
112 
 

DAFTAR PUSTAKA 

Ahdiat, A. (2023). Ekspor Alas Kaki Melesat pada 2022, Cetak Rekor Baru. 

Katadata Media Network. 

https://databoks.katadata.co.id/datapublish/2023/03/17/ekspor-alas-kaki-

melesat-pada-2022-cetak-rekor-baru 

Ajzen, I. (2005). Attitudes, Personality, and Behavior ((2nd ed.)). Open 

University Press. 

Al-Dmour, H., Al-Qawasmi, S., Al-Dmour, R., & Basheer Amin, E. (2022). The 

role of electronic word of mouth (eWOM) and the marketing mix on 

women’s purchasing intention of children’s dietary supplements. 

International Journal of Pharmaceutical and Healthcare Marketing, 16(3). 

https://doi.org/10.1108/IJPHM-08-2020-0066 

Al-Gasawneh, J. A., & Al-Adamat, A. M. (2020). The mediating role of e-word of 

mouth on the relationship between content marketing and green purchase 

intention. Management Science Letters, 10(8). 

https://doi.org/10.5267/j.msl.2020.1.010 

Aquinia, A., & Soliha, E. (2020). The effect of brand equity dimensions on 

repurchase intention. Diponegoro International Journal of Business, 3(2). 

https://doi.org/10.14710/dijb.3.2.2020.97-103 

Arifin, C. (2023). Potensi Bisnis Alas Kaki Lokal Mencapai Rp 5,07 Triliun, 

Stradenine Incar Segmen Anak Muda. 1. 

https://www.tribunnews.com/bisnis/2023/02/01/potensi-bisnis-alas-kaki-

lokal-mencapai-rp-507-triliun-stradenine-incar-segmen-anak-muda 

Babu, D., & A.P, G. (2022). IMPACT OF BRAND PARITY ON BRAND-

RELATED FACTORS-CUSTOMER SATISFACTION-REPURCHASE 

INTENTION CONTINUUM: AN EMPIRICAL STUDY ON 

DEODORANT BRANDS. Academy of Marketing Studies Journal, 26(1). 

Bakhshizadeh, E., & Aliasghari, H. (2023). CUSTOMER-BASED BRAND 

EQUITY AND CUSTOMER BEHAVIORAL INTENTION: EVIDENCE 

FROM INSURANCE SERVICE. Revista Brasileira de Marketing, 22(1). 

https://doi.org/10.5585/REMARK.V22I1.20256 

Bauer, H. H., Stokburger-Sauer, N. E., & Exler, S. (2008). Brand image and fan 

loyalty in professional team sport: A refined model and empirical 

assessment. In Journal of Sport Management (Vol. 22, Issue 2). 

https://doi.org/10.1123/jsm.22.2.205 

Bian, X., & Moutinho, L. (2011). The role of brand image, product involvement, 

and knowledge in explaining consumer purchase behaviour of counterfeits: 

Direct and indirect effects. European Journal of Marketing, 45(1). 

https://doi.org/10.1108/03090561111095658 



113 
 

 
 

Büyükdağ, N. (2021). The effect of brand awareness, brand image, satisfaction, 

brand loyalty and WOM on purchase intention: An empirical research on 

social media. Business & Management Studies: An International Journal, 

9(4). https://doi.org/10.15295/bmij.v9i4.1902 

Chang, K. C., Hsu, C. L., Chen, M. C., & Kuo, N. Te. (2019). How a branded 

website creates customer purchase intentions. Total Quality Management 

and Business Excellence, 30(3–4). 

https://doi.org/10.1080/14783363.2017.1308819 

Chen, L., Li, Y. Q., & Liu, C. H. (2019). How airline service quality determines 

the quantity of repurchase intention - Mediate and moderate effects of brand 

quality and perceived value. Journal of Air Transport Management, 75. 

https://doi.org/10.1016/j.jairtraman.2018.11.002 

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand 

association and product quality on brand loyalty and repurchase intention: A 

case of male consumers for cosmetic brands in South Africa. Journal of 

Business and Retail Management Research, 12(1). 

https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomcfcbisa 

Devita Permatasari, R., Rohman, F., & Palupi Prabandari, S. (2022). The 

antecedents of repurchase intention at user online travel agents in Indonesia 

mediated by brand image. International Journal of Research in Business and 

Social Science (2147- 4478), 11(9). https://doi.org/10.20525/ijrbs.v11i9.2194 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on 

consumers’ purchase intentions: An extended approach to information 

adoption. Computers in Human Behavior, 61. 

https://doi.org/10.1016/j.chb.2016.03.003 

Fenetta, A., & Keni, K. (2020). Pengaruh Brand Awareness dan Perceived Quality 

Terhadap Purchase Intention: Brand Loyalty Sebagai Variabel Mediasi. 

Jurnal Manajemen Bisnis Dan Kewirausahaan, 4(6). 

https://doi.org/10.24912/jmbk.v4i6.9792 

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian Untuk 

Penulisan Skripsi,Tesis Dan Disertasi Ilmu Manajemen. Edisi kelima. In 

Badan Penerbit Universitas Diponegoro. 

Filieri, R., & Lin, Z. (2017). The role of aesthetic, cultural, utilitarian and 

branding factors in young Chinese consumers’ repurchase intention of 

smartphone brands. Computers in Human Behavior, 67. 

https://doi.org/10.1016/j.chb.2016.09.057 

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior : An 

Introduction to Theory and Research. Reading, MA: Addison-Wesley. 

Frontier. (2023). Top Brand Index. https://www.topbrand-award.com/top-brand-

index 



114 
 

 
 

Ghozali, I. (2017). Model Persamaan Struktural Konsep Dan Aplikasi dengan 

Program AMOS 24. Update Bayesian SEM. Edisi 7. In Semarang: Badan 

Penerbit Universitas Diponegoro. 

Ha, H. Y., Muthaly, S. K., & Akamavi, R. K. (2010). Alternative explanations of 

online repurchasing behavioral intentions: A comparison study of Korean 

and UK young customers. European Journal of Marketing, 44(6). 

https://doi.org/10.1108/03090561011032757 

Han, H., Yu, J., Chua, B. L., Lee, S., & Kim, W. (2019). Impact of core-product 

and service-encounter quality, attitude, image, trust and love on repurchase: 

Full-service vs low-cost carriers in South Korea. International Journal of 

Contemporary Hospitality Management, 31(4). 

https://doi.org/10.1108/IJCHM-05-2018-0376 

Ilyas, G. B., Rahmi, S., Tamsah, H., Munir, A. R., & Putra, A. H. P. K. (2020). 

Reflective model of brand awareness on repurchase intention and customer 

satisfaction. Journal of Asian Finance, Economics and Business, 7(9). 

https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.427 

Iqbal, A., Khan, N. A., Malik, A., & Faridi, M. R. (2022). E-WOM effect through 

social media and shopping websites on purchase intention of smartphones in 

India. Innovative Marketing, 18(2). 

https://doi.org/10.21511/im.18(2).2022.02 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention: An empirical study in the automobile 

industry in Iran. Marketing Intelligence & Planning, 30(4), 460–476. 

Juwairiyah, S. (2019). PENGARUH BRAND IMAGE, BRAND TRUST DAN 

PERCEIVED PRICE TERHADAP REPURCHASE INTENTION PADA 

TIKET MASKAPAI PENERBANGAN LION AIR (STUDI PADA 

MAHASISWA/I S1 UNIVERSITAS BRAWIJAYA MALANG). Jurnal 

Ilmiah Mahasiswa FEB, 7(2). 

Kadang, G. C., & Berlianto, M. P. (2022). Pengaruh Electronic Word of Mouth 

Characteristics pada Repurchase Intention Melalui Trust dan Perceived 

Usefulness sebagai Mediasi pada Aplikasi Sociolla. Jmbi Unsrat, 8(1). 

Kementerian Perindustrian Republik Indonesia. (2023). Kemenperin: IKM Alas 

Kaki Nasional Tak Gentar Hadapi Resesi Global. 

https://kemenperin.go.id/artikel/23833/Kemenperin:-IKM-Alas-Kaki-

Nasional-Tak-Gentar-Hadapi-Resesi-Global 

Kotler, P., & Keller, K. L. (2016). Marketing Management, 15th Edition. In 

Pearson Education Limited. 

Kuang Chi, H., Ren Yeh, H., & Ting Yang, Y. (2019). The impact of brand 

awareness on consumer purchase intention: The mediating effect of 

perceived quality and brand loyalty. The Journal of International 



115 
 

 
 

Management Studies, 4(1). 

Liu, M. T., Wong, I. K. A., Tseng, T. H., Chang, A. W. Y., & Phau, I. (2017). 

Applying consumer-based brand equity in luxury hotel branding. Journal of 

Business Research, 81. https://doi.org/10.1016/j.jbusres.2017.06.014 

Maria, S., Pusriadi, T., & Darma, D. (2020). The Effect of Social Media 

Marketing, Word of Mouth, and Effectiveness of Advertising on Brand 

Awareness and Intention to Buy. KnE Social Sciences. 

https://doi.org/10.18502/kss.v4i3.6373 

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The influence of EWOM 

characteristics on online repurchase intention: Mediating roles of trust and 

perceived usefulness. Online Information Review, 40(7). 

https://doi.org/10.1108/OIR-11-2015-0373 

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). https://doi.org/10.1108/JIMA-

03-2018-0059 

Prahiawan, W., Fahlevi, M., Juliana, J., Purba, J. T., & Tarigan, S. A. A. (2021). 

The role of e-satisfaction, e-word of mouth and e-trust on repurchase 

intention of online shop. International Journal of Data and Network Science, 

5(4). https://doi.org/10.5267/j.ijdns.2021.8.008 

Putra, T. R. I., Ridwan, & Kalvin, M. (2020). How Electronic Word of Mount (E-

Wom) Affects Purchase Intention with Brand Image As A Mediation 

Variable: Case of Xiaomi Smartphone in Student. Journal of Physics: 

Conference Series, 1500(1). https://doi.org/10.1088/1742-

6596/1500/1/012094 

Rauyruen, P., Miller, K. E., & Groth, M. (2009). B2B services: Linking service 

loyalty and brand equity. Journal of Services Marketing, 23(3). 

https://doi.org/10.1108/08876040910955189 

Sari, N. N., Fauzi, A., & Rini, E. S. (2021). The Effect of Electronic Word of 

Mouth (E-Wom) and Brand Image on Repurchase Intention Moderated by 

Brand Trust in the Garuda Indonesia Airline. International Journal of 

Research and Review, 8(9). https://doi.org/10.52403/ijrr.20210912 

Shahid, Z., Hussain, T., & Zafar, F. (2017). The Impact of Brand Awareness on 

the Consumers’ Purchase Intention. Journal of Accounting & Marketing, 

06(01). https://doi.org/10.4172/2168-9601.1000223 

Sharifpour, Y., Khan, M. N. A. A., Alizadeh, M., RahimAkhgarzadeh, M., & 

Mahmodi, E. (2016). The influence of electronic word-of-mouth on 

consumers’ purchase intentions and brand awareness in Iranian 

telecommunication industry. International Journal of Supply Chain 

Management, 5(3). 



116 
 

 
 

Sugiyono. (2022). Statistik untuk Penelitian (30 ed., Vo). CV. Alfabeta. 

Sulthana, A. N., & Vasantha, S. (2019). Influence of electronic word of mouth 

eWOM on purchase intention. International Journal of Scientific and 

Technology Research, 8(10). 

Susilowati, E., & Novita Sari, A. (2020). The influence of brand awareness, brand 

association, and perceived quality toward consumers’ purchase intention: a 

case of richeese factory, Jakarta. Independent Journal of Management & 

Production, 11(1). https://doi.org/10.14807/ijmp.v11i1.981 

Tandon, A., Aakash, A., & Aggarwal, A. G. (2020). Impact of EWOM, website 

quality, and product satisfaction on customer satisfaction and repurchase 

intention: moderating role of shipping and handling. International Journal of 

System Assurance Engineering and Management, 11. 

https://doi.org/10.1007/s13198-020-00954-3 

Tariq, M., Tanveer, A., Abrar, M., & Iqbal, A. (2017). EWOM and Brand 

Awareness Impact on Consumer Purchase Intention: Mediating Role of 

Brand Image. Pakistan Administrative Review, 1(1). 

Teng, Y.-T., & Huang, K.-P. (2022). THE EFFECT OF BRAND AWARENESS 

ON CONSUMERS’ REPURCHASE INTENTION-A STUDY OF 

STREAMING MEDIA. In The International Journal of Organizational 

Innovation (Vol. 15). 

Wang, X., & Yang, Z. (2010). The effect of brand credibility on consumers’ brand 

purchase intention in emerging economies: The moderating role of brand 

awareness and brand image. Journal of Global Marketing, 23(3). 

https://doi.org/10.1080/08911762.2010.487419 

Wardhana, A. (2022). Brand Marketing: The Art of Branding. In Brand 

Marketing: The Art of Branding (Issue January). 

Warno, W., & Rahmawan, G. (2022). Faktor Yang Mempengaruhi Minat Beli 

Sepatu Lokal Aerostreet. JEBDEKER: Jurnal Ekonomi, Manajemen, 

Akuntansi, Bisnis Digital, Ekonomi Kreatif, Entrepreneur, 2(2). 

https://doi.org/10.56456/jebdeker.v2i2.103 

Wijaya, V. L., Muljani, N., & Koesworo, Y. (2021). Pengaruh E-Wom Dan Brand 

Awareness Terhadap Brand Image Dalam Menimbulkan Purchase Intention 

Di Traveloka Pada Generasi Milenial Di Surabaya. Jurnal Ilmiah Mahasiswa 

Manajemen, 10(2). 

Yang, Q., Hayat, N., Mamun, A. Al, Makhbul, Z. K. M., & Zainol, N. R. (2022). 

Sustainable customer retention through social media marketing activities 

using hybrid SEM-neural network approach. PLoS ONE, 17(3 March). 

https://doi.org/10.1371/journal.pone.0264899 

 

 


