
 

117 

 

DAFTAR PUSTAKA 

 

Abdillah, W. A., & Khaulani, D. G. (2020). The Effect of Co-Branding on 

Purchasing Decisions in the Indonesia Ice Cream Industry. Journal of 

Economicate Studies (JoES) V, 04(01), 1–10. 

Amron, A. (2018). The Influence of Brand Image, Brand Trust, Product Quality, 

and Price on the Consumer’s Buying Decision of MPV Cars. European 

Scientific Journal, ESJ, 14(13), 228. 

https://doi.org/10.19044/esj.2018.v14n13p228 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media 

in marketing. Journal of the Academy of Marketing Science, 48(1), 79–95. 

https://doi.org/10.1007/s11747-019-00695-1 

Darojat, T. A. (2020). Effect of Product Quality, Brand Image And Life Style 

Against Buying Decision. Journal of Management Science (JMAS), 3(2), 

2684–9747. https://iocscience.org/ejournal/index.php/JMAS 

Djafarova, E., & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z 

impulse purchases in fashion industry. Journal of Retailing and Consumer 

Services, 59(September 2020), 102345. 

https://doi.org/10.1016/j.jretconser.2020.102345 

Fakhruddin, S. H., & Dewi, R. S. (2020). Pengaruh Co-Branding dan Customer-

Based Brand Equity terhadap Keputusan Pembelian (Studi pada Co-Branding 

Produk Stockroom-Oldblue di Jakarta). Jurnal Ilmu Administrasi Bisnis, 9(3), 

360–368. https://doi.org/10.14710/jiab.2020.28136 

Firmansyah, F. (2021). Influence of product quality, price, and promotion on 



118 
 

 

purchase decision of Philips Products. Jurnal Ekonomi LLDIKTI Wilayah 1 

(JUKET), 1(1), 26–36. https://doi.org/10.54076/juket.v1i1.47 

Genç, M., & Öksüz, B. (2019). An Analysis on Collaborations between Turkish 

Beauty YouTubers and Cosmetic Brands. Procedia Computer Science, 158, 

745–750. https://doi.org/10.1016/j.procs.2019.09.110 

Ghozali, I., & R. (2017). Analisis Multivariat dan Ekonometrika Teori, Konsep, dan 

Aplikasi dengan EViews 10. Badan Penerbit Universitas Diponegoro. 

Grewal, D., Hulland, J., Kopalle, P. K., & Karahanna, E. (2020). The future of 

technology and marketing: a multidisciplinary perspective. Journal of the 

Academy of Marketing Science, 48(1), 1–8. https://doi.org/10.1007/s11747-

019-00711-4 

Gupta, R., & Nair, K. (2021). a Conceptual Model for Promotion on Digital 

Platforms. Academy of Entrepreneurship Journal, 27(SpecialIssue 2), 1–22. 

Hanaysha, J. R. (2018). An examination of the factors affecting consumer’s 

purchase decision in the Malaysian retail market. PSU Research Review, 2(1), 

7–23. https://doi.org/10.1108/PRR-08-2017-0034 

Hermiyenti, S., & Wardi, Y. (2019). A Literature Review on The Influence of 

Promotion, Price and Brand Image to Purchase Decision. 64, 538–545. 

https://doi.org/10.2991/piceeba2-18.2019.34 

Heryani, H., Kusumawaty, J., Gunawan, A., & Samrotul, D. (2020). Efektivitas 

Leaflet terhadap Peningkatan Keterampilan tentang Pemeriksaan Payudara 

Sendiri (SADARI) pada Remaja Putri di Pondok Pesantren Ar-Risalah 

Kabupaten Ciamis. Jurnal Ilmu Dan Teknologi Kesehatan. 



119 
 

 

https://doi.org/https://doi.org/10.33666/jitk.v11i1.237 

Hitsch, G. J., Hortaçsu, A., & Lin, X. (2021). Prices and promotions in U.S. retail 

markets. Quantitative Marketing and Economics, 19(3–4), 289–368. 

https://doi.org/10.1007/s11129-021-09238-x 

Mitchell, V. W., & Balabanis, G. (2021). The role of brand strength, type, image 

and product-category fit in retail brand collaborations. Journal of Retailing 

and Consumer Services, 60(December 2020), 102445. 

https://doi.org/10.1016/j.jretconser.2021.102445 

NABEN, F. (2020). Ringkasan Jurnal. https://doi.org/10.31220/osf.io/fh57c 

Nguyen, C., Romaniuk, J., Faulkner, M., & Cohen, J. (2019). Correction to: Are 

two brands better than one? Investigating the effects of co-branding in 

advertising on audience memory (Marketing Letters, (2018), 29, 1, (37-48), 

10.1007/s11002-017-9444-3). Marketing Letters, 30(2), 219–220. 

https://doi.org/10.1007/s11002-019-09493-9 

Ofori, D. A., Anjarwalla, P., Mwaura, L., Jamnadass, R., Stevenson, P. C., Smith, 

P., Koch, W., Kukula-Koch, W., Marzec, Z., Kasperek, E., Wyszogrodzka-

Koma, L., Szwerc, W., Asakawa, Y., Moradi, S., Barati, A., Khayyat, S. A., 

Roselin, L. S., Jaafar, F. M., Osman, C. P., … Slaton, N. (2020). No 主観的

健康感を中心とした在宅高齢者における 健康関連指標に関する共分散構造

分析Title. Molecules, 2(1), 1–12. http://clik.dva.gov.au/rehabilitation-

library/1-introduction-

rehabilitation%0Ahttp://www.scirp.org/journal/doi.aspx?DOI=10.4236/as.20



120 
 

 

17.81005%0Ahttp://www.scirp.org/journal/PaperDownload.aspx?DOI=10.4

236/as.2012.34066%0Ahttp://dx.doi.org/10.1016/j.pbi.201 

Sengkey, M., Mandey, S. L., & Soegoto, A. S. (2021). The Effect of Price 

Perception , Product Quality and Location on Consumer Purchase Decisions 

through Buying Interest as Intervening Variables on Msme Products During 

the Covid-19 Pandemic. European Journal of Life Safety and Stability, 6, 67–

82. 

Septa Diana Nabella. (2021). Improve Consumer Purchasing Decisions Through 

Quality of Service, Promotion And Quality of Information At PT. Ng Tech 

Supplies. International Journal of Science, Technology & Management, 2(3), 

880–889. https://doi.org/10.46729/ijstm.v2i3.210 

Sheikh Qazzafi. (2019). Consumer Buying Decision Process. BizFluent, 2(5), 130–

133. https://bizfluent.com/how-does-5438201-consumer-buying-decision-

process.html 

Sudaryanto, S., Subagio, N. A., Awaliyah, I. N., Wulandari, D., & Hanim, A. 

(2019). Influence of brand image, price and promotion on consumer’s buying 

decision of fast moving consumer’s goods with culture as a moderating 

variable in basmallah retail store in Indonesia. International Journal of 

Scientific and Technology Research, 8(3), 85–92. 

ÜSTÜNDAĞLI ERTEN, E., ZALLUHOĞLU, E., & GÜNAY, N. (2022). 

Evaluating Marketing and Trendy Topics From Marketing Managers’ 

Perspective: Do the Work of Marketing Academicians “Make Sense” To 

Marketing Managers? Ege Akademik Bakis (Ege Academic Review), March. 



121 
 

 

https://doi.org/10.21121/eab.1101002 

Yu, F. R., Liu, J., He, Y., Si, P., & Z. (2018). Virtualization for distributed ledger 

technology (vDLT). IEEE Access, 6, 25019–25028. 

Yusuf, A., & Sunarsi, D. (2020). The Effect of Promotion and Price on Purchase 

Decisions. Almana : Jurnal Manajemen Dan Bisnis, 4(2), 272–279. 

https://doi.org/10.36555/almana.v4i2.1410 

Zharfaningrum, D., Hidayatullah, S., Khouroh, U., Windhyastiti, I., & Waris, A. 

(2020). Determinan Keputusan Pembelian Online di Instagram : Perspektif 

Promosi, Kemudaham, Kualitas Informasi dan Kepercayaan. Jurnal Studi 

Manajemen Dan Bisnis, 7(2), 169–178. http://journal.trunojoyo.ac.id/jsmb 

 

 

 

 

 

 




