DAFTAR PUSTAKA

Aboulnasr, K., & Tran, G. A. (2020). Is love really blind? The effect of emotional
brand attachment on the perceived risk of really new products. Journal of
Product and Brand Management, 29(1), 81-96.
https://doi.org/10.1108/JPBM-09-2018-2005

Ahn, J., J. Park, & H. Hyun. (2018). Luxury product to service brand extension and
brand equity transfer. Journal of Retailing and Consumer Services, 42, 22-28.

Ali, A., Xiaoling, G., Sherwani, M., & Ali, A. (2018). Antecedents of consumers’
Halal brand purchase intention: an integrated approach. Management
Decision, 56(4), 715-735. https://doi.org/10.1108/MD-11-2016-0785

Ali, B. Y. (2020). Social or traditional WOM: an investigation of successful brand
extension recommendation method for purchase decisions. International
Transaction Journal of Engineering, 11(11).
https://doi.org/10.14456/ITJIEMAST.2020.219

Belch, G. E. (George E., & Belch, M. A. (2021). Advertising and promotion: an
integrated marketing communications perspective (12th ed.).

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2005). Does brand trust matter to
brand equity? Journal of Product and Brand Management, 14(3), 187-196.
https://doi.org/10.1108/10610420510601058

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Penulisan Skripsi Tesis dan Desrtasi [lmu Manajemen. Universtas Dipoegoro.

Ghozali, 1. (2017). Model Persamaan Struktural Konsep Dan Aplikasi Dengan
Program AMOS 24 Edisi 7. 392.
https://books.google.com/books/about/Model_persamaan_struktural.htmli?hl
=id&id=U860AQAACAAJ

Hartmann, N., Plouffe, C. R., Kohsuwan, P., & Cote, J. A. (2020). Salesperson
influence tactics and the buying agent purchase decision: Mediating role of
buying agent trust of the salesperson and moderating role of buying agent
regulatory orientation focus. Industrial Marketing Management, 87, 31-46.
https://doi.org/10.1016/j.indmarman.2020.02.023

Hem, L. E., de Chernatony, L., & lversen, N. M. (2003). Factors Influencing
Successful Brand Extensions. Journal of Marketing Management, 19(7), 781-
806. https://doi.org/10.1362/026725703322498109

108


https://doi.org/10.1108/JPBM-09-2018-2005
https://doi.org/10.1108/MD-11-2016-0785
https://doi.org/10.14456/ITJEMAST.2020.219
https://doi.org/10.1108/10610420510601058
https://books.google.com/books/about/Model_persamaan_struktural.html?hl=id&id=U86OAQAACAAJ
https://books.google.com/books/about/Model_persamaan_struktural.html?hl=id&id=U86OAQAACAAJ
https://doi.org/10.1016/j.indmarman.2020.02.023
https://doi.org/10.1362/026725703322498109

109

Khairunnisak, R., & Firman (2015). Pengaruh Dimensi Perluasan Merek Terhadap
Minat Beli Produk Perluasan Merek Asus (Studi Pada Smartphone Asus Oleh
Mahasiswa UNP). http://fe.unp.ac.id/

Kotler, P., & Armstrong, G. (Gary M.). (2020). Principles of marketing (18th ed.).
pearson.

Kotler, P., & Keller, K, L. (2016). Marketing Management. In Marketing
Management.

Lau, G. T., & Lee, S. H. (2009). Consumers’ Trust in a Brand and the Link to Brand
Loyalty. In Journal of Market Focused Management (Vol. 4).

Lin, M. L., Yang, J. te, & Wan, C. S. (2015). Effect of restaurant discount coupon
depth on re-consumption willingness: A moderating role of brand image.
Tourism and Hospitality Research, 15(3), 193-205.
https://doi.org/10.1177/1467358415578470

Magnoni, F. (2016). The effects of downward line extension on brand trust and
brand attachment. Recherche et Applications En Marketing, 31(1), 2-25.
https://doi.org/10.1177/2051570715626375

Pasharibu, J. (2019). The Influence of Brand Ambassador and Tagline on Online
Purchase Decisions with Brand Ambassador Mediation. Economics and
Business, 4, 357-380.

Piyamas, S., Thitapa, N. R., & Apicha, B. (2019). Effects of Brand Familiarity,
Brand Trust, and Marketing Strategies on Brand Image and Brand
Attachment. https://doi.org/10.17758/uruae5.uh0819435

Plummer, J. (2007). Word of Mouth a New Advertising Discipline. Journal of
Advertising.

Raj, M. P. M., & Roy, S. (2015). Impact of Brand Image on Consumer Decision-
making: A Study on High-technology Products. Global Business Review,
16(3), 463-477. https://doi.org/10.1177/0972150915569934

Schiffman, & Kanuk. (2008). Perilaku Konsumen (7th ed.). Indeks.

Sekaran, U. (2003). Research and Markets: Research Methods for Business- A Skill
Building Approach. John Wiley & Sons, 450.
https://iaear.weebly.com/uploads/2/6/2/5/26257106/research_methods_entire
e_book_umasekaram-pdf-130527124352-phpapp02.pdf



http://fe.unp.ac.id/
https://doi.org/10.1177/1467358415578470
https://doi.org/10.1177/2051570715626375
https://doi.org/10.17758/uruae5.uh0819435
https://doi.org/10.1177/0972150915569934
https://iaear.weebly.com/uploads/2/6/2/5/26257106/research_methods_entiree_book_umasekaram-pdf-130527124352-phpapp02.pdf
https://iaear.weebly.com/uploads/2/6/2/5/26257106/research_methods_entiree_book_umasekaram-pdf-130527124352-phpapp02.pdf

110

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, trust,
susceptibility to interpersonal influence, and intention to participate in online
group buying. Journal of Retailing and Consumer Services, 52.
https://doi.org/10.1016/j.jretconser.2019.101946

Solihah, A. N., Kusniawati, A., & Basari, D. A. (2019). Pengaruh brand extension
dan promosi terhadap keputusan pembelian (Suatu Studi pada Konsumen
sepeda motor Yamaha Mio di Bahana Cahaya Sejati Ciamis) (Vol. 1).

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, brand
trust, love, and respect on loyalty formation for name-brand coffee shops.
International  Journal of Hospitality Management, 79, 50-59.
https://doi.org/10.1016/j.ijhm.2018.12.011

Suhaily, L. (2017). Effect of product quality, perceived price and brand image on
purchase decision mediated by customer trust (Study On Japanese Brand
Electronic Product). In Jurnal Manajemen: Vol. XXI (Issue 02).

Sulaiman, A., & Surya, D. (2018). Pengaruh brand extension dan kualitas produk
terhadap keputusan pembelian enduro matic-g melalui citra merek (Survey
Pada Konsumen Pengguna Enduro Matic-G di Kota Serang).
http://jurnal.untirta.ac.id/index.php/JRBM

Tjiptono, F. (2015). Brand Management & Strategy. Andi.

Top Brand Index Beserta Kategori Lengkap | Top Brand Award. (n.d.). Retrieved
November 27, 2021, from https://www.topbrand-award.com/top-brand-
index/?tbi_find=lifebuoy

Tripathi, V., Rastogi, P., & Kumar, S. (2018). Direct and moderating influence of
perceived fit, risk and parent brand trust on brand extension success of a
personal care brand in india. Global Business Review, 19(6), 1681-1692.
https://doi.org/10.1177/0972150918794978



https://doi.org/10.1016/j.jretconser.2019.101946
https://doi.org/10.1016/j.ijhm.2018.12.011
http://jurnal.untirta.ac.id/index.php/JRBM
https://www.topbrand-award.com/top-brand-index/?tbi_find=lifebuoy
https://www.topbrand-award.com/top-brand-index/?tbi_find=lifebuoy
https://doi.org/10.1177/0972150918794978

