DAFTAR PUSTAKA

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing
Intelligence and Planning, 38(5), 559-572. https://doi.org/10.1108/MIP-02-
2019-0095

Bernarto, 1., Berlianto, M. P., Meilani, Y. F. C. P., Masman, R, R., & Suryawan, I.
N. (2020). The Influence of Brand Awareness, Brand Image, and Brand Trust
on Brand Loyalty. Jurnal of Management, 24(3), 412-426.
https://doi.org/10.24912/jm.v24i3.676

Bilgin, Y. (2018). the Effect of Social Media Marketing Activities on Brand
Awareness, Brand Image and Brand Loyalty. Business & Management
Studies: An International Journal, 6(1). https://doi.org/10.15295/v6i1.229

Chang, W. J. (2021). Experiential marketing, brand image and brand loyalty: a case
study of Starbucks. British Food Journal, 123(1), 209-223.
https://doi.org/10.1108/BFJ-01-2020-0014

Chen, S. C., & Lin, C. P. (2019). Understanding the effect of social media marketing
activities: The mediation of social identification, perceived value, and
satisfaction. Technological Forecasting and Social Change, 140(December
2018), 22-32. https://doi.org/10.1016/j.techfore.2018.11.025

Chinomona, R. (2016). Brand communication, brand image and brand trust as
antecedents of brand loyalty in Gauteng Province of South Africa. African
Journal of Economic and Management Studies, 7(1), 124-139.
https://doi.org/10.1108/AJEMS-03-2013-0031

Coelho, P. S., Rita, P.,, & Santos, Z. R. (2018). On the relationship between
consumer-brand identification, brand community, and brand loyalty. Journal
of Retailing and Consumer  Services, 43(March), 101-110.
https://doi.org/10.1016/j.jretconser.2018.03.011

Cuong, D. T., & Khoi, B. H. (2019). The effect of brand image and perceived value
on satisfaction and loyalty at convenience stores in Vietnam. Journal of
Advanced Research in Dynamical and Control Systems, 11(8 Special Issue),
1446-1454.

Databoks Katadata. (2020). Ragam Alasan Konsumen Pilih Berbelanja Online.
Link referensi:https://databoks.katadata.co.id/datapublish/2020/11/11/ragam-
alasan-konsumen-pilh-berbelanja-online, diakses pada tanggal 24 Oktober
2021

Databoks Katadata. (2022). Tokopedia, E-Commerce dengan Pengunjung
Terbanyak pada 2021. Link referensi:
https://databoks.katadata.co.id/datapublish/2022/04/12/tokopedia-e-
commerce-dengan-pengunjung-terbanyak-pada-2021, diakses pada tanggal 28
April 2022

118



119

Dwivedi, A., & McDonald, R. (2018). Building brand authenticity in fast-moving
consumer goods via consumer perceptions of brand marketing
communications. European Journal of Marketing, 52(7-8), 1387-1411.
https://doi.org/10.1108/EJM-11-2016-0665

Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social
Media Marketing on Brand Equity and Brand Loyalty. Journal of Relationship
Marketing, 19(4), 287-308. https://doi.org/10.1080/15332667.2019.1705742

El Naggar, R. A., & Bendary, N. (2017). The Impact of Experience and Brand trust
on Brand loyalty, while considering the mediating effect of brand Equity
dimensions, an empirical study on mobile operator subscribers in Egypt. The
Business and  Management  Review, Volume 9(2), 16-25.
http://www.abrmr.com/myfile/conference_proceedings/Con_Pro_73986/conf
erence_39354.pdf

Erkmen, E., & Hancer, M. (2019). Building brand relationship for restaurants: An
examination of other customers, brand image, trust, and restaurant attributes.
International Journal of Contemporary Hospitality Management, 31(3),
1469-1487. https://doi.org/10.1108/1JCHM-08-2017-0516

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

Ghansah N, Ghansah B, Ben-Bright B, Ocquaye E (2016) Using social media as a
marketing tool intertiary institutions: a case study of data link university,
Ghana. International Journal of Engineering Research in Africa, 20:218-232.
https://doi.org/10.4028/www.scientific.net/JERA.20.218

Ghozali, Imam. (2017). Model Persamaan Struktural Konsep Dan Aplikasi
Program AMOS 24. Semarang: Badan Penerbit Universitas Diponegoro.

Glendah, S. T., Alala, O. B., & Dishon, M. W. (2019). Social media marketing and
brand loyalty at Safaricom company, Kenya. European Journal of Business
and Strategic Management, 4(5), 49-64. www.iprjb.org

Griffin, Jill. (2015). Customer Loyalty: Menumbuhkan dan Mempertahankan
Kesetiaan Pelanggan. Jakarta: Erlangga.

Hafez, M. (2021). The impact of social media marketing activities on brand equity
in the banking sector in Bangladesh: the mediating role of brand love and
brand trust. International Journal of Bank Marketing, 39(7), 1353-1376.
https://doi.org/10.1108/1JBM-02-2021-0067

Huang, C. C. (2017). The impacts of brand experiences on brand loyalty: mediators
of brand love and trust. Management Decision, 55(5), 915-934.
https://doi.org/10.1108/MD-10-2015-0465



120

Hwang, I. J., Lee, B. G., & Kim, K. Y. (2014). Information asymmetry, social
networking site word of mouth, and mobility effects on social commerce in
korea. Cyberpsychology, Behavior, and Social Networking, 17(2), 117-124.
https://doi.org/10.1089/cyber.2012.0566

Ibrahim, B., & Aljarah, A. (2018). Dataset of relationships among social media
marketing activities, brand loyalty, revisit intention. Evidence from the
hospitality industry in Northern Cyprus. Data in Brief, 21, 1823-1828.
https://doi.org/10.1016/j.dib.2018.11.024

Iprice. (2022). Peta E-Commerce Indonesia, Persaingan Toko Online di Indonesia.
link referensi: https://iprice.co.id/insights/mapofecommerce, diakses pada
tanggal 23 Maret 2022

Ismail, A. R. (2017). The influence of perceived social media marketing activities
on brand loyalty: The mediation effect of brand and value consciousness. Asia
Pacific Journal of Marketing and Logistics, 29(1), 129-144.
https://doi.org/10.1108/APJML-10-2015-0154

Keller, K. L., Prameswaran, A. M. ., & Jacob, I. (2015). Building, Measuring, and
Managing Brand Equity Fourth Edition. In Pearson India Education Services
(Vol. 5, Issue 6).

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U., & Rahman, Z. (2020). Brand
engagement and experience in online services. Journal of Services Marketing,
34(2), 163-175. https://doi.org/10.1108/JSM-03-2019-0106

Kimpakorn, N., & Tocquer, G. (2010). Service brand equity and employee brand
commitment. 5(February 2009), 378-388.
https://doi.org/10.1108/08876041011060486

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2021). Perceived social
media marketing activities and consumer-based brand equity: Testing a
moderated mediation model. Asia Pacific Journal of Marketing and Logistics,
33(1), 53-72. https://doi.org/10.1108/APJML-07-2019-0453

Kwan Soo Shin, S., Amenuvor, F. E., Basilisco, R., & Owusu-Antwi, K. (2019).
Brand Trust and Brand Loyalty: A Moderation and Mediation Perspective.
Current Journal of Applied Science and Technology, November, 1-17.
https://doi.org/10.9734/cjast/2019/v38i430376

Lazada Indonesia. (2012). Tentang Lazada. Link referensi:
https://www.lazada.co.id/about, diakses pada tanggal 4 Oktober 2021

Leckie, C., Nyadzayo, M. W. and Johnson, L. W. (2016). Antecedents of consumer
brand engagement and brand loyalty. Journal of Marketing Management,
32(5-6), 558-578. DOI: https://doi.org/10.1080/0267257X.2015.1131735



121

Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The influence of brand image
and brand personality on brand loyalty, mediating by brand trust: An empirical
study. Jurnal Pengurusan, 50(December 2019).
https://doi.org/10.17576/pengurusan-2017-50-07

Menidjel, C., Benhabib, A., & Bilgihan, A. (2017). Examining the moderating role
of personality traits in the relationship between brand trust and brand loyalty.
Journal of Product and Brand Management, 26(6), 631-649.
https://doi.org/10.1108/JPBM-05-2016-1163

Park, H., & Kim, Y. (2016). Journal of Retailing and Consumer Services Proactive
versus reactive apparel brands in sustainability : Influences on brand loyalty.
29, 114-122. https://doi.org/10.1016/j.jretconser.2015.11.013

Putri, A. D. E., Indarini, -, & Anandya, D. (2019). The influence of brand
communication, brand image, brand satisfaction, and brand trust on brand
loyalty. XXIV(03), 412-426. https://doi.org/10.2991/insyma-19.2019.31

Sekaran, U dan Bougie, R. (2017). Metode Penelitian untuk Bisnis: Pendekatan
Pengembangan-Keahlian, Edisi 6, Buku 1. Jakarta: Salemba Empat.

Sekaran, U dan Bougie, R. (2017). Metode Penelitian untuk Bisnis: Pendekatan
Pengembangan-Keahlian, Edisi 6, Buku 2. Jakarta: Salemba Empat.

Shabbir, M. Q., Khan, A. A., & Khan, S. R. (2017). Brand Loyalty Brand Image
and Brand Equity: the Mediating Role of Brand Awareness. International
Journal of Innovation and Applied Studies, 19(2), 416-423.
http://www.ijias.issr-journals.org/

Statista. (2021). Annual growth rate of e-commerce in Indonesia from 2016 to 2020
with forecasts until 2024. Link referensi:
https://www.statista.com/statistics/1235476/indonesia-e-commerce-growth-
rate, diakses pada tanggal 20 Desember 2021

Syed Alwi, S. F., Nguyen, B., Melewar, T. C., Loh, Y. H., & Liu, M. (2016).
Explicating industrial brand equity: Integrating brand trust, brand performance
and industrial brand image. Industrial Management and Data Systems, 116(5),
858-882. https://doi.org/10.1108/IMDS-09-2015-0364

Taqi, I., & Muhammad, G. (2020). Brand loyalty and the mediating roles of brand
image and customer satisfaction. Market Forces, 15(1), 101-119.
http://lwww.pafkiet.edu.pk/marketforces/index.php/marketforces/article/view/
410

Tatar, S. B., & Eren-Erdogmus, 1. (2016). The effect of social media marketing on
brand trust and brand loyalty for hotels. Information Technology and Tourism,
16(3), 249-263. https://doi.org/10.1007/s40558-015-0048-6

Top Brand Award. (2021). Top Brand Index Kategori Situs Jual Beli Online. link
referensi: https://www.topbrand-award.com/top-brand-index, diakses pada
tanggal 16 November 2021



122

Tuten, T., & Solomon, M. (2018). Social Media Marketing Third Edition. London:
SAGE Publications.

van der Westhuizen, L. M. (2018). Brand loyalty: exploring self-brand connection
and brand experience. Journal of Product and Brand Management, 27(2),
172-184. https://doi.org/10.1108/JPBM-07-2016-1281

Warner-Sgderholm, G., Bertsch, A., Sawe, E., Lee, D., Wolfe, T., Meyer, J., Engel,
J., & Fatilua, U. N. (2018). Who trusts social media? Computers in Human
Behavior, 81, 303-315. https://doi.org/10.1016/j.chb.2017.12.026

We Are Social. (2022). Digital 2022: Another Year of Bumper Growth. Link
refensi:  https://wearesocial.com/uk/2022/01/digital-2022-another-year-of-
bumper-growth-2, diakses pada tanggal 2 April 2022

Yadav, M., & Rahman, Z. (2018). The influence of social media marketing
activities on customer loyalty: A study of e-commerce industry.
Benchmarking, 25(9), 3882—-3905. https://doi.org/10.1108/B1J-05-2017-0092

Zahoor, S. Z., & Qureshi, I. H. (2017). Social media marketing and brand equity: a
literature review. The IUP Journal of Marketing Management, Vol XVI (1),
47, 64.

Zhang, K. Z. K., Benyoucef, M., & Zhao, S. J. (2016). Building brand loyalty in
social commerce: The case of brand microblogs. Electronic Commerce
Research and Applications, 15, 14-25.
https://doi.org/10.1016/j.elerap.2015.12.001



