
 

52 

 

DAFTAR PUSTAKA 

A. Shimp, T. (2014). Komunikasi Pemasaran Terpadu dalam periklanan dan Promosi. Salemba 

Empat. 

Akarsu, T. N., Foroudi, P., & Melewar, T. C. (2020). Transforming the Complexity of Having 

Multiple Channels to an Asset: Reflective Critics on the Dual Marketing and Co-branding. 

Beyond Multi-Channel Marketing, 121–137. https://doi.org/10.1108/978-1-83867-685-

820201010 

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on 

customer purchase intention. International Journal of Information Management, 

42(April), 65–77. https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

Aqsa, M. (2017). Pengaruh Iklan Online Terhadap Sikap Dan Minat Beli Konsumen Secara 

Online Di Kota Palopo (Survei pada Pengguna Internet di Kota Palopo). Prosiding, 03(1), 

82–93. 

Arianty, N., & Andira, A. (2020). Pengaruh Brand Image dan Brand Awareness terhadap 

Keputusan Pembelian. MANEGGIO: Jurnal Ilmiah Magister Manajemen, 4(1), 39–50. 

https://doi.org/10.30596/maneggio.v4i1.6766 

Barreda, A. A., Nusair, K., Wang, Y., Okumus, F., & Bilgihan, A. (2020). The impact of social 

media activities on brand image and emotional attachment: A case in the travel context. 

Journal of Hospitality and Tourism Technology, 11(1), 109–135. 

https://doi.org/10.1108/JHTT-02-2018-0016 

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-mouth 

communication : A literature analysis and integrative model. Decision Support Systems, 

54(1), 461–470. https://doi.org/10.1016/j.dss.2012.06.008 

Hair, J. F., Hult, T., Ringle, C., & Sarstedt, M. (2022). A Primer on Partial Least Squares 

Structural Equation Modeling (PLS-SEM) (3rd ed.). Sage Publications. 

Halkier, B., Katz-Gerro, T., & Martens, L. (2011). Applying practice theory to the study of 

consumption: Theoretical and methodological considerations. Journal of Consumer 

Culture, 11(1), 3–13. https://doi.org/10.1177/1469540510391765 

Hays, S., Page, S. J., & Buhalis, D. (2013). Social media as a destination marketing tool: Its 

use by national tourism organisations. Current Issues in Tourism, 16(3), 211–239. 

https://doi.org/10.1080/13683500.2012.662215 

Hermawan, A. (2012). Komunikasi Pemasaran. Erlangga. 

Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase Intention 

in Affecting Purchase Decision: A Study of E-commerce Customer in Greater Jakarta. 

BISNIS & BIROKRASI: Jurnal Ilmu Administrasi Dan Organisasi, 28(1). 

https://doi.org/10.20476/jbb.v28i1.1290 



 

53 

 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing, Seventeenth Edition. In Pearson. 

Lestari, N. T., & Sirine, H. (2019). Komunikasi Pemasaran Terpadu dan Ekuitas Merek Gojek 

Indonesia Cabang Yogyakarta. Esensi: Jurnal Bisnis Dan Manajemen, 9(1), 1–8. 

https://doi.org/10.15408/ess.v9i1.5898 

Liu, H., Meng-Lewis, Y., Ibrahim, F., & Zhu, X. (2021). Superfoods, super healthy: Myth or 

reality? Examining consumers’ repurchase and WOM intention regarding superfoods: A 

theory of consumption values perspective. Journal of Business Research, 137, 69–88. 

https://doi.org/10.1016/j.jbusres.2021.08.018 

Mardiyanto, D., & Giarti, G. (2019). ANALISIS STRATEGI KOMUNIKASI PEMASARAN 

(Studi Kasus Strategi Komunikasi Pemasaran Merchandise di Kedai Digital 8 Solo). 

Jurnal Ilmiah Edunomika, 3(01), 60–66. https://doi.org/10.29040/jie.v3i01.470 

Navitha Sulthana, A., Shanmugam, V., & Sulthana, An. (2019). Influence Of Electronic Word 

Of Mouth eWOM On Purchase Intention. INTERNATIONAL JOURNAL OF SCIENTIFIC 

& TECHNOLOGY RESEARCH, 8(10). www.ijstr.org 

Pappu, R., Cooksey, R. W., & Quester, P. G. (2005). Consumer-based brand equity: improving 

the measurement – empirical evidence. Journal of Product & Brand Management, 14(3), 

143–154. https://doi.org/10.1108/10610420510601012 

Peter, J. P., & Olson, J. C. (2010). Consumer Behaviour and Marketing Strategy (Ninth Edit). 

McGraw-Hill. 

Sekaran, U., & Bougie, R. (2016a). Research Methods for Business (Seventh Ed). Wiley. 

Sekaran, U., & Bougie, R. (2016b). Research Methods for Business (Seventh Ed). Wiley. 

Soelasih, Y., & Sumani, S. (2021). The Effect of Word-of-Mouth on Purchase Intention: A Case 

Study of Low-Cost Carriers in Indonesia. Journal of Asian Finance, Economics and 

Business, 8(4), 433–440. https://doi.org/10.13106/jafeb.2021.vol8.no4.0433 

Talwar, S., Dhir, A., Kaur, P., & Mäntymäki, M. (2020). Why do people purchase from online 

travel agencies (OTAs)? A consumption values perspective. International Journal of 

Hospitality Management, 88. https://doi.org/10.1016/j.ijhm.2020.102534 

Tanrikulu, C. (2021). Theory of consumption values in consumer behaviour research: A review 

and future research agenda. In International Journal of Consumer Studies (Vol. 45, Issue 

6, pp. 1176–1197). John Wiley and Sons Inc. https://doi.org/10.1111/ijcs.12687 

Tati, P. (2015). PENGARUH COUNTRY OF ORIGIN DAN GLOBAL BRAND IMAGE 

TERHADAP MINAT BELI DAN KEPUTUSAN PEMBELIAN (Survei pada Konsumen 

yang Membeli Smartphone Samsung Galaxy di Asia Tenggara). Jurnal Administrasi 

Bisnis S1 Universitas Brawijaya, 25(1), 86117. 

Vahdat, A., Hafezniya, H., Jabarzadeh, Y., & Thaichon, P. (2020). Emotional Brand Attachment 

and Attitude toward Brand Extension. Services Marketing Quarterly, 0(0), 236–255. 

https://doi.org/10.1080/15332969.2020.1786245 



 

54 

 

Wandebori, H., & Wijaya, V. (2017). Consumers ’ Purchase Intention : Influencing Factors 

Unveiled at Korean Thematic Café ( Case Study : Chingu Café ) Niat Pembelian 

Konsumen : Faktor-faktor yang Mempengaruhi di Kafe Tematik Korea ( Studi Kasus : 

Chingu Café ). XVIII(2), 73–82. 

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements: How 

advertising disclosure and source credibility affect consumer purchase intention on social 

media. Australasian Marketing Journal, 28(4), 160–170. 

https://doi.org/10.1016/j.ausmj.2020.03.002 

Yao, T., Qiu, Q., & Wei, Y. (2019). Retaining hotel employees as internal customers: Effect of 

organizational commitment on attitudinal and behavioral loyalty of employees. 

International Journal of Hospitality Management, 76(September 2017), 1–8. 

https://doi.org/10.1016/j.ijhm.2018.03.018 

Yudhistira, D. A., & Shihab, M. S. (2023). THE INFLUENCE OF BRAND IMAGE AND 

BRAND PERFORMANCE ON THE BRAND LOYALTY UNIQLO. In Indonesian 

Interdisciplinary Journal of Sharia Economics (IIJSE) (Vol. 6, Issue 2). 

Zailani, S., Iranmanesh, M., Hyun, S. S., & Ali, M. H. (2019). Applying the theory of 

consumption values to explain drivers’willingness to pay for biofuels. Sustainability 

(Switzerland), 11(3). https://doi.org/10.3390/su11030668 

  

  


