DAFTAR PUSTAKA

Abu-Rumman, As’ad, H., & Alhadid, A. Y. (2014). The Impact of Social Media
Marketing on Brand Equity : An Empirical Study on Mobile Service Providers
in Jordan. Integrative Business & Economics Research, 3(1), 334-345.

Amin, A. M., & Yanti, R. F. (2021). Pengaruh Brand Ambassador, E-WOM, Gaya
Hidup, Country Of Origin dan Motivasi Terhadap Keputusan Pembelian Produk
Skincare Korea Nature Republic. INVEST : Jurnal Inovasi Bisnis dan Akuntansi,
2(1), 1-14. https://doi.org/10.55583/invest.v2il.111

Ansari, S., Ansari, G., Ghori, M. U., & Kazi, A. G. (2019). Impact of Brand
Awareness and Social Media Content Marketing on Consumer Purchase
Decision. Journal of Public Value and Administration Insights (JPVALI), 2(2), 5—
10. https://doi.org/10.31580/jpvai.v2i2.896

Arif, M. (2021). Pengaruh Social Media Marketing, Electronic Word Of Mouth
(EWOM) Dan lifestyle Terhadap Keputusan Pembelian Online. Skripsi.
Universitas Muhammadiyah Sumatera Utara, 111-122.

Danang, S. (2014). Praktik Riset Perilaku Konsumen Teori, Kuesioner, Alat, dan
Analisis Data. Yogyakarta: CAPS.

Daulay, R., & Putri, R. E. (2018). Analisis Faktor-Faktor Psikologis Terhadap
Keputusan Pembelian Kosmetik Wardah Di Kota Medan. Prosiding Konferensi
Nasional Ke- 8, 1-6.

Emini, A., & Zeqiri, J. (2021). The Impact of Social Media Marketing on Purchase
Intention in a Transition Economy: The Mediating Role of Brand Awareness
and Brand Engagement. ENTRENOVA - ENTerprise REsearch InNOVAtion,
7(1), 262-272. https://doi.org/10.54820/fdor9238

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and impact
on purchase intention and brand image in Iran. Journal of Advances in
Management Research, 15(2), 161-183. https://doi.org/10.1108/JAMR-05-
2017-0062

Febriani, N. S., & Dewi, W. W. A. (2018). Teori dan Praktis Riset Komunikasi
Pemasaran Terpadu. Malang: UB Press.

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning Strategy).
Jakarta: Qiara Media.



83

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM. SPSS 25.
Semarang: Badan Penerbit Universitas Diponegoro.

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: word-of-
mouth measurement scale for e-services context. Canadian Journal of
Administrative Sciences / Revue Canadienne des Sciences de I’Administration,
27(1), 5-23. https://doi.org/10.1002/CJAS.129

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
word-of-mouth via consumer-opinion platforms: What motivates consumers to
articulate themselves on the Internet? Journal of Interactive Marketing, 18(1),
38-52. https://doi.org/10.1002/DIR.10073

Herdana, A. (2015). Analisis Pengaruh Kesadaran Merek (Brand Awareness) Pada
Produk Asuransi Jiwa Prudential Life Assurance (Studi Pada Pru Passion
Agency Jakarta). Tesis. Universitas Sam Ratulangi. 3, 1-18.

Humdiana. (2005). Analisis Elemen-Elemen Ekuitas Merek Produk Rokok Merek
Djarum Black. Jurnal Ekonomi Perusahaan, 12.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer
equity? An empirical study of luxury fashion brand. Journal of Business
Research, 65(10), 1480-1486. https://doi.org/10.1016/J.JBUSRES.2011.10.014

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (13 ed.). Jakarta:
Erlangga.

Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran (12 ed.). Jakarta: PT
Indeks.

Kusuma, A. B., & Putri, B. P. S. P. (2019). Pengarruh Social Media Marketing
Terhadap Brand Equity. JIM UPB, 7. Diambil dari
https://forum.upbatam.ac.id/index.php/jim/article/view/904/615

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in
hospitality and tourism management. Tourism Management, 29(3), 458-468.
https://doi.org/10.1016/J. TOURMAN.2007.05.011

Naisaban, L. (2003). Psikologi Jung: Tipe Kepribadian Manusia dan Rahasia Sukses
dalam Hidup (Tipe Kebijaksanaan Jung). Jakarta: PT. Grasindo.



84

Nasution, M. 1., Fahmi, M., Jufrizen, Muslih, & Prayogi, M. A. (2020). The Quality
of Small and Medium Enterprises Performance Using the Structural Equation
Model-Part Least Square (SEM-PLS). Journal of Physics: Conference Series,
1477(5). https://doi.org/10.1088/1742-6596/1477/5/052052

Niken, C. A,, Lucia, D., & Widianingtanti, T. (2014). Pengambilan Keputusan
Membeli Kebutuhan Hidup Sehari-Hari Ditinjau Dari Gaya Hidup Value
Minded Pada Mahasiswa Kost Universitas Katolik Soegijapranata Di Semarang.
Psikodimensia, 13(1), 22. Diambil dari
http://journal.unika.ac.id/index.php/psi/article/view/275

Nurdin, I., & Hartati, S. (2019). Metodologi Penelitian Sosial. Surabaya: Media
Sahabat Cendekia.

Pangestoe, J., Dewi, L. G. P. S., Edyanto, N., & Siagian, H. (2020). The Effect of
Brand Ambassador, Brand Image, and Brand Awareness on Purchase Decision
of Pantene Shampoo in Surabaya, Indonesia. SEIKO (Jurnal of Management and
Business. Diambil dari https://doi.org/10.37531/sejaman.v5i1.1674

Salamah, N. H., Triwardhani, D., & Nastiti, H. (2021). Pengaruh Social Media
Marketing Terhadap Brand Awareness Pada E-Commerce Hijup. KORELASI
(Konferensi Riset Nasional Ekonomi, Manajemen, dan Akuntansi), 2, 249-269.
Diambil dari https://conference.upnvj.ac.id/index.php/korelasi/article/view/1189

Sanjaya, S. (2015). Pengaruh Promosi dan Merek Terhadap Keputusan Pembelian
Pada PT. Sinar Sosro Medan. Jurnal llmiah Manajemen dan Bisnis, 16(02),
108-122.

Santoso, A. P., Baihaqi, I., & Persada, S. F. (2017). Pengaruh Konten Post Instagram
terhadap Online Engagement : Studi Kasus pada Lima Merek Pakaian Wanita.
Jurnal Teknik ITS, 6(1).

Sedarmayanti, H., & Hidayat, S. (2002). Metodologi Penelitian. Bandung: Mandar
Maju.

Silverman, G. (2001). The Secret of Word of Mouth Marketing: How to Trigger
Exponential Sales Through Runaway Word of Mouth. New York: AMACOM.

Soinbala, R., & Bessie, J. L. D. (2020). Pengaruh Electronic Word of Mouth
(eWOM) melalui Media Sosial Instagram terhadap Keputusan Pembelian ( Studi
Pada Oncu’s Fruit Dessert ). GLORY: Jurnal Ekonomi & Ilmu Sosial, 1(1), 65—
83.



85

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: PT.
Alfabeta.

Sugiyono. (2019). Metode Penelitian kuantitatif, kualitatif dan R & D. Bandung: PT.
Alfabeta.

Susmonowati, T., & Khotimah, H. (2021). Pengaruh Electronic Word of Mouth dan
Persepsi Nilai Terhadap Keputusan Pembelian, Jurnal Lentera Bisnis, 10.
https://doi.org/10.34127/jrlab.v10i2.408

Tjiptono, F., & Chandra, G. (2016). Pemasaran Strategik. Yogyakarta: ANDI.

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing. London: SAGE
Publication.

Wijaya, T., & Paramita, E. L. (2014). PENGARUH ELECTRONIC WORD OF
MOUTH (eWOM) TERHADAP KEPUTUSAN PEMBELIAN KAMERA
DSLR. Seminar Nasional dan Call for Paper (Sancall 2014) : RESEARCH
METHODS AND ORGANIZATIONAL STUDIES, (Sancall), 12-19.

Wilujeng, S. R., & Edwar, M. (2014). Pengaruh Brand Awareness dan Brand Trust
Terhadap Keputusan Pembelian Produk Oriflame. Jurnal Pendidikan Tata
Niaga, 2, 1-15.

Yet, S. (2011). Star Marketing For Everyone’s Business. Jakarta: PT. Gramedia
Pustaka Utama.

Yudanegara, A., & Rahmi, P. P. (2019). Pengaruh Eelectronic Word of Mouth
Terhadap Purchase Intention Melalui Brand Image Sebagai Variable Intervening
Pada UMKM Di Kota Bandung. Jurnal Indonesia Membangun, 18(3), 46-59.



