
 

71 

 

DAFTAR PUSTAKA 

 

Abir, T., Rahman, M. A., Yazdani, D. M. N.-A., Khan, R. H., Supty, S. S. A., & 

Hamid, A. B. A. (2020). Electronic Word of Mouth (e-WOM) and 

consumers’ purchase decisions: Evidences from Bangladesh. J. Xi'an Univ. 

Archit. Technol, 12, 367-382.  

Akbari, M., Foroudi, P., Zaman Fashami, R., Mahavarpour, N., & Khodayari, M. 

(2022). Let us talk about something: The evolution of e-WOM from the past 

to the future. Journal of Business Research, 149, 663-689. 

doi:10.1016/j.jbusres.2022.05.061 

Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). 

Investigating the antecedents of Customer Brand Engagement and 

consumer-based Brand equity in social media. Journal of Retailing and 

Consumer Services, 53. doi:10.1016/j.jretconser.2019.01.016 

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. doi:10.1108/md-11-2016-0785 

Aljuhmani, H. Y., Elrehail, H., Bayram, P., & Samarah, T. (2022). Linking social 

media marketing efforts with Customer Brand Engagement in driving 

Brand loyalty. Asia Pacific Journal of Marketing and Logistics. 

doi:10.1108/apjml-08-2021-0627 

Annur, C. M. (2023). Merek Mi Instan Paling Sering Dikonsumsi Masyarakat 

Indonesia Setahun Terakhir (Desember 2022). Retrieved from 

https://databoks.katadata.co.id/datapublish/2023/02/17/indomie-merek-mi-

instan-yang-paling-banyak-dikonsumsi-masyarakat-indonesia-setahun-

terakhir 

Arıca, R., Polat, I., Cobanoglu, C., Çorbacı, A., Chen, P.-J., & Hsu, M.-J. (2022). 

Value co-destruction and negative e-WOM behavior: the mediating role of 

tourist citizenship. Tourism Review, 77(4), 1116-1134. doi:10.1108/tr-05-

2021-0219 

Azer, J., & Ranaweera, C. (2022). Former customers’ E-WOM in social media 

platforms: An investigation of motives, network size and social ties. Journal 

of Business Research, 146, 118-133. doi:10.1016/j.jbusres.2022.03.068 

Badan Pusat Statistik Kota Semarang. (2021). Statistik Daerah Kota Semarang. 

Semarang: BPS Kota Semarang. 

https://databoks.katadata.co.id/datapublish/2023/02/17/indomie-merek-mi-instan-yang-paling-banyak-dikonsumsi-masyarakat-indonesia-setahun-terakhir
https://databoks.katadata.co.id/datapublish/2023/02/17/indomie-merek-mi-instan-yang-paling-banyak-dikonsumsi-masyarakat-indonesia-setahun-terakhir
https://databoks.katadata.co.id/datapublish/2023/02/17/indomie-merek-mi-instan-yang-paling-banyak-dikonsumsi-masyarakat-indonesia-setahun-terakhir


72 

 

 

Bairrada, C. M., Coelho, A., & Lizanets, V. (2019). The impact of Brand 

personality on consumer behavior: the role of Brand Love. Journal of 

Fashion Marketing and Management: An International Journal, 23(1), 30-

47. doi:10.1108/jfmm-07-2018-0091 

Behery, M. (2021). Single-rating, multi-rating 360° performance management and 

organizational outcomes: evidence from the UAE. International Journal of 

Organizational Analysis, 30(1), 47-83. doi:10.1108/ijoa-03-2020-2095 

Bhimavarapu, R., Mohanty, P. K., Acharya, A., & Gupta, M. (2021). Interactive 

app-based services: Recovery evaluations and the mediating role of 

satisfaction in the relationship between customer-Brand engagement and 

electronic word of mouth. Australasian Journal of Information Systems, 25.  

Dinas Kependudukan dan Pencatatan Sipil Kota Semarang. (2022). Jumlah 

Penduduk Kota Semarang. Retrieved from Kota Semarang: 

https://www.dispendukcapil.semarangkota.go.id/statistik/jumlah-

penduduk-kota-semarang/2022-12-13  

Emeria, D. C. (2022, 28 September). Hong Kong Tarik Peredaran Mie Sedaap, Ini 

Kata BPOM. CNBC Indonesia. Retrieved from 

https://www.cnbcindonesia.com/news/20220928141658-4-375634/hong-

kong-tarik-peredaran-mie-sedaap-ini-kata-bpom 

Errajaa, K., Legohérel, P., Daucé, B., & Bilgihan, A. (2021). Scent marketing: 

linking the scent congruence with Brand Image. International Journal of 

Contemporary Hospitality Management, 33(2), 402-427. 

doi:10.1108/ijchm-06-2020-0637 

Fachrurazi, F., Silalahi, S. A. F., Hariyadi, H., & Fahham, A. M. (2022). Building 

halal industry in Indonesia: the role of electronic word of mouth to 

strengthen the halal Brand Image. Journal of Islamic Marketing. 

doi:10.1108/jima-09-2021-0289 

Fan, Q. (2019). Relationship among China’s country image, corporate image and 

Brand Image. Journal of Contemporary Marketing Science, 2(1), 34-49. 

doi:10.1108/jcmars-01-2019-0006 

Feng, Y., Chen, X., & Lai, I. (2020). The effects of tourist experiential quality on 

perceived value and satisfaction with bed and breakfast stays in 

southwestern China. Journal of Hospitality and Tourism Insights, 4(1), 121-

135. doi:10.1108/jhti-02-2020-0015 

Flavián, C., Gurrea, R., & Orús, C. (2020). Mobile word of mouth (m-WOM): 

analysing its negative impact on webrooming in omnichannel retailing. 

International Journal of Retail & Distribution Management, 49(3), 394-

420. doi:10.1108/ijrdm-05-2020-0169 

https://www.dispendukcapil.semarangkota.go.id/statistik/jumlah-penduduk-kota-semarang/2022-12-13
https://www.dispendukcapil.semarangkota.go.id/statistik/jumlah-penduduk-kota-semarang/2022-12-13
https://www.cnbcindonesia.com/news/20220928141658-4-375634/hong-kong-tarik-peredaran-mie-sedaap-ini-kata-bpom
https://www.cnbcindonesia.com/news/20220928141658-4-375634/hong-kong-tarik-peredaran-mie-sedaap-ini-kata-bpom


73 

 

 

Francioni, B., Curina, I., Hegner, S. M., Cioppi, M., & Pencarelli, T. (2022). 

Managing Brand equity in the brewing sector. British Food Journal, 

124(13), 501-519. doi:10.1108/bfj-10-2021-1160 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data 

Analysis (Vol. 7). New Jersey, United States: Pearson Prentice Hall. 

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N. A., Aisyah, R. A., Ayu 

Aryani, M. G., & Wandira, R. K. (2020). Purchase behavior of millennial 

female generation on Halal cosmetic products. Journal of Islamic 

Marketing, 12(7), 1295-1315. doi:10.1108/jima-11-2019-0235 

Hazzam, J. (2021). The moderating role of age on social media marketing activities 

and Customer Brand Engagement on Instagram social network. Young 

Consumers, 23(2), 197-212. doi:10.1108/yc-03-2021-1296 

Hidayat, A. A. (2021). Menyusun Instrumen Penelitian & Uji Validitas-

Reliabilitas: Health Books Publishing. 

Islam, J. U., & Rahman, Z. (2016). Linking Customer Engagement to Trust and 

Word-of-Mouth on Facebook Brand Communities: An Empirical Study. 

Journal of Internet Commerce, 15(1), 40-58. 

doi:10.1080/15332861.2015.1124008 

Jane, J. (2022, October 10). Re : Mie Sedaap Jadi Sorotan di 3 Negara, Ini yang 

Jadi Pangkal Masalahnya [Comment] [Facebook]. Retrieved from 

https://www.facebook.com/groups/emuinfo/permalink/1484414888737844

/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5y

LOZLkI9hJ2rBxNv-

3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr 

Javed, A., & Khan, Z. (2021). Fostering sustainable relationships in Pakistani 

cellular service industry through CSR and Brand Love. South Asian Journal 

of Business Studies. doi:10.1108/sajbs-10-2020-0372 

Jin, X., & Xu, F. (2020). Examining the factors influencing user satisfaction and 

loyalty on paid knowledge platforms. Aslib Journal of Information 

Management, 73(2), 254-270. doi:10.1108/ajim-07-2020-0228 

Joshi, M., & Singh, V. K. (2017). Electronic Word of Mouth and Influence on 

Consumer Purchase Intention. Dynamics of Public Administration, 34(2). 

doi:10.5958/0976-0733.2017.00012.8 

Junaid, M., Fetscherin, M., Hussain, K., & Hou, F. (2022). Brand Love and Brand 

addiction and their effects on consumers' negative behaviors. European 

Journal of Marketing, 56(12), 3227-3248. doi:10.1108/ejm-09-2019-0727 

https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr


74 

 

 

Kaur, H., & Kaur, K. (2019). Connecting the dots between Brand logo and Brand 

Image. Asia-Pacific Journal of Business Administration, 11(1), 68-87. 

doi:10.1108/apjba-06-2018-0101 

Khoi, N. H., & Le, A. N.-H. (2022). Is coolness important to luxury hotel Brand 

management? The linking and moderating mechanisms between coolness 

and Customer Brand Engagement. International Journal of Contemporary 

Hospitality Management, 34(7), 2425-2449. doi:10.1108/ijchm-10-2021-

1230 

Kumar, V., Khan, I., Fatma, M., & Singh, A. (2022). Engaging luxury Brand 

consumers on social media. Journal of Consumer Marketing, 39(1), 121-

132. doi:10.1108/jcm-10-2020-4175 

Kumari, P., & Bhateja, B. (2022). How COVID-19 impacts consumer purchase 

intention towards health and hygiene products in India? South Asian Journal 

of Business Studies. doi:10.1108/sajbs-05-2021-0185 

Kuo, Y.-F., Hou, J.-R., & Hsieh, Y.-H. (2021). The advertising communication 

effectiveness of using netizen language code-switching in Facebook ads. 

Internet Research, 31(5), 1940-1962. doi:10.1108/intr-04-2020-0231 

Le, M. T. H. (2021). The impact of Brand Love on Brand loyalty: the moderating 

role of self-esteem, and social influences. Spanish Journal of Marketing - 

ESIC, 25(1), 156-180. doi:10.1108/sjme-05-2020-0086 

Liana, W. (2019). Usaha meningkatkan efisiensi sumber daya manusia pada kinerja 

karyawan PT Indosat Tbk Palembang. Jurnal Ilmiah Ekonomi Global Masa 

Kini, 10(2), 124-129.  

Loureiro, S. M. C., Gorgus, T., & Kaufmann, H. R. (2017). Antecedents and 

outcomes of online Brand engagement. Online Information Review, 41(7), 

985-1005. doi:10.1108/oir-08-2016-0236 

Madadi, R., Torres, I. M., Fazli-Salehi, R., & Zúñiga, M. Á. (2021). The effects of 

advertising ethnic cues on Brand Love, Brand attachment and attitude 

toward the Brand. Spanish Journal of Marketing - ESIC, 25(2), 333-354. 

doi:10.1108/sjme-06-2021-0099 

Madadi, R., Torres, I. M., Fazli-Salehi, R., & Zúñiga, M. Á. (2022). Brand Love 

and ethnic identification: the mediating role of Brand attachment among 

African American consumers. Journal of Consumer Marketing, 39(4), 358-

370. doi:10.1108/jcm-06-2020-3922 

Mahadin, B. K., & Akroush, M. N. (2019). A study of factors affecting word of 

mouth (WOM) towards Islamic banking (IB) in Jordan. International 



75 

 

 

Journal of Emerging Markets, 14(4), 639-667. doi:10.1108/ijoem-10-2017-

0414 

Mainolfi, G., Marino, V., & Resciniti, R. (2021). Not just food: Exploring the 

influence of food blog engagement on intention to taste and to visit. British 

Food Journal, 124(2), 430-461. doi:10.1108/bfj-04-2021-0400 

Mainolfi, G., & Vergura, D. T. (2021). The influence of fashion blogger credibility, 

engagement and homophily on intentions to buy and e-WOM. Results of a 

binational study. Journal of Fashion Marketing and Management: An 

International Journal, 26(3), 473-494. doi:10.1108/jfmm-03-2020-0050 

Marcos, A. M. B. d. F., & Coelho, A. F. d. M. (2021). Service quality, customer 

satisfaction and customer value: holistic determinants of loyalty and word-

of-mouth in services. The TQM Journal, 34(5), 957-978. doi:10.1108/tqm-

10-2020-0236 

Martini, E., Hurriyati, R., & Sultan, M. A. (2023). Investigating the role of rational 

and emotional content towards consumer engagement and EWOM 

intention: Uses and gratification perspectives. International Journal of 

Innovative Research and Scientific Studies, 6(4), 903-912. 

doi:10.53894/ijirss.v6i4.2089 

Matsuoka, K. (2022). Effects of revenue management on perceived value, customer 

satisfaction, and customer loyalty. Journal of Business Research, 148, 131-

148. doi:10.1016/j.jbusres.2022.04.052 

Michel, G., Torelli, C. J., Fleck, N., & Hubert, B. (2022). Self-Brand values 

congruity and incongruity: Their impacts on self-expansion and consumers’ 

responses to Brands. Journal of Business Research, 142, 301-316. 

doi:10.1016/j.jbusres.2021.12.032 

Muarabagja, M. H. (2022, 15 October). Fakta-fakta 6 Mie Sedaap Ditarik dari Pasar 

di Singapura, Ada Apa? Tempo.co. Retrieved from 

https://bisnis.tempo.co/read/1645484/fakta-fakta-6-mie-sedaap-ditarik-

dari-pasar-di-singapura-ada-apa 

Nabulsi, N., McNally, B., & Khoury, G. (2021). Improving graduateness: 

addressing the gap between employer needs and graduate employability in 

Palestine. Education + Training, 63(6), 947-963. doi:10.1108/et-06-2020-

0170 

Nasiri, M. S., & Shokouhyar, S. (2021). Actual consumers' response to purchase 

refurbished smartphones: Exploring perceived value from product reviews 

in online retailing. Journal of Retailing and Consumer Services, 62. 

doi:10.1016/j.jretconser.2021.102652 

https://bisnis.tempo.co/read/1645484/fakta-fakta-6-mie-sedaap-ditarik-dari-pasar-di-singapura-ada-apa
https://bisnis.tempo.co/read/1645484/fakta-fakta-6-mie-sedaap-ditarik-dari-pasar-di-singapura-ada-apa


76 

 

 

Ng, S. I., Ho, J. A., Lim, X. J., Chong, K. L., & Latiff, K. (2019). Mirror, mirror on 

the wall, are we ready for Gen-Z in marketplace? A study of smart retailing 

technology in Malaysia. Young Consumers, 22(1), 68-89. doi:10.1108/yc-

06-2019-1006 

Nuseir, M. T. (2019). The impact of electronic word of mouth (e-WOM) on the 

online purchase intention of consumers in the Islamic countries – a case of 

(UAE). Journal of Islamic Marketing, 10(3), 759-767. doi:10.1108/jima-03-

2018-0059 

Nyadzayo, M. W., Johnson, L. W., & Rossi, M. (2020). Drivers and outcomes of 

Brand engagement in self-concept for luxury fashion Brands. Journal of 

Fashion Marketing and Management: An International Journal, 24(4), 589-

609. doi:10.1108/jfmm-05-2018-0070 

Pabla, H., & Soch, H. (2023). Up in the air! Airline passenger's Brand experience 

and its impact on Brand satisfaction mediated by Brand Love. Journal of 

Air Transport Management, 107. doi:10.1016/j.jairtraman.2022.102345 

Pang, H. (2021). Identifying associations between mobile social media users’ 

perceived values, attitude, satisfaction, and eWOM engagement: The 

moderating role of affective factors. Telematics and Informatics, 59. 

doi:10.1016/j.tele.2020.101561 

Popy, N. N., & Bappy, T. A. (2020). Attitude toward social media reviews and 

restaurant visit intention: a Bangladeshi perspective. South Asian Journal of 

Business Studies, 11(1), 20-44. doi:10.1108/sajbs-03-2020-0077 

Prasetia, I., Akrim, & Sulasmi, E. (2022). Metodologi Penelitian Pendekatan Teori 

dan Praktik: umsu press. 

Q, T. U. F. (2022, October 10). Re: Mie Sedaap Jadi Sorotan di 3 Negara, Ini yang 

Jadi Pangkal Masalahnya [Comment] [Facebook]. Retrieved from 

https://www.facebook.com/groups/emuinfo/permalink/1484414888737844

/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5y

LOZLkI9hJ2rBxNv-

3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr  

Rahman, M. S., & Mannan, M. (2018). Consumer online purchase behavior of local 

fashion clothing Brands. Journal of Fashion Marketing and Management: 

An International Journal, 22(3), 404-419. doi:10.1108/jfmm-11-2017-0118 

Raji, R. A., Rashid, S., & Ishak, S. (2019). The mediating effect of Brand Image on 

the relationships between social media advertising content, sales promotion 

content and behaviuoral intention. Journal of Research in Interactive 

Marketing, 13(3), 302-330. doi:10.1108/jrim-01-2018-0004 

https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr
https://www.facebook.com/groups/emuinfo/permalink/1484414888737844/?sfnsn=wiwspwa&ref=share&mibextid=6aamW6&paipv=0&eav=AfY5yLOZLkI9hJ2rBxNv-3ms95ktODM7Z_558Jgm2TiXF3CrRMMYc63wdVVUii3NiTQ&_rdr


77 

 

 

Ranjbaran, A., Shabankareh, M., Nazarian, A., & Seyyedamiri, N. (2022). 

Branding through visitors: how cultural differences affect Brand co-

creation in independent hotels in Iran. Consumer Behavior in Tourism and 

Hospitality, 17(2), 161-179. doi:10.1108/cbth-05-2021-0136 

Rather, R. A. (2021). Demystifying the effects of perceived risk and fear on 

customer engagement, co-creation and revisit intention during COVID-19: 

A protection motivation theory approach. Journal of Destination Marketing 

& Management, 20. doi:10.1016/j.jdmm.2021.100564 

Rodrigues, C., & Rodrigues, P. (2019). Brand Love matters to Millennials: the 

relevance of mystery, sensuality and intimacy to neo-luxury Brands. 

Journal of Product & Brand Management, 28(7), 830-848. 

doi:10.1108/jpbm-04-2018-1842 

Rosmayani, & Mardhatillah, A. (2020). Model of intention to behave in online 

product purchase for Muslim fashion in Pekanbaru, Indonesia. Journal of 

Islamic Marketing, 11(6), 1419-1441. doi:10.1108/JIMA-09-2018-0159 

Samarah, T., Bayram, P., Aljuhmani, H. Y., & Elrehail, H. (2021). The role of 

Brand interactivity and involvement in driving social media consumer 

Brand engagement and Brand loyalty: the mediating effect of Brand trust. 

Journal of Research in Interactive Marketing, 16(4), 648-664. 

doi:10.1108/jrim-03-2021-0072 

Schivinski, B., Pontes, N., Czarnecka, B., Mao, W., De Vita, J., & Stavropoulos, V. 

(2022). Effects of social media Brand-related content on fashion products 

buying behaviour – a moderated mediation model. Journal of Product & 

Brand Management, 31(7), 1047-1062. doi:10.1108/jpbm-05-2021-3468 

Sekaran, U., & Bougie, R. (2017). Metode Penelitian untuk Bisnis. Jakarta: 

Salemba Empat. 

Sharma, V., Mogra, R., & Mordia, A. (2020). Effect of chia (Salvia hispanica L.) 

seeds incorporation on nutritional quality of muffin mix. Nutrition & Food 

Science, 50(6), 1151-1161. doi:10.1108/nfs-10-2019-0306 

Song, S., & Kim, H.-Y. (2022). Is social media marketing worth it for luxury 

Brands? The dual impact of Brand page satisfaction and Brand Love on 

word-of-mouth and attitudinal loyalty intentions. Journal of Product & 

Brand Management, 31(7), 1033-1046. doi:10.1108/jpbm-06-2020-2936 

Sun, Y., Gonzalez-Jimenez, H., & Wang, S. (2021). Examining the relationships 

between e-WOM, consumer ethnocentrism and Brand equity. Journal of 

Business Research, 130, 564-573. doi:10.1016/j.jbusres.2019.09.040 



78 

 

 

Suphasomboon, T., & Vassanadumrongdee, S. (2022). Toward sustainable 

consumption of green cosmetics and personal care products: The role of 

perceived value and ethical concern. Sustainable Production and 

Consumption, 33, 230-243. doi:10.1016/j.spc.2022.07.004 

Syahputra, E. (2022, 22 October). Mie Sedaap 'Kena Priit' Gegara Pestisida, 

Aturannya Gimana? CNBC Indonesia. Retrieved from 

https://www.cnbcindonesia.com/news/20221022163811-4-381808/mie-

sedaap-kena-priit-gegara-pestisida-aturannya-gimana 

Toti, J.-F., Diallo, M. F., & Huaman-Ramirez, R. (2021). Ethical sensitivity in 

consumers’ decision-making: The mediating and moderating role of internal 

locus of control. Journal of Business Research, 131, 168-182. 

doi:10.1016/j.jbusres.2021.03.045 

Touni, R., Kim, W. G., Haldorai, K., & Rady, A. (2022). Customer engagement and 

hotel booking intention: The mediating and moderating roles of customer-

perceived value and Brand reputation. International Journal of Hospitality 

Management, 104. doi:10.1016/j.ijhm.2022.103246 

Tran Xuan, Q., Truong, H. T. H., & Vo Quang, T. (2023). Omnichannel retailing 

with Brand engagement, trust and loyalty in banking: the moderating role 

of personal innovativeness. International Journal of Bank Marketing, 

ahead-of-print(ahead-of-print). doi:10.1108/IJBM-07-2022-0292 

Ulya, F. N. (2022, 11 October). Mie Sedaap Ditarik di Luar Negeri, BPOM: 

Sepanjang Ada Izin Edar, Mi Instan Aman Dikonsumsi. Kompas. Retrieved 

from https://nasional.kompas.com/read/2022/10/11/19315461/mie-sedaap-

ditarik-di-luar-negeri-bpom-sepanjang-ada-izin-edar-mi-instan 

World Instant Noodle Association. (2022). Global Demand Ranking for Instant 

Noodles. Retrieved from 

https://instantnoodles.org/en/noodles/demand/table/ 

Wu, H. L., Chen, T. Y., & Chen, B. H. (2021). Driving forces of repurchasing social 

enterprise products. Journal of Business & Industrial Marketing, 37(2), 

447-460. doi:10.1108/jbim-08-2020-0381 

Xu, J., Prayag, G., & Song, H. (2022). The effects of consumer Brand authenticity, 

Brand Image, and age on Brand loyalty in time-honored restaurants: 

Findings from SEM and fsQCA. International Journal of Hospitality 

Management, 107. doi:10.1016/j.ijhm.2022.103340 

Yu, M., Liu, F., Lee, J., & Soutar, G. (2018). The influence of negative publicity 

on Brand equity: attribution, image, attitude and purchase intention. Journal 

of Product & Brand Management, 27(4), 440-451. doi:10.1108/jpbm-01-

2017-1396 

https://www.cnbcindonesia.com/news/20221022163811-4-381808/mie-sedaap-kena-priit-gegara-pestisida-aturannya-gimana
https://www.cnbcindonesia.com/news/20221022163811-4-381808/mie-sedaap-kena-priit-gegara-pestisida-aturannya-gimana
https://nasional.kompas.com/read/2022/10/11/19315461/mie-sedaap-ditarik-di-luar-negeri-bpom-sepanjang-ada-izin-edar-mi-instan
https://nasional.kompas.com/read/2022/10/11/19315461/mie-sedaap-ditarik-di-luar-negeri-bpom-sepanjang-ada-izin-edar-mi-instan
https://instantnoodles.org/en/noodles/demand/table/


79 

 

 

Yusuf, M., & Nastiti, D. M. (2019). Analisis Data Penelitian : Teori & Aplikasi 

dalam Bidang Perikanan: PT Penerbit IPB Press. 

Zeqiri, J., Ramadani, V., & Aloulou, W. J. (2023). The effect of perceived 

convenience and perceived value on intention to repurchase in online 

shopping: the mediating effect of e-WOM and trust. Economic Research-

Ekonomska Istraživanja, 1-21. doi:10.1080/1331677x.2022.2153721 

Zhang, J., & Du, M. (2020). Utilization and effectiveness of social media message 

strategy: how B2B Brands differ from B2C Brands. Journal of Business & 

Industrial Marketing, 35(4), 721-740. doi:10.1108/jbim-06-2018-0190 

Zhang, N., Liu, R., Zhang, X.-Y., & Pang, Z.-L. (2021). The impact of consumer 

perceived value on repeat purchase intention based on online reviews: by 

the method of text mining. Data Science and Management, 3, 22-32. 

doi:10.1016/j.dsm.2021.09.001 

Zhang, W., Chu, J., Zhang, T., & Wang, Y. (2023). Identifying the factors 

influencing enterprise digital transformation intention: an empirical study 

based on net effects and joint effects. Business Process Management 

Journal. doi:10.1108/bpmj-03-2023-0174 

 

 

  


