
 
 

70 
 

DAFTAR PUSTAKA 

Ahn, J., & Back, K.-J. (2018). Antecedents and consequences of customer brand 

engagement in integrated resorts. International Journal of Hospitality 

Management, 75, 144-152. https://doi.org/10.1016/j.ijhm.2018.05.020  

Ajzen, I., Joyce, N., Sheikh, S., & Cote, N. G. (2011). Knowledge and the 

Prediction of Behavior: The Role of Information Accuracy in the Theory of 

Planned Behavior. Basic and Applied Social Psychology, 33(2), 101-117. 

https://doi.org/10.1080/01973533.2011.568834  

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, 35(7), 1719-1738. 

https://doi.org/10.1108/apjml-08-2021-0627  

Althuwaini, S. (2022). The Effect of Social Media Activities on Brand Loyalty for 

Banks: The Role of Brand Trust. Administrative Sciences, 12(4). 

https://doi.org/10.3390/admsci12040148  

Altschwager, T., Conduit, J., Bouzdine-Chameeva, T., & Goodman, S. (2017). 

Branded marketing events: engaging Australian and French wine consumers. 

Journal of Service Theory and Practice, 27(2), 336-357. 

https://doi.org/10.1108/jstp-04-2015-0108  

Balakrishnan, B. K. P. D., Dahnil, M. I., & Yi, W. J. (2014). The Impact of Social 

Media Marketing Medium toward Purchase Intention and Brand Loyalty 

among Generation Y. Procedia - Social and Behavioral Sciences, 148, 177-

185. https://doi.org/10.1016/j.sbspro.2014.07.032  

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

engagement: a review and research agenda. Journal of Research in 

Interactive Marketing, 10(4), 268-287. https://doi.org/10.1108/jrim-06-2016-

0065  

Benhardy, K. A., Hardiyansyah, H., Putranto, A., & Ronadi, M. (2020). Brand 

image and price perceptions impact on purchase intentions: mediating brand 

trust. Management Science Letters, 3425-3432. 

https://doi.org/10.5267/j.msl.2020.5.035  

Bhattacharya, S., & Anand, V. (2016). An empirical study on the factors affecting 

online retail brand engagement and purchase intention. Malaysian 

Management Journal, 20, 111-129.  

Bhattacharya, S., & Anand, V. (2016). An empirical study on the factors affecting 

online retail brand engagement and purchase intention. Malaysian 

Management Journal, 20, 111-129.  

Bilal, M., Jianqu, Z., & Ming, J. (2020). How Consumer Brand Engagement Effect 

on Purchase Intention? The Role of Social Media Elements. Journal of 

https://doi.org/10.1016/j.ijhm.2018.05.020
https://doi.org/10.1080/01973533.2011.568834
https://doi.org/10.1108/apjml-08-2021-0627
https://doi.org/10.3390/admsci12040148
https://doi.org/10.1108/jstp-04-2015-0108
https://doi.org/10.1016/j.sbspro.2014.07.032
https://doi.org/10.1108/jrim-06-2016-0065
https://doi.org/10.1108/jrim-06-2016-0065
https://doi.org/10.5267/j.msl.2020.5.035


71 
 

 
 

Business Strategy Finance and Management, 2(1-2), 44-55. 

https://doi.org/10.12944/jbsfm.02.01-02.06  

Bilgin, Y., & Kethüda, Ö. (2022). Charity Social Media Marketing and Its Influence 

on Charity Brand Image, Brand Trust, and Donation Intention. VOLUNTAS: 

International Journal of Voluntary and Nonprofit Organizations, 33(5), 

1091-1102. https://doi.org/10.1007/s11266-021-00426-7  

Biswas, A., Jaiswal, D., & Kant, R. (2021). Investigating service innovation, bank 

reputation and customer trust: evidence from Indian retail banking. 

International Journal of Quality and Service Sciences, 14(1), 1-17. 

https://doi.org/10.1108/ijqss-03-2021-0042  

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2001). Consumer behavior (OH 

ed., Vol. 1). South-Western Thomas Learning.  

Blau, P. (1964). Power and exchange in social life.  

Bowden, J. L.-H. (2014). The Process of Customer Engagement: A Conceptual 

Framework. Journal of Marketing Theory and Practice, 17(1), 63-74. 

https://doi.org/10.2753/mtp1069-6679170105  

Boyer, K. K., & Hult, G. T. M. (2005). Customer behavioral intentions for online 

purchases: An examination of fulfillment method and customer experience 

level. Journal of Operations Management, 24(2), 124-147. 

https://doi.org/10.1016/j.jom.2005.04.002  

Calefato, F., Lanubile, F., & Novielli, N. (2015). The role of social media in 

affective trust building in customer–supplier relationships. Electronic 

Commerce Research, 15(4), 453-482. https://doi.org/10.1007/s10660-015-

9194-3  

Cassavoy, L. (2012, 23.10. 2012). What is a smartphone. About. com.  

Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of 

limited edition shoes on perceived value, brand trust, and purchase intention; 

focused on the scarcity message frequency. Journal of Business Research, 

120, 398-406. https://doi.org/10.1016/j.jbusres.2019.11.040  

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust 

and brand affect to brand performance: the role of brand loyalty. Journal of 

marketing, 65, 81-93.  

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

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

Marketing Intelligence & Planning, 38(4), 523-541. 

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

Chiu, W., & Cho, H. (2019). E-commerce brand. Asia Pacific Journal of Marketing 

and Logistics, 33(6), 1339-1362. https://doi.org/10.1108/apjml-10-2018-

0403  

https://doi.org/10.12944/jbsfm.02.01-02.06
https://doi.org/10.1007/s11266-021-00426-7
https://doi.org/10.1108/ijqss-03-2021-0042
https://doi.org/10.2753/mtp1069-6679170105
https://doi.org/10.1016/j.jom.2005.04.002
https://doi.org/10.1007/s10660-015-9194-3
https://doi.org/10.1007/s10660-015-9194-3
https://doi.org/10.1016/j.jbusres.2019.11.040
https://doi.org/10.1108/mip-12-2018-0587
https://doi.org/10.1108/apjml-10-2018-0403
https://doi.org/10.1108/apjml-10-2018-0403


72 
 

 
 

Chrisniyanti, A., & Fah, C. T. (2022). The Impact of Social Media Marketing on 

Purchase Intention of Skincare Products among Indonesian Young Adults. 

Eurasian Journal of Social Sciences, 10(2), 68-90. 

https://doi.org/10.15604/ejss.2022.10.02.001  

Colliander, J., Dahlén, M., & Modig, E. (2015). Twitter for two: investigating the 

effects of dialogue with customers in social media. International Journal of 

Advertising, 34(2), 181-194. https://doi.org/10.1080/02650487.2014.996197  

Dam, T. C. (2020). Influence of Brand Trust, Perceived Value on Brand Preference 

and Purchase Intention. The Journal of Asian Finance, Economics and 

Business, 7(10), 939-947. https://doi.org/10.13106/jafeb.2020.vol7.no10.939  

De Vries, N. J., & Carlson, J. (2014). Examining the drivers and brand performance 

implications of customer engagement with brands in the social media 

environment. Journal of Brand Management, 21(6), 495-515. 

https://doi.org/10.1057/bm.2014.18  

Dehghani, M., & Tumer, M. (2015). A research on effectiveness of Facebook 

advertising on enhancing purchase intention of consumers. Computers in 

Human Behavior, 49, 597-600. https://doi.org/10.1016/j.chb.2015.03.051  

Delgado, M. R., Locke, H. M., Stenger, V. A., & Fiez, J. A. (2003). Dorsal striatum 

responses to reward and punishment: effects of valence and magnitude 

manipulations. Cognitive, Affective, & Behavioral Neuroscience, 3, 27-38.  

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., 

Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., 

Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. 

(2021). Setting the future of digital and social media marketing research: 

Perspectives and research propositions. International Journal of Information 

Management, 59. https://doi.org/10.1016/j.ijinfomgt.2020.102168  

Ebrahim, R. S. (2019). 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  

Emini, A., & Zeqiri, J. (2021). Social Media Marketing and Purchase Intention: 

Evidence from Kosovo. Ekonomska misao i praksa, 30(2), 475-492. 

https://doi.org/10.17818/emip/2021/2.8  

Erdoğmuş, İ. E., & Tatar, Ş. B. (2015). Drivers of Social Commerce through Brand 

Engagement. Procedia - Social and Behavioral Sciences, 207, 189-195. 

https://doi.org/10.1016/j.sbspro.2015.10.087  

Ferdinand, A. (2014). Metode Penelitian Manajemen. Badan Penerbit UNDIP.  

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behavior: An 

introduction to theory and research (Vol. 2). Contemporary Sociology.  

https://doi.org/10.15604/ejss.2022.10.02.001
https://doi.org/10.1080/02650487.2014.996197
https://doi.org/10.13106/jafeb.2020.vol7.no10.939
https://doi.org/10.1057/bm.2014.18
https://doi.org/10.1016/j.chb.2015.03.051
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1080/15332667.2019.1705742
https://doi.org/10.17818/emip/2021/2.8
https://doi.org/10.1016/j.sbspro.2015.10.087


73 
 

 
 

Fournier, S., & Alvarez, C. (2012). Brands as relationship partners: Warmth, 

competence, and in‐between. Journal of Consumer Psychology, 22(2), 177-

185. https://doi.org/10.1016/j.jcps.2011.10.003  

France, C., Merrilees, B., & Miller, D. (2016). An integrated model of customer-

brand engagement: Drivers and consequences. Journal of Brand 

Management, 23(2), 119-136. https://doi.org/10.1057/bm.2016.4  

Ghozali, I. (2013). Desain Penelitian Kuantitatif dan Kualitatif. Yoga Pratama.  

Ghozali, I. (2017). Model persamaan struktural konsep dan aplikasi dengan 

program amos 24 update bayesian sem (Vol. 7). Universitas Diponegoro.  

Gligor, D., Bozkurt, S., & Russo, I. (2019). Achieving customer engagement with 

social media: A qualitative comparative analysis approach. Journal of 

Business Research, 101, 59-69. https://doi.org/10.1016/j.jbusres.2019.04.006  

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, 

R. (2016). Social media marketing efforts of luxury brands: Influence on 

brand equity and consumer behavior. Journal of Business Research, 69(12), 

5833-5841. https://doi.org/10.1016/j.jbusres.2016.04.181  

Gómez, M., Lopez, C., & Molina, A. (2018). An integrated model of social media 

brand engagement. Computers in Human Behavior, 96, 196-206.  

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/ijbm-02-2021-0067  

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on 

partial least squares structural equation modeling (PLS-SEM). Sage 

publications. Sage publications.  

Hajli, N., Shanmugam, M., Powell, P., & Love, P. E. D. (2015). A study on the 

continuance participation in on-line communities with social commerce 

perspective. Technological Forecasting and Social Change, 96, 232-241. 

https://doi.org/10.1016/j.techfore.2015.03.014  

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M.-O. (2017). A social commerce 

investigation of the role of trust in a social networking site on purchase 

intentions. Journal of Business Research, 71, 133-141. 

https://doi.org/10.1016/j.jbusres.2016.10.004  

Halaszovich, T., & Nel, J. (2017). Customer–brand engagement and Facebook fan-

page “Like”-intention. Journal of Product & Brand Management, 26(2), 120-

134. https://doi.org/10.1108/jpbm-02-2016-1102  

Hanaysha, J. R. (2018). Customer retention and the mediating role of perceived 

value in retail industry. World Journal of Entrepreneurship, Management and 

https://doi.org/10.1016/j.jcps.2011.10.003
https://doi.org/10.1057/bm.2016.4
https://doi.org/10.1016/j.jbusres.2019.04.006
https://doi.org/10.1016/j.jbusres.2016.04.181
https://doi.org/10.1108/ijbm-02-2021-0067
https://doi.org/10.1016/j.techfore.2015.03.014
https://doi.org/10.1016/j.jbusres.2016.10.004
https://doi.org/10.1108/jpbm-02-2016-1102


74 
 

 
 

Sustainable Development, 14(1), 2-24. https://doi.org/10.1108/wjemsd-06-

2017-0035  

Hanaysha, J. R. (2022). Impact of social media marketing features on consumer's 

purchase decision in the fast-food industry: Brand trust as a mediator. 

International Journal of Information Management Data Insights, 2(2). 

https://doi.org/10.1016/j.jjimei.2022.100102  

Harmeling, C. M., Moffett, J. W., Arnold, M. J., & Carlson, B. D. (2016). Toward 

a theory of customer engagement marketing. Journal of the Academy of 

Marketing Science, 45(3), 312-335. https://doi.org/10.1007/s11747-016-

0509-2  

Harrigan, P., Evers, U., Miles, M. P., & Daly, T. (2018). Customer engagement and 

the relationship between involvement, engagement, self-brand connection 

and brand usage intent. Journal of Business Research, 88, 388-396. 

https://doi.org/10.1016/j.jbusres.2017.11.046  

Haudi, H., Handayani, W., Suyoto, M. Y. T., Praseti, T., Pitaloka, E., Wijoyo, H., 

Yonata, H., Koho, I. R., & Cahyono, Y. (2022). The effect of social media 

marketing on brand trust, brand equity and brand loyalty. International 

Journal of Data and Network Science, 6(3), 961-972. 

https://doi.org/10.5267/j.ijdns.2022.1.015  

Haudi, H., Santamoko, R., Rachman, A., Surono, Y., Mappedeceng, R., Musnaini, 

M., & Wijoyo, H. (2022). The effects of social media marketing, store 

environment, sales promotion and perceived value on consumer purchase 

decisions in small market. International Journal of Data and Network 

Science, 6(1), 67-72. https://doi.org/10.5267/j.ijdns.2021.10.003  

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. https://doi.org/10.1108/yc-03-2021-1296  

He, H., Li, Y., & Harris, L. (2012). Social identity perspective on brand loyalty. 

Journal of Business Research, 65(5), 648-657. 

https://doi.org/10.1016/j.jbusres.2011.03.007  

Hidayanti, I., & Nuryakin, N. F. (2018). A study on brand commitment and brand 

trust towards brand loyalty of branded laptop in Indonesia. Journal of 

Business and Retail Management Research, 12.  

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the 

loyalty nexus. Journal of Marketing Management, 27(7-8), 785-807. 

https://doi.org/10.1080/0267257x.2010.500132  

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

engagement in social media: Conceptualization, scale development and 

validation. Journal of interactive marketing, 28, 149-165.  

https://doi.org/10.1108/wjemsd-06-2017-0035
https://doi.org/10.1108/wjemsd-06-2017-0035
https://doi.org/10.1016/j.jjimei.2022.100102
https://doi.org/10.1007/s11747-016-0509-2
https://doi.org/10.1007/s11747-016-0509-2
https://doi.org/10.1016/j.jbusres.2017.11.046
https://doi.org/10.5267/j.ijdns.2022.1.015
https://doi.org/10.5267/j.ijdns.2021.10.003
https://doi.org/10.1108/yc-03-2021-1296
https://doi.org/10.1016/j.jbusres.2011.03.007
https://doi.org/10.1080/0267257x.2010.500132


75 
 

 
 

Hook, M., Baxter, S., & Kulczynski, A. (2017). Antecedents and consequences of 

participation in brand communities: a literature review. Journal of Brand 

Management, 25(4), 277-292. https://doi.org/10.1057/s41262-017-0079-8  

Ibrahim, B., Aljarah, A., & Sawaftah, D. (2021). Linking Social Media Marketing 

Activities to Revisit Intention through Brand Trust and Brand Loyalty on the 

Coffee Shop Facebook Pages: Exploring Sequential Mediation Mechanism. 

Sustainability, 13(4). https://doi.org/10.3390/su13042277  

Ismail, A. R. (2017). The influence of perceived social media marketing activities 

on brand loyalty. Asia Pacific Journal of Marketing and Logistics, 29(1), 129-

144. https://doi.org/10.1108/apjml-10-2015-0154  

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online 

trust and intention to buy on a website: An emerging market perspective. 

International Journal of Information Management Data Insights, 2(1). 

https://doi.org/10.1016/j.jjimei.2022.100065  

Jan, M. T., de Jager, J., & Sultan, N. (2020). The Impact of Social Media Activity, 

Interactivity, and Content on Customer Satisfaction: A Study of Fashion 

Products. Eurasian Journal of Business and Management, 8(4), 336-347. 

https://doi.org/10.15604/ejbm.2020.08.04.005  

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media 

influencer marketing. Marketing Intelligence & Planning, 37(5), 567-579. 

https://doi.org/10.1108/mip-09-2018-0375  

Kang, J.-Y. M., & Kim, J. (2017). Online customer relationship marketing tactics 

through social media and perceived customer retention orientation of the 

green retailer. Journal of Fashion Marketing and Management: An 

International Journal, 21(3), 298-316. https://doi.org/10.1108/jfmm-08-

2016-0071  

Khan, M. M., Asad, H., & Mehboob, I. (2017). Investigating the consumer behavior 

for halal endorsed products. Journal of Islamic Marketing, 8(4), 625-641. 

https://doi.org/10.1108/jima-09-2015-0068  

Khashman, R. a. M. K. (2021). Enhancing Customer Satisfaction through Social 

Media. Eurasian Journal of Social Sciences, 9(4), 206-214. 

https://doi.org/10.15604/ejss.2021.09.04.002  

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer 

equity? An empirical study of luxury fashion brand. Journal of Business 

Research, 65(10), 1480-1486. https://doi.org/10.1016/j.jbusres.2011.10.014  

Kim, E., Ham, S., Yang, I. S., & Choi, J. G. (2013). The roles of attitude, subjective 

norm, and perceived behavioral control in the formation of consumers’ 

behavioral intentions to read menu labels in the restaurant industry. 

International Journal of Hospitality Management, 35, 203-213. 

https://doi.org/10.1016/j.ijhm.2013.06.008  

https://doi.org/10.1057/s41262-017-0079-8
https://doi.org/10.3390/su13042277
https://doi.org/10.1108/apjml-10-2015-0154
https://doi.org/10.1016/j.jjimei.2022.100065
https://doi.org/10.15604/ejbm.2020.08.04.005
https://doi.org/10.1108/mip-09-2018-0375
https://doi.org/10.1108/jfmm-08-2016-0071
https://doi.org/10.1108/jfmm-08-2016-0071
https://doi.org/10.1108/jima-09-2015-0068
https://doi.org/10.15604/ejss.2021.09.04.002
https://doi.org/10.1016/j.jbusres.2011.10.014
https://doi.org/10.1016/j.ijhm.2013.06.008


76 
 

 
 

Kim, Y., & Lee, Y. (2020). Cross-channel spillover effect of price promotion in 

fashion. International Journal of Retail & Distribution Management, 48(10), 

1139-1154. https://doi.org/10.1108/ijrdm-12-2019-0393  

Kumar, J., & Nayak, J. K. (2019). Brand engagement without brand ownership: a 

case of non-brand owner community members. Journal of Product & Brand 

Management, 28(2), 216-230. https://doi.org/10.1108/jpbm-04-2018-1840  

Kumar, V., & Pansari, A. (2016). Competitive advantage through engagement. 

Journal of marketing research. 53, 497-514. https://doi.org/10 

10.1509/jmr  

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer 

brand engagement and brand loyalty. Journal of Marketing Management, 

32(5-6), 558-578. https://doi.org/10.1080/0267257x.2015.1131735  

Lim, W. M., & Rasul, T. (2022). Customer engagement and social media: 

Revisiting the past to inform the future. Journal of Business Research, 148, 

325-342. https://doi.org/10.1016/j.jbusres.2022.04.068  

Liu, X., Shin, H., & Burns, A. C. (2021). Examining the impact of luxury brand's 

social media marketing on customer engagement: Using big data analytics 

and natural language processing. Journal of Business Research, 125, 815-

826. https://doi.org/10.1016/j.jbusres.2019.04.042  

Liu, Y. (2022). The Impact of Using Social Media Marketing on Consumer-Brand 

Engagement Among Generation Z in China-An Empirical Study on Tiktok. 

In Proceedings of FIKUSZ Symposium for Young Researchers, 221-250. 

(Óbuda University Keleti Károly Faculty of Economics)  

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and 

Credibility Affect Consumer Trust of Branded Content on Social Media. 

Journal of Interactive Advertising, 19(1), 58-73. 

https://doi.org/10.1080/15252019.2018.1533501  

Lu, L.-C., Chang, W.-P., & Chang, H.-H. (2014). Consumer attitudes toward 

blogger’s sponsored recommendations and purchase intention: The effect of 

sponsorship type, product type, and brand awareness. Computers in Human 

Behavior, 34, 258-266. https://doi.org/10.1016/j.chb.2014.02.007  

Mackenzie, R. (2011). How consumers with smartphones will impact the retail 

experience. www.quora.com. http://www.quora.com/Rob-

Mackenzie/Posts/How-consumers-with-smartphones-will-impact-theretail-

experience  

Magasic, M. (2016). The ‘Selfie Gaze’ and ‘Social Media Pilgrimage’: Two Frames 

for Conceptualising the Experience of Social Media Using Tourists. In 

Information and Communication Technologies in Tourism 2016 (pp. 173-

182). https://doi.org/10.1007/978-3-319-28231-2_13  

https://doi.org/10.1108/ijrdm-12-2019-0393
https://doi.org/10.1108/jpbm-04-2018-1840
https://doi.org/10
https://doi.org/10.1080/0267257x.2015.1131735
https://doi.org/10.1016/j.jbusres.2022.04.068
https://doi.org/10.1016/j.jbusres.2019.04.042
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1016/j.chb.2014.02.007
file:///C:/Users/sandi/AppData/Roaming/Microsoft/Word/www.quora.com
http://www.quora.com/Rob-Mackenzie/Posts/How-consumers-with-smartphones-will-impact-theretail-experience
http://www.quora.com/Rob-Mackenzie/Posts/How-consumers-with-smartphones-will-impact-theretail-experience
http://www.quora.com/Rob-Mackenzie/Posts/How-consumers-with-smartphones-will-impact-theretail-experience
https://doi.org/10.1007/978-3-319-28231-2_13


77 
 

 
 

Martos-Partal, M., González-Benito, O., & Fustinoni-Venturini, M. (2015). 

Motivational profiling of store brand shoppers: Differences across quality 

tiers. Marketing Letters. 26, 187-200. https://doi.org/10.1007/s  

McAlexander, J. H., Schouten, J. W., & Koenig, H. F. (2022). Building brand 

community (Vol. 66).  

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental Psychology 

(Vol. 19). MIT Press. https://doi.org/10.1080/00140137608931536  

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

content on social media. Marketing Intelligence & Planning, 37(4), 386-400. 

https://doi.org/10.1108/mip-04-2018-0130  

Morgan-Thomas, A., & Veloutsou, C. (2013). Beyond technology acceptance: 

Brand relationships and online brand experience. Journal of Business 

Research, 66(1), 21-27. https://doi.org/10.1016/j.jbusres.2011.07.019  

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 

marketing. Journal of marketing, 58, 20-38.  

Ngoc, N. T. H. (2018). Study on Consumer Attitudes toward Ads on the Facebook 

Page of Hotels: A Case in Vietnam. Eurasian Journal of Business and 

Management, 6(4), 1-11. https://doi.org/10.15604/ejbm.2018.06.04.001  

Nguyen, T. D., Omar, M., Barrett, N. J., & Miller, K. E. (2011). Brand loyalty in 

emerging markets. Marketing Intelligence & Planning, 29(3), 222-232. 

https://doi.org/10.1108/02634501111129211  

Nuryakin, Md Saad, M. S., & Maulani, M. R. (2023). Purchase intention behavior 

of halal cosmetics. Comparing study between Indonesia and Malaysia 

millennial generation. Journal of Islamic Accounting and Business Research. 

https://doi.org/10.1108/jiabr-06-2021-0177  

Pop, R.-A., Săplăcan, Z., Dabija, D.-C., & Alt, M.-A. (2021). The impact of social 

media influencers on travel decisions: the role of trust in consumer decision 

journey. Current Issues in Tourism, 25(5), 823-843. 

https://doi.org/10.1080/13683500.2021.1895729  

Prashar, S., Sai Vijay, T., & Parsad, C. (2017). Effects of Online Shopping Values 

and Website Cues on Purchase Behaviour: A Study Using S–O–R 

Framework. Vikalpa: The Journal for Decision Makers, 42(1), 1-18. 

https://doi.org/10.1177/0256090916686681  

Romaniuk, J., & Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer 

brand associations. Journal of Business Research, 66(1), 67-72. 

https://doi.org/10.1016/j.jbusres.2011.07.024  

Salhab, H. A., Al-Amarneh, A. a., Aljabaly, S. M., Zoubi, M. M. A., & Othman, M. 

D. (2023). The impact of social media marketing on purchase intention: The 

https://doi.org/10.1007/s
https://doi.org/10.1080/00140137608931536
https://doi.org/10.1108/mip-04-2018-0130
https://doi.org/10.1016/j.jbusres.2011.07.019
https://doi.org/10.15604/ejbm.2018.06.04.001
https://doi.org/10.1108/02634501111129211
https://doi.org/10.1108/jiabr-06-2021-0177
https://doi.org/10.1080/13683500.2021.1895729
https://doi.org/10.1177/0256090916686681
https://doi.org/10.1016/j.jbusres.2011.07.024


78 
 

 
 

mediating role of brand trust and image. International Journal of Data and 

Network Science, 7(2), 591-600. https://doi.org/10.5267/j.ijdns.2023.3.012  

Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase intention 

on Indonesia male’s skin care by social media marketing effect towards brand 

image and brand trust. Management Science Letters, 2139-2146. 

https://doi.org/10.5267/j.msl.2020.3.023  

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication 

on consumer perceptions of brands. Journal of Marketing Communications, 

22, 189-214.  

Schultz, D. E., & Peltier, J. (2013). Social media's slippery slope: challenges, 

opportunities and future research directions. Journal of Research in 

Interactive Marketing, 7(2), 86-99. https://doi.org/10.1108/jrim-12-2012-

0054  

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building 

Approach Wiley.  

Simon, F., & Tossan, V. (2018). Does brand-consumer social sharing matter? A 

relational framework of customer engagement to brand-hosted social media. 

Journal of Business Research, 85, 175-184. 

https://doi.org/10.1016/j.jbusres.2017.12.050  

Sohaib, M., & Han, H. (2023). Building value co-creation with social media 

marketing, brand trust, and brand loyalty. Journal of Retailing and Consumer 

Services, 74. https://doi.org/10.1016/j.jretconser.2023.103442  

Sridhar, S., & Srinivasan, R. (2012). Social influence effects in online product 

ratings. Journal of marketing, 76, 70-88.  

Sung, E. (2020). Consumers’ responses to mobile app advertisements during 

holiday periods. Journal of Consumer Marketing, 37(3), 341-352. 

https://doi.org/10.1108/jcm-03-2019-3137  

Tabrani, M., Amin, M., & Nizam, A. (2018). Trust, commitment, customer 

intimacy and customer loyalty in Islamic banking relationships. International 

Journal of Bank Marketing, 36(5), 823-848. https://doi.org/10.1108/ijbm-03-

2017-0054  

Tiwari, A., Kumar, A., Kant, R., & Jaiswal, D. (2023). Impact of fashion influencers 

on consumers' purchase intentions: theory of planned behaviour and 

mediation of attitude. Journal of Fashion Marketing and Management: An 

International Journal. https://doi.org/10.1108/jfmm-11-2022-0253  

Tsai, W.-H. S., & Men, L. R. (2013). Motivations and Antecedents of Consumer 

Engagement With Brand Pages on Social Networking Sites. Journal of 

Interactive Advertising, 13(2), 76-87. 

https://doi.org/10.1080/15252019.2013.826549  

https://doi.org/10.5267/j.ijdns.2023.3.012
https://doi.org/10.5267/j.msl.2020.3.023
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1016/j.jbusres.2017.12.050
https://doi.org/10.1016/j.jretconser.2023.103442
https://doi.org/10.1108/jcm-03-2019-3137
https://doi.org/10.1108/ijbm-03-2017-0054
https://doi.org/10.1108/ijbm-03-2017-0054
https://doi.org/10.1108/jfmm-11-2022-0253
https://doi.org/10.1080/15252019.2013.826549


79 
 

 
 

Wang, T., Yeh, R. K.-J., & Yen, D. C. (2015). Influence of Customer Identification 

on Online Usage and Purchasing Behaviors in Social Commerce. 

International Journal of Human-Computer Interaction, 31(11), 805-814. 

https://doi.org/10.1080/10447318.2015.1067481  

Whiting, A., & Williams, D. (2013). Why people use social media: a uses and 

gratifications approach. Qualitative Market Research: An International 

Journal, 16(4), 362-369. https://doi.org/10.1108/qmr-06-2013-0041  

Wirtz, J., Den Ambtman, A., Bloemer, J., Horváth, C., Ramaseshan, B., Van De 

Klundert, J., & Kandampully, J. (2013). Managing brands and customer 

engagement in online brand communities. Journal of service Managemen, 24, 

223-244.  

Wiyono, G. (2011). Merancang penelitian bisnis dengan alat analisis SPSS 17.0 & 

SmartPLS (Vol. 2). UPP STIM YKPN.  

Wu, Y.-L., & Li, E. Y. (2018). Marketing mix, customer value, and customer 

loyalty in social commerce. Internet Research, 28(1), 74-104. 

https://doi.org/10.1108/IntR-08-2016-0250  

Yadav, M., & Rahman, Z. (2017). Measuring consumer perception of social media 

marketing activities in e-commerce industry: Scale development & 

validation. Telematics and Informatics, 34(7), 1294-1307. 

https://doi.org/10.1016/j.tele.2017.06.001  

Yang, Y., Asaad, Y., & Dwivedi, Y. (2017). Examining the impact of gamification 

on intention of engagement and brand attitude in the marketing context. 

Computers in Human Behavior, 73, 459-469.  

Yang, Y., Khan, Z., & Zhang, Y. (2020). The Influence of Social Media Marketing 

on Apparel Brands’ Customers’ Satisfaction: The Mediation of Perceived 

Value. Asian Academy of Management Journal, 25(2). 

https://doi.org/10.21315/aamj2020.25.2.7  

Yaprak, B., & CengİZ, E. (2023). Do Consumers Really Care About Social Media 

Marketing Activities? Evidence from Netflix’s Turkish and German 

Followers in Social Media. Ege Akademik Bakis (Ege Academic Review). 

https://doi.org/10.21121/eab.1196815  

Yin, F.-S., Liu, M.-L., & Lin, C.-P. (2015). Forecasting the continuance intention 

of social networking sites: Assessing privacy risk and usefulness of 

technology. Technological Forecasting and Social Change, 99, 267-272. 

https://doi.org/10.1016/j.techfore.2015.07.019  

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

consumer-based brand equity scale. Journal of business research, 52, 1-14.  

Zboja, J. J., & Voorhees, C. M. (2006). The impact of brand trust and satisfaction 

on retailer repurchase intentions. Journal of Services Marketing, 20(6), 381-

390. https://doi.org/10.1108/08876040610691275  

https://doi.org/10.1080/10447318.2015.1067481
https://doi.org/10.1108/qmr-06-2013-0041
https://doi.org/10.1108/IntR-08-2016-0250
https://doi.org/10.1016/j.tele.2017.06.001
https://doi.org/10.21315/aamj2020.25.2.7
https://doi.org/10.21121/eab.1196815
https://doi.org/10.1016/j.techfore.2015.07.019
https://doi.org/10.1108/08876040610691275


80 
 

 
 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-

end model and synthesis of evidence. Journal of marketing, 3.  

Zhu, D. S., Chih, Z., O'Neal, G. S., & Chen, Y. H. (2011). Mr. Risk! Please trust 

me: Trust antecedents that increase online consumer purchase intention. 

Journal of Internet Banking and Commerce, 16.  

 

  


