DAFTAR PUSTAKA

Aaker, David A. 2000. Manajemen Ekuitas Merek, Alih Bahasa
oleh Aris Ananda Jakarta: Mitra Utama

Adjie, M.T., Noble, S.M., dan Noble, C.H. (2009), “The Influence
of C2C Communities On Customer Purchase Behavior”,
Journal of the Academy of Marketing Science, Vol. 38
No. 5, pp. 635653.

Alhidari, Abdullah. (2015). Personal level antecedents of eWOM
and purchase intention, on social networking sites.
Journal of Customer Behaviour. Vol. 14, No.2, pp. 107-
125

Anggitasari, Annisa Magya. (2016). Pengaruh eWOM Terhadap
Brand Image dan Brand Trust serta Dampaknya Pada
Minat Beli Produk Smartphone Iphone (Studi pada
Masayarakat Yogyakarta). Jurnal Manajemen Bisnis
Indonesia. Vol 5. No 3

Arbuckle, J.L. (1999), AMOS 5.0 User Guide: SPSS,
SmallWaters Corporation

Arikunto,Suharsimi.  (2000), Prosedur Penelitian:  Suatu
Pendekatan Praktek,Jakarta: PT. Rineka Cipta.

Arista, Elisabeth Desi. (2011). Analisis Pengaruh Iklan, Brand
Trust dan Brand Image terhadap Minat Beli Konsumen
Telkom Speedy di Kota Semarang. Skripsi. Semarang:
Fakultas Ekonomi Universitas Diponegoro.

Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2017).
Penetrasi & Perilaku Pengguna Internet Indonesia.
dalam https://web.kominfo.go.id/
sites/default/files/Laporan%20Survei%20APJII_2017 v

1.3.pdf.



https://web.kominfo.go.id/%20sites/default/files/Laporan%20Survei%20APJII_2017_v1.3.pdf
https://web.kominfo.go.id/%20sites/default/files/Laporan%20Survei%20APJII_2017_v1.3.pdf
https://web.kominfo.go.id/%20sites/default/files/Laporan%20Survei%20APJII_2017_v1.3.pdf

Assael, H. (2001). Consumers Behaviour and Marketing Action,
Edisi 3, Kent Publishing Company, Boston
Massachusset, AS.

Aydin, S. and Ozer, G. (2005), “The analysis of antecedents of
customer  loyalty in  the  Turkish  mobile
telecommunication market”, European Journal of
Marketing, Vol. 39 Nos 7/8, pp.910-25.

Azwar, Syaifuddin. (2007), Dasar-dasar Psikometri. Yogyakarta:
Pustaka belajar

Bahri, S., dan Zamzam F., 2014, Model Penelitian Kuantitatif
Berbasis SEM-Amos Edisi 1, Yogyakarta: Deepublish.

Bambauer-Sachse, S. & Mangold, S. (2011) Brand equity dilution
through negative online word-of-mouth communication.
Journal of Retailing and Consumer Services, 18, 38-45

Bastian, Danny Alexander. (2014). Analisa Pengaruh Citra Merek
(Brand Image) dan Kepercayaan Merek (Brand Trust)
Terhadap Loyalitas Merek (Brand Loyalty) ADES PT.
Ades Alfindo Putra Setia. Jurnal Manajemen Pemasaran
Petra.VVol.2, No.1, 1-9

Bickart, B. & Schindler, R.M. (2001). Internet forums as
influential sources of consumer information. Journal of
Marketing, 45, (1/2), 191-216

Buttle, F.A. (1998). Word of Mouth: Understanding and managing
referral marketing. Journal of Strategic Marketing, 6,
241-254. doi:10.1080/096525498346658.

Chaudhuri, A. And Holbrook, M.B. (2001). “The chain of effects
from brand trust and brand affect to brand performance:
the role of brand royalty”. Journal of Marketing, 65, 81-
94,

Cheung, C. M., and Lee, M. K. (2008). Does Negative Electronic
Word-of-Mouth Hurt More? Online Consumer Review.
AMCIS Proceedings.143.



Davis, D.F., Golicic, S.L. and Marquardt, A. (2009), “Measuring
brand equity for logistics services”, International Journal
of Logistics Management, Vol. 20 No. 2, pp. 201-12.

East, R., Hammond, K., & Lomax, W. (2008). Measuring the
impact of positive and negative word of mouth on brand
purchase probability. International Journal of Research
in Marketing. 25(3), 215-224.

Eric W.K. (2013). Value co-creation and purchase intention in
social network sites: The role of electronic Word-of-
Mouth and trust — A theoretical analysis. Computer in
Human Behaviour. 31. 182-189.

Ferrinadewi, E. (2008). Merek dan Psikologi Konsumen.
Yogyakarta: Graha IImu.

Ghozali, Imam. (2014), Model Persamaan Struktural Konsep dan
Aplikasi dengan Program AMOS 22.0 Update Bayesian
SEM, Badan Penerbit Universitas Diponegoro,
Semarang.

Hair, Joseph F. et al. (2010). Multivariate Data Analysis A Global
Perspective. Seventh Edition. Pearson.

Hennig-Thurau., Gwinner, K.P., Walsh, G., and Gremier, D.D.
(2004). Electronic Word-of-Mouth Via Consumers-
Opinion Platforms: What Motives Consumers to
Articulate Themselves On the Internet. Journal of
Interactive Marketing, 18(1). Winter 2004.

Herr, P.M., Kardes, F.R., and Kim, L. (1991). Effects of word-of-
mouth and product-attribute information on persuasion:
An accesibility-diagnosticity perspective. Journal of
Consumer Research. 17(4), 454-462.

Jalilvand, M.R.(2012). The Effect of Electronic Word-of-Mouth
on Brand Image and Purchase Intention. Journals of
Marketing Inteligence and Planning. 30(4), 5-5.



Jansen, B.J. et al., (2009). Twitter Power: Tweets as Electronic
Word of Mouth. Journal of the American Society for
Information Science and Technology, 60(11), 2169-2188.

J. Setiadi, Nugroho, SE, MM. (2003). Perilaku Konsumen Konsep
dan Implikasi untuk Strategi dan Penelitian Pemasaran.
Jakarta: Kencana

Kamtarin, Milad. 2012 “The Effect of Electronic Word of Mouth,
Trust and Perceived Value on Behavioural Intention from
the Perspective of Consumers” International Journal of
Academic Research in Economics and Managment
Sciences. Vol. 1, No.4.

Karmela, Lili F., dan Junaedi, Jujun. (2009). Pengaruh Store
Atmosphere Terhadap Minat Beli Konsumen Pada
Toserba Griya Kuningan, Lembaga Ilmu Pendidikan
Indonesia. Jurnal Fakultas Komunikasi dan Bisnis
Universitas Telkom Bandung.

Keller, K.L. (1993). Conseptualizing, Measuring, and Managing
Customer-Based Brand Equity. Journal of Marketing.57,
1-22.

Kustini, dkk. (2011). Experiental Marketing, Emotional Branding,
and Brand Trust and their Effect on Honda Motorcycle
Product. Journal of Economic, Business, and
Accountancy Ventura. 14: 19-28.

Kotler, Philip dan Amstrong, Gary. (2001). Prinsip-Prinsip
Pemasaran. Edisi Ke-8 Jakarta: Prenhallindo.

Kotler, Philip& Keller, K.L (2012). Marketing Management. Edisi
14th,Penerbit Person Education.

Lau, Geok Then and Lee, Sook Han. 1999. “Consumers Trust in a
Brand and the Link to Brand Loyalty”. Journal of Market
Focused Management.

Lewis, R.C. and Chambers, R.E. (2000), Marketing Leadership in
Hospitality. Foundations and Practices, Vol. I11, Wikey,
New York, NY.



Morgan, R.M., and Shelby, D.H. (1994). The Commitment-Trust
Theory of Relationship Marketing. Journal of Marketing.
98, pp. 20-38.

Mustafa, Zainal dan Wijaya, Tony. (2012). Panduan Teknik
Statistik SEM & PLS dengan SPSS AMOS. Yogyakarta:
Cahaya Atma Pustaka.

Sanusi, Anwar. (2011). Metodologi Penelitian Bisnis. Jakarta:
Salemba Empat.

Sekaran, Uma. (2011). Research Method for Business. Edisi | &
I1. Jakarta: Salemba Empat.

Semuel, Hatane & Lianto, Adi Suryanata. (2014). Pengaruh
Analisis eWOM, Brand Image, Brand Trust dan Minat
Beli Produk Smartphone di Surabaya. Jurnal Universitas
Kristen Petra Surabaya. Vol. 8 No 2.

Schiffman, L.G. & Kanuk, L.L. (2010). Consumer behaviour.
Tenth Edition. Pearson Education.

Shukla, P. (2010). Impact of interpersonal influences, brand origin
and brand image on luxury purchase intentions:
Measuring interfunctional interactions and cross-national
comparison. Journal of World Business, 46, (2), 242-252.

Sugiyono. (2009). Metodologi Penelitian Bisnis. Bandung:
Alfabeta

Sulistyari, lkanita Novirina, (2012). Analisis Pengaruh Citra
Merek, Kualitas Produk, dan Harga Terhadap Minat Beli
produk Oriflame (Studi Kasus Mahasiswi Fakultas
Ekonomika dan Bisnis Jurusan Manajemen Universitas
Diponegoro  Semarang). Diponegoro Journal of
Management. Vol 1,No 1.P(1)

Swastha dan Handoko. (2000). Manajemen Pemasaran, Analisis
Perilaku Konsumen, Edisi 1, Cetakan 3. Yogyakarta.

Syafaruddin, Z. dkk. (2016). Pengaruh Komunikasi Electronic
Word of Mouth terhadap Kepercayaan dan Niat Beli serta



Dampaknya Pada Keputusan Pembelian. Jurnal Bisnis
dan Manajemen. Vol 3 No.1.

Torlak, Omeret al. (2014). The Effect of Electronic Word of Mouth
on Brand Image and Purchase Intention: An Application
Concerning Cell Phone Brands for Youth Consumers in
Turkey. Journal of Marketing Development and
Competitiveness. Vol. 8(2).

Trusov, M., Bucklin, R.E. & Pauwels, K. (2009). Effects of word-
of-mouth versus traditional marketing: Findings from an
internet social networking sites. Journal of Marketing, 73,
(5), 90-102.

Yoo, B. And Donthu, N. (2001). Developing and Validating a
Multidimensional Consumer Based Brand Equity Scale.
Journal of Business Research. 52(1), pp. 1-14.

Zhu, F. & Zhang, X. (2010). Impact of online consumer reviews
on sales: The moderating role of product and consumer
characteristic. Journal of Marketing, 74, (2), 133-148.

http://databoks.katadata.co.id/datapublish/2016/08/08/pengguna-
smartphone-diindonesia-2016-2019

https://www.kominfo.go.id/content/detail/4286/pengguna-
internet-indonesia-nomor-enam-dunia/O/sorotan media

https://www.kominfo.co.id/content/detail/6095/indonesia-
raksasa-teknologi-digital-asia/0/sorotan media

https://web.kominfo.go.id/sites/default/files/Laporan%20Survei%
20APJII 2017 v1.3.pdf.



http://databoks.katadata.co.id/datapublish/2016/08/08/pengguna-smartphone-di%20indonesia-2016-2019
http://databoks.katadata.co.id/datapublish/2016/08/08/pengguna-smartphone-di%20indonesia-2016-2019
https://www.kominfo.go.id/content/detail/4286/pengguna-internet-indonesia-nomor-enam-dunia/0/sorotan_media
https://www.kominfo.go.id/content/detail/4286/pengguna-internet-indonesia-nomor-enam-dunia/0/sorotan_media
https://www.kominfo.co.id/content/detail/6095/indonesia-raksasa-teknologi-digital-asia/0/sorotan_media
https://www.kominfo.co.id/content/detail/6095/indonesia-raksasa-teknologi-digital-asia/0/sorotan_media
https://web.kominfo.go.id/sites/default/files/Laporan%20Survei%20APJII_2017_v1.3.pdf
https://web.kominfo.go.id/sites/default/files/Laporan%20Survei%20APJII_2017_v1.3.pdf

