
90 

 

REFERENCE LIST 

Al-Dmour, H., Al-Qawasmi, S., Al-Dmour, R. and 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, Vol. 16 No. 3, pp. 376-391. https://doi-

org.proxy.undip.ac.id/10.1108/IJPHM-08-2020-0066 

Ariffin, S., & Lim, K. (2020a). Investigating Factors Affecting Intention to Use Mobile 

Payment Among Young Professionals in Malaysia. Advances in Economics, Business 
and Management Research, 141(2352-5428), 6–11. 

Aronson, J.R. (1999), “Estimates of the changing equity characteristics of the US income tax 

with international conjectures”, Public Finance Review, Vol. 27 No. 2, pp. 138-159.  

Asep, S. (2023). Exploring the Role of Influencer Marketing and Word of Mouth on Purchasing 

Decisions with Consumer Trust as a Moderating Variable: Quantitative Analysis Study 

on E-Commerce Market in Banten Province, Indonesia. West Science Economic and 
Entrepreneurship, 1(09), 482–492. 

Asshifa, R., & Yuniarinto, A. (2022). The Influence of Country of Origin and Brand Image on 

the Decision to Purchase a Samsung Smartphone with Word of Mouth as a Moderation 

Variable (Study on Samsung Smartphone Users in Malang City). Student Scientific 
Journal of the Faculty of Economics and Business, 10(2). 

Balgomera, K., Dela Cruz, A. E., Santiago, J. E. G., & Fernandez, R. R. (2022). Consumer 

Trust in Mobile Phone Industry: Comparative Study on Traditional Commerce & E-

commerce. Journal of Business and Management Studies, 4(2), 100–116. 

https://doi.org/10.32996/jbms.2022.4.2.8 

Berger, J. (2014), “Word of mouth and interpersonal communication: a review and directions 

for future research”, Journal of Consumer Psychology, Vol. 24 No. 4, pp. 586-607.  

Bhattacharya, S., & Sharma, R. P. (2022). The Impact of Country of Origin, Trust, and 

Satisfaction on Online Purchase Intention in Emerging Markets: An Indian 

Perspective. Jindal Journal of Business Research, 11(1), 227868212210826. 

https://doi.org/10.1177/22786821221082617 

Bickart, B. and Schindler, R.M. (2001), “Internet forums as influential sources of consumer 

information”, Journal of Interactive Marketing, Vol. 15 No. 3, pp. 31-40. 

Brown, J., Broderick, A.J. and Lee, N. (2007), “Word of mouth communication within online 

communities: conceptualizing the online social network”, Journal of Interactive 

Marketing, Vol. 21 No. 3, p. 20.  

Calvo Porral, C., & Levy-Mangin, J.-P. (2016). Food private label brands: the role of consumer 

trust on loyalty and purchase intention. British Food Journal, 118(3), 679–696. 

https://doi.org/10.1108/bfj-08-2015-0299 

Chantel, J. (2022, June 15). Smartphone History 101: When Were Smartphones 
Invented? Blog.textedly.com. https://blog.textedly.com/smartphone-history-when-

were-smartphones-invented 

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(2), 

81–93. https://journals.sagepub.com/doi/10.1509/jmkg.65.2.81.18255 

Christodoulides, G., Michaelidou, N. and Argyriou, E. (2012), "Cross‐national differences in 

e‐WOM influence", European Journal of Marketing, Vol. 46 No. 11/12, pp. 1689-

1707. https://doi-org.proxy.undip.ac.id/10.1108/03090561211260040 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and 
mixed methods approaches (5th ed.). SAGE Publications. 



91 

 

 

De Medeiros, J. F., Ribeiro, J. L. D., & Cortimiglia, M. N. (2016). Influence of perceived value 

on purchasing decision of green products in Brazil. Journal of Cleaner 
Production, 110(0959-6526), 158–169. https://doi.org/10.1016/j.jclepro.2015.07.100 

Ferdinand, A. (2006). Metode penelitian manajemen: pedoman penelitian untuk 
skripsi (Doctoral dissertation, Tesis dan disertai ilmu manajemen. Semarang: 

Universitas Diponegoro). 

Firnandi, A., & Samiono, B. (2019). The Influence of Perceived Value and Brand Image on 

Purchasing Decisions Through Word of Mouth Local Smartphones and Chinese 

Smartphones in the Jadetabek Region. Jurnal al Hisbah, 7(1), 1–19. 
Foxall, G. R. (1990). Consumer psychology in behavioural perspective. Routledge. 

Gkouna, O., Tsekouropoulos, G., Theocharis, D., Hoxha, G. and Gounas, A. (2023), "The 

impact of family business brand trust and crisis management practices on customer 

purchase intention during Covid-19", Journal of Family Business Management, Vol. 

13 No. 1, pp. 87-100. https://doi-org.proxy.undip.ac.id/10.1108/JFBM-03-2022-0046 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: word-of-mouth 

measurement scale for e-services context. Canadian Journal of Administrative 
Sciences / Revue Canadienne Des Sciences de L’Administration, 27(1), 5–23. 

https://doi.org/10.1002/cjas.129 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis. 

Cengage Learning Emea. 

Hair, J. F., Page, M. J., & Brunsveld, N. (2020). Essentials of Business Research Methods (4th 

edition). Routledge. 

Halkias, G., Davvetas, V. and Diamantopoulos, A. (2016), “The interplay between country 

stereotypes and perceived brand globalness/localness as drivers of brand preference”, 

Journal of Business Research, Vol. 69 No. 9, pp. 3621-3628. 

Hamid Hawass, H. (2013). Brand trust: implications from consumer doubts in the Egyptian 

mobile phone market. Journal of Islamic Marketing, 4(1), 80–100. 

https://doi.org/10.1108/17590831311306363 

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. Emerald. 

https://doi.org/10.1108/prr-08-2017-0034 

Haryono,  S.  (2016). Metode  SEM  untuk  Penelitian  Manajemen  dengan  AMOS,  Lisrel,  

PLS.Jakarta: Intermedia Personalia Utama. 

Hendra. (2020). The Influence of Electronic Word of Mouth on Brand Image and Purchase 

Intention (Case Study on Interest in Purchasing iPhone Smartphone Products in 

Yogyakarta) (pp. 1–76). 

Holbrook, M. B. (1999). Consumer value : a framework for analysis and research (1st ed.). 

Routledge. 

Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior. New York : Wiley. 

Hsu, C.L. and Lin, J.C.C. (2015), “What drives purchase intention for paid mobile apps? – an 

expectation confirmation model with perceived value”, Electronic Commerce Research 

and Applications, Vol. 14 No. 1, pp. 46-57.  

Indonesia: smartphone users 2028. (2023, July). Statista. Retrieved April 19, 2024, from 

https://www.statista.com/forecasts/266729/smartphone-users-in-indonesia 

Islam, T. and Hussain, M. (2023), "How consumer uncertainty intervene country of origin 

image and consumer purchase intention? The moderating role of brand 

image", International Journal of Emerging Markets, Vol. 18 No. 11, pp. 5049-

5067. https://doi-org.proxy.undip.ac.id/10.1108/IJOEM-08-2021-1194 



92 

 

 

Ismagilova, E., Slade, E.L., Rana, N.P. and Dwivedi, Y.K. (2019), “The effect of electronic 

word of mouth communications on the intention to buy: a meta-analysis”, Information 

Systems Frontiers, Vol. 22 No. 5, pp. 1-24.  

Ismail, M., Riyath. M., & Musthafa, S. L. (2014). Factors Affecting Smartphone Brand 

Preference: Empirical Study on Sri Lankan University Students. South Eastern 

University of Sri Lanka. 

Jr, S. L. S., Fook, L. M., Tanakinjal, G. H., & Chai, W. L. (2020). PERCEIVED VALUE AND 

CUSTOMER SATISFACTION OF SMARTPHONE BRAND AMONG YOUTH: 

THE MODERATING EFFECT OF GENDER. Malaysian Journal of Business and 
Economics (MJBE), 7(1), 39–39. https://doi.org/10.51200/mjbe.vi.2564 

Khan, Z. A., Abdul Highe Khan, Mohammed Kamalun Nabi, Khanam, Z., & Mohd Arwab. 

(2023). The effect of eWOM on consumer purchase intention and mediating role of 

brand equity: a study of apparel brands. Research Journal of Textile and Apparel, 1560-
6074(1560-6074). https://doi.org/10.1108/rjta-11-2022-0133 

Kim, N., Chun, E. and Ko, E. (2017), “Country of origin effects on brand image, brand 

evaluation, and purchase intention”, International Marketing Review, Vol. 34 No. 2, 

pp. 254-271, doi: 10.1108/IMR-03-2015-0071 

Kim, R.B. and Chao, Y. (2019), “Effects of brand experience, brand image and brand trust on 

brand building process: the case of Chinese millennial generation consumers”, Journal 

of International Studies, Vol. 12 No. 3, pp. 9-2  

Kımıloğlu, H., Nasır, V. A., & Nasır, S. (2010). Discovering behavioral segments in the 

smartphone market. Journal of Consumer Marketing, 27(5), 401–

413. https://doi.org/10.1108/07363761011063303 

Kotler, P., & Armstrong, G. (2008). Principles of Marketing. Prentice Hall. 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed.). Pearson Education 

Limited. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson. 

Leonita, L. (2023). The Impact of Celebrity Endorsement on Purchase Intention of Local 

Skincare Brand: The Role of Perceived Quality and Perceived Value. Journal of 
Business Studies and Management Review, 6(2), 128-134. 

https://doi.org/10.22437/jbsmr.v6i2.24608 

Lin, L. and Chen, C. (2006), "The influence of the country‐of‐origin image, product knowledge 

and product involvement on consumer purchase decision: an empirical study of 

insurance and catering services in Taiwan", Journal of Consumer Marketing, Vol. 23 

No. 5, pp. 248-265. https://doi-org.proxy.undip.ac.id/10.1108/07363760610681655 

Lin, H.H. and Wang, Y.S. (2006), “An examination of the determinants of customer loyalty in 

mobile commerce contexts”, Information & Management, Vol. 43 No. 3, pp. 271-282.  

Liu, H., Wu, S., Zhong, C., & Liu, Y. (2023). The effects of customer online reviews on sales 

performance: The role of mobile phone’s quality characteristics. Electronic Commerce 
Research and Applications, 57(1567-4223), 101229. 

https://doi.org/10.1016/j.elerap.2022.101229 

Lyubenova, V. (2019). Brand Trust as a Source of Brand Equity, 15, 473–487. 

Magier-Łakomy, E., & Boguszewicz-Kreft, M. (2015). Dimensions of the Country of Origin 

Effect and their Measurement. Annales Universitatis Mariae Curie-Skłodowska, Sectio 
H, Oeconomia, 49(3), 125. https://doi.org/10.17951/h.2015.49.3.125 

Michael John Baker. (2001). Marketing : critical perspectives on business and management. 
3. Routledge. 

Mokhlis, S., & Yaakop, A. Y. (2012). Consumer Choice Criteria in Smartphone Selection: An 

Investigation of Malaysian University Students. International Review of Social 

Sciences and Humanities, 2, 203-212. 



93 

 

 

Nurrohman, F. (2018). The Influence of Electronic Word of Mouth, Price, and Product Quality 

on Purchasing Decisions (Case Study on Blackberry Brand Smartphones in 

Yogyakarta) (pp. 1–84). 

Perkasa, D., Suhendar, I., Randyantini, V., & M, E. (2020). THE EFFECT OF ELECTRONIC 
WORD OF MOUTH (EWOM), PRODUCT QUALITY AND PRICE ON PURCHASE 
DECISIONS. 1(5). 

Prasad, S., Gupta, I.C. and Totala, N.K. (2017), "Social media usage, electronic word of mouth 

and purchase-decision involvement", Asia-Pacific Journal of Business Administration, 

Vol. 9 No. 2, pp. 134-145. https://doi-org.proxy.undip.ac.id/10.1108/APJBA-06-2016-

0063 

Prasetyo, S., & Suseno, Y. (2015). The Influence of Perceived Value on Android Smartphone 

Purchasing Decisions with Positive Word of Mouth as a Moderation Variable. Journal 
of Economics and Entrepreneurship, 15(1), 78286. 

Reginald, L., Joy, T., & Regina, S. (2020). THE INFLUENCE OF CONSUMER TRUST AND 

PERCEIVED VALUE ON CONSUMER PURCHASE DECISION OF E-

COMMERCE IN SOCIAL MEDIA (STUDY CASE IN MANADO). Jurnal 
EMBA, 8(2303-1174), 475–484. 

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

image and purchase intention. Marketing Intelligence & Planning, 30(4), 460–476. 

https://doi.org/10.1108/02634501211231946 

Saeed, S. (1994), “Consumer evaluation of products in a global market”, Journal of 

International Business Studies, Vol. 25 No. 3, pp. 579-604. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-building 
Approach (7th ed.). John Wiley & Sons. 

Sevanandee, B., & Damar-Ladkoo, A. (2018). Country-of-Origin Effects on Consumer Buying 

Behaviours. A Case of Mobile Phones. Studies in Business and Economics, 13(2), 179–

201. https://doi.org/10.2478/sbe-2018-0029 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a 

multiple item scale. Journal of Retailing, 77(2), 203–220. 

https://doi.org/10.1016/S0022-4359(01)00041-0 

Mobile Vendor Market Share Indonesia. (n.d.-a). StatCounter Global Stats. Retrieved 

November 30, 2023, from https://gs.statcounter.com/vendor-market-

share/mobile/indonesia/#monthly-202211-202311 

Mobile Vendor Market Share Indonesia. (n.d.-b). StatCounter Global Stats. Retrieved 

November 30, 2023, from https://gs.statcounter.com/vendor-market-

share/mobile/indonesia/#monthly-201101-201201 

Yunus, N. S. N. M., & Rashid, W. E. W. (2016). The Influence of Country-of-origin on 

Consumer Purchase Intention: The Mobile Phones Brand from China. Procedia 
Economics and Finance, 37(2212-5671), 343–349. https://doi.org/10.1016/s2212-

5671(16)30135-6 

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

and Synthesis of Evidence. Journal of Marketing, 52(3), 2–22. 

https://doi.org/10.1177/002224298805200302 

 

 

 

 

 

 

 


