y. (2009), August).  The impacts of economic crisis on green consumption 

in Taiwan. PICMET’09-2009 Portland International Conference on 

Management of Engineering & Technology, IEEE, pp. 2367-2374.  

Valentinov, V. (2013).  Corporate social responsibility and sustainability: insights 

from boulding and Luhmann. International Journal of Sustainable 

Development & World Ecology, Vol. 20 No. 4, pp. 317-324.  

Vesel, P. and Zabkar, V. (2009). Managing customer loyalty through the mediating 

role of satisfaction in the DIY retail loyalty program. Journal of Retailing & 

Consumer Services, Vol. 16 No. 5, pp. 396-406.  

Walsh, G., Shiu, E. and Hassan, L. M. (2014).  Replicating, validating, and 

reducing the length of the consumer perceived value scale. Journal of 

Business Research, Vol. 67 No. 3, pp. 260-267.  

Wang, J., Wang, S., Xue, H., Wang, Y. and Li, J. (2018).  Green image and 

consumers’ word-of-mouth intention in the green hotel industry: the 

moderating effect of millennials. Journal of Cleaner Production, Vol. 181, 

pp. 426-436.  

Wang, Y., Po Lo, H., Chi, R. and Yang, Y. (2004).  An integrated framework for 

customer value and customer-relationship-management performance: a 

customer-based perspective from China. Managing Service Quality: An 

International Journal, Vol. 14 Nos 2/3, pp. 169-182.  

Watson, G. F., Beck, J. T., Henderson, C. M. and Palmatier, R. W. (2015).  

Building, measuring, and profiting from customer loyalty. Journal of the 

Academy of Marketing Science, Vol. 43 No. 6, pp. 790-825.  

Williams, P. and Soutar, G.N. (2009).  Value, satisfaction and behavioural 

intentions in an adventure tourism context. Annals of Tourism Research, 

Vol. 36 No. 3, pp. 413-438. 

Wu, H. C. and Cheng, C. C. (2017).  What drives green advocacy? A case study of 

leisure farms in Taiwan. Journal of Hospitality and Tourism Management, 

Vol. 33, pp. 103-112.  

Wu, X., Zhou, H., Hu, M., and Li, J. (2012).  Perceived values, satisfaction and 

continuance: an empirical examination of users of 3G services. Journal of 

Psychological Science, 2012, pp. 943-950.  

Yi, Y. and Jeon, H. (2003). Effects of loyalty programs on value perception, 

program loyalty, and brand loyalty. Journal of the Academy of Marketing 

Science, Vol. 31 No. 3, pp. 229-240.  

Zeithaml, V. A., Parasuraman, A. and Berry, M. (1990).  Delivering Service 

Quality. The Free Press, New York. 



 

145 
 

Zhang, H., Fu, X., Cai, L.A. and Lu, L. (2014). Destination image and tourist 

loyalty: a meta-analysis. Tourism Management, Vol. 40, pp. 213-223.  

Zhang, L., Li, D., Cao, C. and Huang, S. (2018). The influence of greenwashing 

perception on green purchasing intentions: the mediating role of green 

word-of-mouth and moderating role of green concern. Journal of Cleaner 

Production, Vol. 187, pp. 740-750.  

Zins, A. (2001). Relative attitudes and commitment in customer loyalty models. Int 

J Serv Ind Manag. 12:269–294.  

 

 

https://hydro.co.id/artikel-filter-air/ 

https://kemenperin.go.id/data-inquiry 

https://aspadin.com/sejarah-aspadin.html 

https://beritagar.id/artikel/gaya-hidup/nyaris-separuh-warga-indonesia-minum-air-

mineral-kemasan 

https://ekonomi.bisnis.com/read/20190711/257/1123115/penjualan-air-minum-

dalam-kemasan-diproyeksikan-tumbuh-2-digit 

https://indonesia.go.id/kategori/kuliner/1980/teguk-kesegaran-airnya-lindungi-

kesehatan-masyarakatnya 

https://www.pom.go.id/new/view/more/pers/554/Lindungi-Kesehatan-

Masyarakat-dengan-Sinergi-Pengawasan-Produk-Air-Minum-Dalam-

Kemasan--AMDK-.html 

https://tanobel.com/tentang-kami/ 

https://tanobel.com/laporan-keuangan/ 

https://aqua.co.id/brand/aqua 

https://saycheers.com/product/ 

https://shopee.co.id/cleoairmurni 

https://www.tokopedia.com/cleopurewateroff 

http://cleopurewater.com/creation-process/ 

https://superapp.id/blog/lifestyle/harga-air-mineral/ 

https://www.topbrand-award.com/en/2019/04/air-minum-dalam-kemasan-

beroksigen/ 

https://surabaya.tribunnews.com/2018/12/09/alasan-artis-penyanyi-maudy-

ayunda-terpilih-jadi-brand-ambassador-cleo 

https://tanobel.com/cleo-untuk-indonesia/lingkungan/ 

https://tanobel.com/project/cleo-pure-water/ 

https://hydro.co.id/artikel-filter-air/
https://kemenperin.go.id/data-inquiry
https://aspadin.com/sejarah-aspadin.html
https://beritagar.id/artikel/gaya-hidup/nyaris-separuh-warga-indonesia-minum-air-mineral-kemasan
https://beritagar.id/artikel/gaya-hidup/nyaris-separuh-warga-indonesia-minum-air-mineral-kemasan
https://ekonomi.bisnis.com/read/20190711/257/1123115/penjualan-air-minum-dalam-kemasan-diproyeksikan-tumbuh-2-digit
https://ekonomi.bisnis.com/read/20190711/257/1123115/penjualan-air-minum-dalam-kemasan-diproyeksikan-tumbuh-2-digit
https://indonesia.go.id/kategori/kuliner/1980/teguk-kesegaran-airnya-lindungi-kesehatan-masyarakatnya
https://indonesia.go.id/kategori/kuliner/1980/teguk-kesegaran-airnya-lindungi-kesehatan-masyarakatnya
https://www.pom.go.id/new/view/more/pers/554/Lindungi-Kesehatan-Masyarakat-dengan-Sinergi-Pengawasan-Produk-Air-Minum-Dalam-Kemasan--AMDK-.html
https://www.pom.go.id/new/view/more/pers/554/Lindungi-Kesehatan-Masyarakat-dengan-Sinergi-Pengawasan-Produk-Air-Minum-Dalam-Kemasan--AMDK-.html
https://www.pom.go.id/new/view/more/pers/554/Lindungi-Kesehatan-Masyarakat-dengan-Sinergi-Pengawasan-Produk-Air-Minum-Dalam-Kemasan--AMDK-.html
https://tanobel.com/tentang-kami/
https://tanobel.com/laporan-keuangan/
https://aqua.co.id/brand/aqua
https://saycheers.com/product/
https://shopee.co.id/cleoairmurni
https://www.tokopedia.com/cleopurewateroff
http://cleopurewater.com/creation-process/
https://superapp.id/blog/lifestyle/harga-air-mineral/
https://www.topbrand-award.com/en/2019/04/air-minum-dalam-kemasan-beroksigen/
https://www.topbrand-award.com/en/2019/04/air-minum-dalam-kemasan-beroksigen/
https://surabaya.tribunnews.com/2018/12/09/alasan-artis-penyanyi-maudy-ayunda-terpilih-jadi-brand-ambassador-cleo
https://surabaya.tribunnews.com/2018/12/09/alasan-artis-penyanyi-maudy-ayunda-terpilih-jadi-brand-ambassador-cleo
https://tanobel.com/cleo-untuk-indonesia/lingkungan/
https://tanobel.com/project/cleo-pure-water/

