
95 
 

DAFTAR PUSTAKA 

Aaker, D. A. (1991). Managing brand equity. New York, NY: Free Press. 

Aaker, D. A. (1996). Measuring brand equity across products and markets. 

California Management Review, 38(3), 102–120. 

Ashley, C. and Tracy L. Tuten. “Creative Strategies in Social Media Marketing: 

An Exploratory Study of Branded Social Content and Consumer 

Engagement.” Psychology & Marketing 32 (2015): 15-27. 

Bai, L., Yan, X., & Yu, G. (2020). Impact of consumer engagement on firm 

performance. Marketing Intelligence and Planning, 38(7), 847–861. 

https://doi.org/10.1108/MIP-08-2019-0413 

Bambauer-Sachse, Silke, and Sabrina Mangold. "Do consumers still believe what 

is said in online product reviews? A persuasion knowledge approach." 

Journal of Retailing and Consumer Services 20.4 (2013): 373-381. 

Barger, V., Peltier, J.W. and Schultz, D.E. (2016), “Social media and consumer 

engagement: a review and research agenda”, Journal of Research in 

Interactive Marketing, Vol. 10 No. 4, pp. 268-287. 

Barve, N., Barve, V., Jiménez-Valverde, A., Lira-Noriega, A., Maher, S. P., 

Peterson, A. T., … Villalobos, F. (2011). The crucial role of the accessible 

area in ecological niche modeling and species distribution modeling. 

Ecological Modelling, 222(11), 1810–1819. 

Calder, B.J., Malthouse, E.C., Schaedel, U., 2009. An experimental study of the 

relationship between online engagement and advertising effectiveness. J. 

Interact. Mark. 23 (4), 321–331 

http://dx.doi.org/10.1016/j.intmar.2009.07.002. 

Cheung, M. L., Pires, G., Rosenberger, P. J., & De Oliveira, M. J. (2020). Driving 

consumer–brand engagement and co-creation by brand interactivity. 

Marketing Intelligence and Planning, 38(4), 523–541. 

https://doi.org/10.1108/MIP-12-2018-0587 

Datta, H., Ailawadi, K. L., & Heerde, H. J. Van. (2017). How Well Does 

Consumer-Based Brand Equity Align with Sales-Based Brand Equity and 

Marketing-. 81(May), 1–20. https://doi.org/10.1509/jm.15.0340 

Ferdinand, Augusty. 2006. Metode Penelitian Manajemen: Pedoman Penelitian 

untuk Penulisan Skripsi, Tesis, dan Disertasi Ilmu Manajemen, Badan 

Penerbit Universitas Diponegoro, Semarang. 



96 
 

 
 

Ferdinand, Augusty. 2014. Metode Penelitian Manajemen Edisi 5. Semarang: BP 

Universitas Diponegoro. 

Filieri, Raffaele, and Zhibin Lin. "The role of aesthetic, cultural, utilitarian and 

branding factors in young Chinese consumers' repurchase intention of 

smartphone brands." Computers in Human Behavior 67 (2017): 139-150. 

Gligor, D.M., Esmark, C.L. and Holcomb, M.C. (2015), “Performance outcomes 

of supply chain agility: when should you be agile?”, Journal of Operations 

Management, Vols 33/34 No. 1, pp. 71-82. 

Gligor, D., & Bozkurt, S. (2021). The role of perceived social media agility in 

customer engagement. Journal of Research in Interactive Marketing, 15(1), 

125–146. https://doi.org/10.1108/JRIM-12-2019-0196 

Goldman, S.L., Nagel, R.N. and Preiss, K. (1995), Agile Competitors and Virtual 

Organizations: strategies for Enriching the Customer, New York, NY: Van 

Nostrand Reinhold. 

Hair, J., F., et al. (2019). “ When to Use and How to Report The Result of PLS-

SEM. European Business Review, Vol. 31. No. 1. 2019, pp. 2-24. 

Hepola, J., Karjaluoto, H., & Hintikka, A. (2017). The effect of sensory brand 

experience and involvement on brand equity directly and indirectly through 

consumer brand engagement. Journal of Product and Brand Management, 

26(3), 282–293. https://doi.org/10.1108/JPBM-10-2016-1348 

Ho, M. H. W., & Chung, H. F. L. (2020). Customer engagement, customer equity 

and repurchase intention in mobile apps. Journal of Business Research, 

121(August), 13–21. https://doi.org/10.1016/j.jbusres.2020.07.046 

Hagtvedt, H., & Patrick, V. M. (2008a). Art and the brand: The role of visual art 

in enhancing brand extendibility. Journal of Consumer Psychology, 18, 212–

222. 

Hollebeek, L.D. (2017), “Developing business customer engagement through 

social media engagementplatforms: an integrative SD logic/RBV-informed 

model”, Industrial Marketing Management, Vol. 81 No. 1, pp. 89-98. 

Hollebeek, L.D., Glynn, M.S. and Brodie, R.J. (2014), “Consumer brand 

engagement in social media: conceptualization, scale development and 

validation”, Journal of Interactive Marketing, Vol. 28 No. 2, pp. 149-165. 

Huete-Alcocer, N. (2017). A Literature Rievew of Word of Mounth and Electrinic 

Word of Mounth : implications for consumer behavior. Frontliner in 

Psychology, (8) 1–4 



97 
 

 
 

Ismail. (2017). Social Media Marketing Activities on Brand Loyality, The 

Meditation Effect of Brand and Value Consicousness. Jurnal of Marketing 

and Logistics, Vol. 29 

Kalaignanam, K., Tuli, K. R., Kushwaha, T., Lee, L., & Gal, D. (2021). 

Marketing Agility: The Concept, Antecedents, and a Research Agenda. 

Journal of Marketing, 85(1), 35–58. 

https://doi.org/10.1177/0022242920952760 

Kusumawati, A., Langga, A., & Alhabsji, T. (2020). Intensive distribution and 

sales promotion for improving customer-based brand equity (CBBE), re-

purchase intention and word-of-mouth (WOM). Journal of Economic and 

Administrative Sciences, ahead-of-p(ahead-of-print). 

https://doi.org/10.1108/JEAS-03-2019-0041 

 

Le, L. T., Tran, L. T. T., Pham, L. M. T., & Tran, D. T. D. (2018). A revised 

model of e-brand equity and its application to high technology products. 

Journal of High Technology Management Research, 29(2), 151–160. 

https://doi.org/10.1016/j.hitech.2018.09.005 

Lee, J., & Park, C. (2021). Customer engagement on social media, brand equity 

and financial performance: a comparison of the US and Korea. Asia Pacific 

Journal of Marketing and Logistics. https://doi.org/10.1108/APJML-09-

2020-0689 

Liao C., et al. (2017). Factors Influencing Online Shoers’ Repurchase Intentions:  

The Roles of Satisfaction and Regret. Information and Management, 

54(5):651-68 

Lim, X. J., Cheah, J. H., Waller, D. S., Ting, H., & Ng, S. I. (2020). What s-

commerce implies? Repurchase intention and its antecedents. Marketing 

Intelligence and Planning, 38(6), 760–776. https://doi.org/10.1108/MIP-03-

2019-0145 

Mangold, W.G. and Faulds, D.J. (2009), “Social media: the new hybrid element 

of the promotion mix”, Business Horizons, Vol. 52 No. 4, pp. 357-365. 

Masters, R. S. W., Poolton, J. M., Maxwell, J. P., & Raab, M. (2008). Implicit 

motor learning and complex decision making in time-constrained 

environments. Journal of Motor Behavior, 40(1), 71–79. 

https://doi.org/10.3200/JMBR.40.1.71-80 

Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, N. ul A., & Javed, M. K. 

(2021). The influence of e-customer satisfaction, e-trust and perceived value 



98 
 

 
 

on consumer’s repurchase intention in B2C e-commerce segment. Asia 

Pacific Journal of Marketing and Logistics. https://doi.org/10.1108/APJML-

03-2021-0221 

Mikhailitchenko, Andrey, et al. "Cross-cultural advertising communication: 

Visual imagery, brand familiarity, and brand recall." Journal of Business 

Research 62.10 (2009): 931-938. 

Mishra, A. S. (2019). Antecedents of consumers’ engagement with brand-related 

content on social media. Marketing Intelligence and Planning, 37(4), 386–

400. https://doi.org/10.1108/MIP-04-2018-0130 

Muntinga, D.G., Moorman, M. and Smit, E.G. (2011), “Introducing COBRAs: 

exploring motivations for brand-related social media use”, International 

Journal of Advertising, Vol. 30 No. 1, pp. 13-46. 398 

Pandrianto N., dkk (2020). Digitalisasi dan Humanisme dalam Ekonomi Kreatif. 

Gramedia Pustaka Utama, 153 

Pantano, E., Priporas, C. V., & Migliano, G. (2019). Reshaping traditional 

marketing mix to include social media participation: Evidence from Italian 

firms. European Business Review, 31(2), 162–178. 

https://doi.org/10.1108/EBR-08-2017-0152 

Peteraf, M. A., & Maritan, C. (2007). Dynamic capabilities and organizational 

agility. 58(4), 30–45. 

Perez-Vega, R., Kaartemo, V., Lages, C. R., Borghei Razavi, N., & Männistö, J. 

(2021). Reshaping the contexts of online customer engagement behavior via 

artificial intelligence: A conceptual framework. Journal of Business 

Research, 129(August 2020), 902–910. 

https://doi.org/10.1016/j.jbusres.2020.11.002 

Praseyto & Febriani (2020). Strategi Branding: Teori dan Perspektif Komunikasi 

dalam Bisnis. Universitas Brawijaya Press, 216 

Rahmawati, E., & Aji, S. (2015). Pengaruh Customer Engagement Terhadap 

Kepuasan Pelanggan Dan Kepercayaan Merek Serta Dampaknya Pada 

Loyalitas Merek. Jurnal Riset Ekonomi Dan Manajemen, 15(2), 246. 

https://doi.org/10.17970/jrem.15.150204.id- 

Salmiah S., dkk (2020). E-Business: Implementasi, Strategi dan Inovasinya. 

Yayasan Kita Menulis 11(1), 147-148 

Sashi, Carol M. "Customer engagement, buyer‐seller relationships, and social 

media." Management decision (2012). 



99 
 

 
 

Sekaran, Uma., & Bougie, Roger. (2017). Research Methods for Business, 7th 

Edition. Chicester : Wiley. 

Shawky, S., Kubacki, K., Dietrich, T., & Weaven, S. (2019). Using social media 

to create engagement: a social marketing review. Journal of Social 

Marketing, 9(2), 204–224. https://doi.org/10.1108/JSOCM-05-2018-0046 

Sugiyono. 2010. Metode Penelitian Pendidikan Pendekatan Kuantitatif, kualitatif, 

dan R&D. Bandung: Alfabeta 

Sujarweni, V. Wiratna. 2015. Metodologi Penelitian Bisnis Dan Ekonomi, 33. 

Yogyakarta: Pustaka Baru Press. 

Tarofder, A. K., Nikhashemi, S. R., Azam, S. M. F., Selvantharan, P., & Haque, 

A. (2016). The mediating influence of service failure explanation on 

customer repurchase intention through customers satisfaction. International 

Journal of Quality and Service Sciences, 8(4), 516–535. 

https://doi.org/10.1108/IJQSS-04-2015-0044 

Teece D, Peteraf M, Leih S. Dynamic Capabilities and Organizational Agility: 

Risk, Uncertainty, and Strategy in the Innovation Economy. California 

Management Review. 2016;58(4):13-35. doi:10.1525/cmr.2016.58.4.13 

Thakur, R. (2018). Customer engagement and online reviews. Journal of Retailing 

and Consumer Services, 41(December 2017), 48–59. 

https://doi.org/10.1016/j.jretconser.2017.11.002 

Tran, T. P., Mai, E. S., & Taylor, E. C. (2021). Enhancing brand equity of 

branded mobile apps via motivations: A service-dominant logic perspective. 

Journal of Business Research, 125(December 2020), 239–251. 

https://doi.org/10.1016/j.jbusres.2020.12.029 

Trivedi, S.K., Yadav, M., 2020. Repurchase intentions in Y generation: mediation 

of trust and e-satisfaction. Market. Intell. Plann. 38 (4), 401–415. 

Van Doorn, J., Lemon, K.N., Mittal, V., Nass, S., Pick, D., Pirner, P. and Verhoef, 

P.C. (2010), “Customer engagement behavior: theoretical foundations and 

research directions”, Journal of Service Research, Vol. 13 No. 3, pp. 253-

266. 

Yoo B., & Donthu, N. (2001). Developing and validating a multidimensional 

consumer based brand equity scale. Journal of Business Research, 52(1), 1–

14. 



100 
 

 
 

Zhang, H. and Chen, Y. (2017), “The influence of brand engagement on brand 

relationship quality and repurchase intention”, Tourism Tribune, Vol. 32 No. 

4, pp. 43-53. 

Zhang, E. M. (2010). Understanding the Acceptance of Mobile SMS Advertising 

among Young Chinese Consumers. Psychology & Marketing, 30(6), 461–

469. https://doi.org/10.1002/mar  


