DAFTAR PUSTAKA

Abedian, M., Amindoust, A., Maddahi, R., & Jouzdani, J. (2022). A game theory
approach to selecting marketing-mix strategies. Journal of Advances in
Management Research, 19(1), 139-158. https://doi.org/10.1108/JAMR-10-
2020-0264

Anwar, K., & Aima, M. H. (2020). THE EFFECT OF COMPETENCE AND
MOTIVATION ON ORGANIZATIONAL COMMITMENTS AND ITS
IMPLICATIONS ON EMPLOYEE PERFORMANCE. Dijms, 1(3), 183-196.
https://doi.org/10.31933/DIIMS

Arifin, K., Agung S, M. R, Gricelda, V., & Kartono, R. (2023). Effect of Perceived
Value on Satisfaction to Microtransactions in Valorant. Eduvest - Journal of
Universal Studies, 3(3), 667—678. https://doi.org/10.59188/eduvest.v3i3.770

Boghe, K., Herrewijn, L., De Grove, F., Van Gaeveren, K., & De Marez, L. (2020).
Exploring the effect of in-game purchases on mobile game use with
smartphone trace data. Media and Communication, 8(3), 219-230.
https://doi.org/10.17645/mac.v8i3.3007

C. Haridasan, A., Fernando, A. G., & Saju, B. (2021). A systematic review of
consumer information search in online and offline environments. RAUSP
Management Journal, 56(2), 234-253. https://doi.org/10.1108/RAUSP-08-
2019-0174

Cai, X., Cebollada, J., & Cortifias, M. (2022). A grounded theory approach to
understanding  in-game  goods purchase. PLoS ONE, 17(1).
https://doi.org/10.1371/journal.pone.0262998

Cakici, A. C., & Tekeli, S. (2021). The mediating effect of consumers’ price level
perception and emotions towards supermarkets. European Journal of
Management and Business Economics, 24(5).
https://doi.org/10.1108/EJMBE-12-2020-0344

Chiu, W., & Choi, H. (2018). Consumers’ goal-directed behavior of purchasing
sportswear products online: A case study of chinese consumers. Sport,
Business and Management: An International Journal, 8(2), 118-133.
https://doi.org/10.1108/SBM-03-2017-0020

Chung, Y.Y.H., &Lau, E. L. Y. (2021). In-game Content Purchase Intention Scale
(ICPIS): Scale Development and Validation. International Journal of
Psychology and Behavioral Sciences, 11(3), 47-52.
https://doi.org/10.5923/j.ijpbs.20211103.02

Colon, C. L., Brannstrom, A., Rovenskaya, E., & Dieckmann, U. (2020).
Fragmentation of production amplifies systemic risks from extreme events in

77



78

supplychain  networks. PLoS ONE, 15(12 December), 1-15.
https://doi.org/10.1371/journal.pone.0244196

Cristina Otero Gomez, M., & Giraldo Pérez, W. (2018). International Review of
Management and Marketing Effects of Brand Love and Brand Equity on
Repurchase Intentions of Young Consumers. International Review of
Management and Marketing, 8(4), 7-13. http:www.econjournals.com

Diamantidis, A. D., & Chatzoglou, P. (2019). Factors affecting employee
performance: an empirical approach. International Journal of Productivity
and Performance Management, 68(1), 171-193.
https://doi.org/10.1108/1JPPM-01-2018-0012

Ferdinand, A. (2002). Structural Equation Modelling dalam Penelitian
Manajemen. BP Universitas Diponegoro.

Ferdinand, A. (2014). Metode Penelitian Manajemen. BP Universitas Diponegoro.

Hair, J., Black, W. C., Babin, J. B., & Andreson, R. E. (2014). Multivariate Data
Analysis. In Neuromarketing in India: Understanding the Indian Consumer
(7th ed.). Pearson Education Limited. https://doi.org/10.4324/9781351269360

Hamari, J., Alha, K., Jarveld, S., Kivikangas, J. M., Koivisto, J., & Paavilainen, J.
(2017). Why do players buy in-game content? An empirical study on concrete
purchase motivations. Computers in Human Behavior, 68, 538-546.
https://doi.org/10.1016/j.chb.2016.11.045

Hemovich, V. (2021). It Does Matter If You Win or Lose, and How You Play the
(Video) Game. Games and Culture, 16(4), 481-493.
https://doi.org/10.1177/1555412020913760

Hwang, C. S., & Choi, M. H. (2013). The influence of consumers’ sports
involvement on their attitudes to sports sponsorship of sportswear, brand
equity, and purchase intention. The Research Journal of the Costume Culture,
21(6), 921-937. https://doi.org/10.7741/rjcc.2013.21.6.921

Kotler, P., & Armstrong, G. (2018). Principles of Marketing. In M. O. Opresnik
(Ed.), Pearson Education Limited (17th ed.). Pearson Education Limited.

Kotler, P., & Keller, K. L. (2017). Marketing Management. Pearson Education.

Kristiawan, T. A., & Keni, K. (2020). Pengaruh packaging, social media marketing
dan electronic word of mouth terhadap keputusan pembelian busana brand
lokal 1). DeReMa (Development of Research Management), 15(2), 244-256.

Lin, C., Chen, S., Chiu, C., & Lee, W. (2019). Understanding Purchase Intention
During Product-Harm Crises: Moderating Effects of Perceived Corporate
Ability and Corporate Social Responsibility. Journal of Business Ethics,
102(3), 455-471. https://doi.org/10.1007/s10551-011-0824-y



79

Lin, D., Bezemer, C. P., Zou, Y., & Hassan, A. E. (2019). An empirical study of
game reviews on the Steam platform. Empirical Software Engineering, 24(1),
170-207. https://doi.org/10.1007/s10664-018-9627-4

Maretha, V., & Kuncoro, E. A. (2011). Pengaruh Store Atmosphere dan Store
Image Pada Toko Buku Gramedia Pondok Indah. Binus Business Review, 2,
979-991.

Melovic, B., Cirovic, D., Dudic, B., Vulic, T. B., & Gregus, M. (2020). The analysis
of marketing factors influencing consumers’ preferences and acceptance of
organic food products—recommendations for the optimization of the offer in
a developing market. Foods, 9(3), 1-25.
https://doi.org/10.3390/foods9030259

Midian. (2023). Microtransactions from free-to-play games almost three times the
revenue of paid game. Techspot.
https://www.techspot.com/community/topics/microtransactions-from-free-to-
play-games-almost-three-times-the-revenue-of-paid-game.242760/

Nam, C., Dong, H., & Lee, Y. A. (2017). Factors influencing consumers’ purchase
intention of green sportswear. Fashion and Textiles, 4(1).
https://doi.org/10.1186/s40691-017-0091-3

Pangaribuan, C. H., Putra, C. A., Wahyuni, M., Hidayat, D., & Putra, O. P. B.
(2021). The Roles of Unobstructed Play and Motivation to Compete in
Influencing In-Game Virtual Goods Purchase: A Preliminary Study.
International Journal of Economics and Management Systems, 06, 119-125.
http://www.iaras.org/iaras/journals/ijems

Prianggoro, N. F., & Sitio, A. (2020). Effect of Service Quality and Promotion on
Purchase Decisions and Their Implications on Customer Satisfaction.
International Journal of Engineering Technologies and Management
Research, 6(6), 51-62. https://doi.org/10.29121/ijetmr.v6.i6.2019.393

Putri, N. W. A., Tirka, I. W., & Suarni, N. K. (2021). Development of Empathy
Scale in Middle School Students (SMP). Jurnal Bimbingan Konseling, 4(2),
7. https://doi.org/10.24036/X XXX XXX XXX-X

Saifudin Azwar. (2015). Metode Penelitian. Pustaka Belajar.

Santoso, A., & Sispradana, A. (2021). Analysis toward purchase decision
determinant factors. Asian Management and Business Review, 1(2), 155-164.
https://doi.org/10.20885/ambr.voll.iss2.art7

Schiffman, L., & Kanuk, L. L. (2015). Perilaku konsumen. PT Indeks.

Setianingsih, A., & Hidayat, A. (2021). Role of Electronic Word of Mouth and
Social Media Marketing on Brand Image and Purchase Intention toward E-
Commerce Cosmetic Products. Archives of Business Research, 9(10), 178-



80

191. https://doi.org/10.14738/abr.910.11025

Shelstad, W. J. (2022). The Cost of Playing the Game: Modeling In-Game Purchase
Intention and Investigating Purchase Behavior of Mobile Gamers. Embry,
64(7). https://commons.erau.edu/edt

Statista. (2022). Most played types of games among gaming audiences in selected
countries.  Statista.  https://www.statista.com/statistics/371020/consumer-
preferred-video-game-types/

Sugiyono. (2013). Metode Penelitian Pendidikan : Kuantitatif Kualitatif dan R &
D. Alfabeta.

Wang, C. Y., Lee, H. C.,, Wu, L. W., & Liu, C. C. (2017). Quality dimensions in
online communities influence purchase intentions. Management Decision,
55(9), 1984-1998. https://doi.org/10.1108/MD-11-2016-0822

Wydyanto, W., & llhamalimy, R. R. (2021). the Influence of Service Quality and
Product Quality on Customer Satisfaction That Implications on Repurchase
Interest. Dinasti International Journal of Management Science, 3(1), 150-160.
https://doi.org/10.31933/dijms.v3i1.990

Xu, Y., Chen, Z,, Peng, M. Y. P., & Anser, M. K. (2020). Enhancing Consumer
Online Purchase Intention Through Gamification in China: Perspective of
Cognitive Evaluation Theory. Frontiers in Psychology, 11(November), 1-13.
https://doi.org/10.3389/fpsyg.2020.581200

Yoo, J. M. (2015). Perceived value of game items and purchase intention. Indian
Journal of Science and Technology, 8(19), 1-7.
https://doi.org/10.17485/ijst/2015/v8i19/77148

Zulkiffli, W. F. W., Zainuddin, A., Ibrahim, M. A. H., & Hong, L. M. (2018).
Persuasiveness of Electronic Word-of-Mouth Messages on Consumer
Purchase Intention in Social Media. Proceedings of The 6th International
Seminar on Entrepreneurship and Business (ISEB 2018), 24(11).
https://www.researchgate.net/profile/Lu-Man-
Hong/publication/346968006_Persuasiveness_of Electronic_Word-of-
Mouth_Messages _on_Consumer_Purchase_Intention_in_Social_Media/links
/5fd59137299bf14088065e12/Persuasiveness-of-Electronic-Word-of-Mouth-
Messages-on



