DAFTAR PUSTAKA

Abosag, 1., Ramadan, Z. B., Baker, T., & Jin, Z. (2020). Customers’ need for
uniqueness theory versus brand congruence theory: The impact on

satisfaction with social network sites. Journal of Business Research, 117,
862—872. https://doi.org/10.1016/j.jbusres.2019.03.016

Abubakar, A. M., Ilkan, M., & Sahin, P. (2016). eWOM, eReferral and gender in
the virtual community. Marketing Intelligence and Planning, 34(5), 692—710.
https://doi.org/10.1108/MIP-05-2015-0090

Aiken, K. D., & Boush, D. M. (2006). Trustmarks, objective-source ratings, and
implied investments in advertising: Investigating online trust and the context-

specific nature of internet signals. Journal of the Academy of Marketing
Science, 34(3), 308-323. https://doi.org/10.1177/0092070304271004

Alon, A., & Brunel, F. (2006). Uncovering Rhetorical Methods of Word-Of-Mouth
Talk in an Online Community (Vol. 33). Association for Consumer Research.
http://www.acrwebsite.org/volumes/12344/volumes/v33/NA-
33http://www.copyright.com/.

Anubha. (2023). Mediating role of attitude in halal cosmetics purchase intention:
an ELM perspective. Journal of Islamic Marketing, 14(3), 645—-679.
https://doi.org/10.1108/JIMA-04-2021-0112

Bajac, H., Palacios, M., & Minton, E. A. (2018). Consumer-brand congruence and
conspicuousness: an international comparison. International Marketing
Review, 35(3), 498-517. https://doi.org/10.1108/IMR-12-2016-0225

Bastos, W., & Moore, S. G. (2021). Making word-of-mouth impactful: Why
consumers react more to WOM about experiential than material purchases.
Journal of Business Research, 130, 110-123.
https://doi.org/10.1016/j.jbusres.2021.03.022

Berger, J., & Iyengar, R. (2013). Communication channels and word of mouth:
How the medium shapes the message. Journal of Consumer Research, 40(3),
567-579. https://doi.org/10.1086/671345

Bilal, M., Jianqiu, Z., Dukhaykh, S., Fan, M., & Trunk, A. (2021). Understanding
the effects of ewom antecedents on online purchase intention in China.
Information (Switzerland), 12(5). https://doi.org/10.3390/info12050192

Casalo, L. V., Flavian, C., & Guinaliu, M. (2008). Fundaments of trust
management in the development of virtual communities. Management

128



129

Research News, 31(5), 324-338.
https://do1.org/10.1108/01409170810865145

Chakraborty, U. (2019). The impact of source credible online reviews on purchase
intention: The mediating roles of brand equity dimensions. Journal of
Research in Interactive Marketing, 13(2), 142—161.
https://doi.org/10.1108/JRIM-06-2018-0080

Chakraborty, U., & Bhat, S. (2018). Credibility of online reviews and its impact
on brand image. Management Research Review, 41(1), 148—164.
https://doi.org/10.1108/MRR-06-2017-0173

Chao, F., Zhou, Q., Zhao, J., Xu, Y., & Yu, G. (2024). Trustworthiness matters:
Effect of source credibility on sharing debunking information across different

rumour types. Information Processing and Management, 61(4).
https://doi.org/10.1016/j.ipm.2024.103747

Chatterjee, P. (2001). Online Reviews-Do Consumers Use Them. Association for
Consumer Research.

Chauhan, S., & Gupta, P. (2024). Assessing credibility in eWOM: a meta-analysis
using the heuristic-systematic model. Journal of Enterprise Information
Management. https://doi.org/10.1108/JEIM-01-2024-0027

Chen, A., Lu, Y., & Wang, B. (2017). Customers’ purchase decision-making
process in social commerce: A social learning perspective. International
Journal of Information Management, 37(6), 627—638.
https://doi.org/10.1016/j.1jinfomgt.2017.05.001

Cheong, J. W., Muthaly, S., Kuppusamy, M., & Han, C. (2020). The study of
online reviews and its relationship to online purchase intention for electronic
products among the millennials in Malaysia. Asia Pacific Journal of
Marketing and Logistics, 32(7), 1519-1538. https://doi.org/10.1108/APJML-
03-2019-0192

Cheung, M., Luo, C., Sia, C., & Chen, H. (2009a). Credibility of electronic word-
of-mouth: Informational and normative determinants of on-line consumer
recommendations. International Journal of Electronic Commerce, 13(4), 9—
38. https://doi.org/10.2753/JEC1086-4415130402

Cheung, M., Luo, C.,, Sia, C., & Chen, H. (2009b). Credibility of electronic word-
of-mouth: Informational and normative determinants of on-line consumer

recommendations. International Journal of Electronic Commerce, 13(4), 9—
38. https://doi.org/10.2753/JEC1086-4415130402

Chih, W. H., Hsu, L. C., & Ortiz, J. (2020). The antecedents and consequences of
the perceived positive eWOM review credibility. Industrial Management and



130

Data Systems, 120(6), 1217—1243. https://doi.org/10.1108/IMDS-10-2019-
0573

Chyung, S. Y. Y., Swanson, I., Roberts, K., & Hankinson, A. (2018). Evidence-
Based Survey Design: The Use of Continuous Rating Scales in Surveys.
Performance Improvement, 57(5), 38—48. https://doi.org/10.1002/pfi.21763

compas.co.id. (2023). Indonesia FMCG E-commerce Report for Semester 1 2023.

compas.co.id. (2024). Top Brand Terbaik di E-Commerce. Top Brand Terbaik Di
E-Commerce.

databoks.katadata.co.id. (2024a). Perkiraan Pendapatan Produk Skincare dan
Makeup di Indonesia. Perkiraan Pendapatan Produk Skincare Dan Makeup
Di Indonesia.

databoks.katadata.co.id. (2024b). Proyeksi Nilai Penjualan E-Commerce di 6
Negara Pasar Utama Asia Tenggara.
Https://Databoks.Katadata.Co.Id/Index.Php/Teknologi-
Telekomunikasi/Statistik/670f79f58db4f/Indonesia-Pasar-e-Commerce-
Terbesar-Di-Asia-Tenggara-2024.

DataReportal.com. (2024, February 21). Digital 2024: Indonesia.
Https://Datareportal. Com/Reports/Digital-2024-Indonesia.

Doosti, S., Jalilvand, M. R., Asadi, A., Khazaei Pool, J., & Mehrani Adl, P. (2016).
Analyzing the influence of electronic word of mouth on visit intention: the
mediating role of tourists’ attitude and city image. International Journal of
Tourism Cities, 2(2), 137—148. https://doi.org/10.1108/1JTC-12-2015-0031

Ferdinand, A. (2002). Structural Equation Modeling dalam Penelitian
Manajemen. BP UNDIP.

Fernandes, S., Panda, R., Venkatesh, V. G., Swar, B. N., & Shi, Y. (2022). Title
Page Measuring the Impact of Online Reviews on Consumer Purchase
Decisions-A Scale Development Study.

Ganguly, B., Sengupta, P., & Biswas, B. (2024a). What are the significant
determinants of helpfulness of online review? An exploration across product-

types. Journal of Retailing and Consumer Services, 78.
https://doi.org/10.1016/j.jretconser.2024.103748

Ganguly, B., Sengupta, P., & Biswas, B. (2024b). What are the significant
determinants of helpfulness of online review? An exploration across product-

types. Journal of Retailing and Consumer Services, 78.
https://doi.org/10.1016/j.jretconser.2024.103748



131

Gensler, S., Volckner, F., Egger, M., Fischbach, K., & Schoder, D. (2016). Listen
to Your Customers. 20(1), 112—141. https://doi.org/10.2307/26771893

Godes, D., & Mayzlin, D. (2004). Using online conversations to study word-of-
mouth communication. Marketing Science, 23(4).
https://doi.org/10.1287/mksc.1040.0071

Hair, J., Black, W., Babin, B., & Anderson, R. (2019). Multivariate Data Analysis
(Eight Edition). Cengage Learning.

Hajli, N. (2018). Ethical Environment in the Online Communities by Information
Credibility: A Social. In Source: Journal of Business Ethics (Vol. 149, Issue
4).

Hennig-Thurau, T., & Walsh, G. (2003). Electronic Word-of-Mouth: Motives for
and Consequences of Reading Customer Articulations on the Internet. In
International Journal of Electronic Commerce (Vol. 8, Issue 2). Winter.

Herrero, A., San Martin, H., & Hernandez, J. M. (2015). How online search
behavior is influenced by user-generated content on review websites and
hotel interactive websites. International Journal of Contemporary
Hospitality Management, 27(7), 1573—1597. https://doi.org/10.1108/IJCHM-
05-2014-0255

Ho, S. S., Leong, A. D., Looi, J., & Chuah, A. S. F. (2019). Online, offline, or
word-of-mouth? Complementary media usage patterns and credibility
perceptions of nuclear energy information in Southeast Asia. Energy
Research and Social Science, 48, 46-56.
https://doi.org/10.1016/j.erss.2018.09.012

Hoang, L. N., & Tung, L. T. (2023a). A moderated mediation model of situational
context and brand image for online purchases using eWOM. Journal of
Product and Brand Management, 32(4), 661-672.
https://doi.org/10.1108/JPBM-02-2022-3857

Hoang, L. N., & Tung, L. T. (2023b). Electronic word of mouth, brand image and
young customers’ online purchase intention during the COVID-19 pandemic.
Journal of Advances in Management Research, 20(5), 883—895.
https://doi.org/10.1108/JAMR-02-2023-0059

Hovland, C. I., & Weiss, W. (1951). The Influence of Source Credibility on
Communication Effectiveness. The Public Opinion Quarterly, 15(4), 635—
650.

Howarth Josh. (2023, December 1). 81 Online Review Statistics.
Https://Explodingtopics.Com/Blog/Online-Review-Stats.



132

Hung, S. W., Chang, C. W., & Chen, S. Y. (2023). Beyond a bunch of reviews:
The quality and quantity of electronic word-of-mouth. Information and
Management, 60(3). https://doi.org/10.1016/j.im.2023.103777

Jalilvand, M. R., & Samiei, N. (2012a). The effect of electronic word of mouth on
brand image and purchase intention: An empirical study in the automobile
industry in Iran. Marketing Intelligence and Planning, 30(4), 460—476.
https://doi.org/10.1108/02634501211231946

Jalilvand, M. R., & Samiei, N. (2012b). The effect of electronic word of mouth on
brand image and purchase intention: An empirical study in the automobile
industry in Iran. Marketing Intelligence and Planning, 30(4), 460—-476.
https://doi.org/10.1108/02634501211231946

Javed, T., Mahmoud, A. B., Yang, J., & Xu, Z. (2024). Green branding in fast
fashion: examining the impact of social sustainability claims on Chinese

consumer behaviour and brand perception. Corporate Communications.
https://doi.org/10.1108/CCI1J-12-2023-0169

Jyoti, J., Tran, T. H. A., & Kumar, J. (2024a). The impact of electronic word-of-
mouth (e-WOM) on tourist purchase intention: a comparative study of the
Indian and Vietnamese tourism industries. Global Knowledge, Memory and
Communication. https://doi.org/10.1108/GKMC-12-2023-0497

Jyoti, J., Tran, T. H. A., & Kumar, J. (2024b). The impact of electronic word-of-
mouth (e-WOM) on tourist purchase intention: a comparative study of the

Indian and Vietnamese tourism industries. Global Knowledge, Memory and
Communication. https://doi.org/10.1108/GKMC-12-2023-0497

Keller, K. L. (1993). “Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1), 1-22.

Keller, K. L. (1998). Strategic Brand Management. Building, Measuring and
Managing Brand Equity.

Khan, M. A., Alhathal, F., Alam, S., & Minhaj, S. M. (2023). Importance of Social
Networking Sites and Determining Its Impact on Brand Image and Online
Shopping: An Empirical Study. Sustainability (Switzerland) , 15(6).
https://doi.org/10.3390/sul 5065129

Kumar, S., Rajaguru, R., & Yang, L. (2024). Investigating how brand image and
attitude mediate consumer susceptibility to eWOM and purchase intention:
Comparing enterprise-owned vs. third-party online review websites using
multigroup analysis. Journal of Retailing and Consumer Services, 81.
https://doi.org/10.1016/j.jretconser.2024.104051



133

Lee, W. L., Cheng, S. Y., & Shih, Y. T. (2017). Effects among product attributes,
involvement, word-of-mouth, and purchase intention in online shopping.
Asia Pacific Management Review, 22(4), 223-229.
https://doi.org/10.1016/j.apmrv.2017.07.007

Levy, S., & Gvili, Y. (2015). How credible is e-word of mouth across digital-
marketing channels? The roles of social capital, information richness, and
interactivity. Journal of Advertising Research, 55(1), 95-1009.
https://doi.org/10.2501/JAR-55-1-095-109

Lin, T. M. Y., & Huang, Y. K. (n.d.). Effect of Internet Book Reviews on Purchase
Intention: A Focus Group Study.

Lin, T. M. y., lu, K. Y., & wu, J. J. (2012). The effects of visual information in
eWOM communication. Journal of Research in Interactive Marketing, 6(1),
7-26. https://doi.org/10.1108/17505931211241341

Lin, Y. H., Lin, F. J., & Wang, K. H. (2021). The eftect of social mission on
service quality and brand image. Journal of Business Research, 132, T44—
752. https://doi.org/10.1016/.jbusres.2020.10.054

Lis, B. (2013a). In eWOM we trust: a framework of factors that determine the
eWOM credibility. Business and Information Systems Engineering, 5, 129—
140.

Lis, B. (2013b). In eWOM we trust: A framework of factors that determine the
eWOM credibility. Business and Information Systems Engineering, 5(3),
129-140. https://doi.org/10.1007/s12599-013-0261-9

Liu, L., Lee, M. K. O., Liu, R., & Chen, J. (2018). Trust transfer in social media
brand communities: The role of consumer engagement. International Journal
of Information Management, 41, 1-13.
https://doi.org/10.1016/j.ijjinfomgt.2018.02.006

Lo, A.S., & Yao, S. S. (2019). What makes hotel online reviews credible?: An
investigation of the roles of reviewer expertise, review rating consistency and

review valence. International Journal of Contemporary Hospitality
Management, 31(1), 41-60. https://doi.org/10.1108/IJCHM-10-2017-0671

Majali, T., Alsoud, M., Yaseen, H., Almajali, R., & Barkat, S. (2022). The effect of
digital review credibility on Jordanian online purchase intention.
International Journal of Data and Network Science, 6(3), 973-982.
https://doi.org/10.5267/j.1jdns.2022.1.014

Malér, L., Krohmer, H., Hoyer, W. D., & Nyftenegger, B. (2011). Emotional brand
attachment and brand personality: The relative importance of the actual and
the ideal self. Journal of Marketing, 4(75), 35-52.



134

Matute, J., Polo-Redondo, Y., & Ultrillas, A. (2016). The influence of EWOM
characteristics on online repurchase intention: Mediating roles of trust and
perceived usefulness. Online Information Review, 40(7), 1090-1110.
https://doi.org/10.1108/OIR-11-2015-0373

Mayzlin, D., & Sridhar Moorthy, by. (2006). Promotional Chat on the Internet
Promotional Chat on the Internet Marketing Science. 25(2), 155-163.
https://doi.org/10.1287/mksc.1050.0137

Moran, G., & Muzellec, L. (2017). eWOM credibility on social networking sites:
A framework. Journal of Marketing Communications, 23(2), 149—-161.
https://do1.org/10.1080/13527266.2014.969756

Ngarmwongnoi, C., Oliveira, J. S., AbedRabbo, M., & Mousavi, S. (2020). The
implications of eWOM adoption on the customer journey. Journal of
Consumer Marketing, 37(7), 749—759. https://doi.org/10.1108/JCM-10-2019-
3450

Ngo, T. T. A, Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2024a). Electronic
word-of-mouth (eWOM) on social networking sites (SNS): Roles of

information credibility in shaping online purchase intention. Heliyon, 10(11).
https://doi.org/10.1016/j.heliyon.2024.e32168

Ngo, T. T. A., Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2024b). Electronic
word-of-mouth (eWOM) on social networking sites (SNS): Roles of
information credibility in shaping online purchase intention. Heliyon, 10(11).
https://doi.org/10.1016/j.heliyon.2024.32168

Nguyen, N. M., Huong Giang, H., Vu, N. T. M., & Ta, S. A. (2024a). How do
online reviews moderate effects of country image on product image and
purchase intention: cases of Korean and US products in Vietnam. Asia-
Pacific Journal of Business Administration. https://doi.org/10.1108/APJBA-
07-2023-0346

Nguyen, N. M., Huong Giang, H., Vu, N. T. M., & Ta, S. A. (2024b). How do
online reviews moderate effects of country image on product image and
purchase intention: cases of Korean and US products in Vietnam. Asia-
Pacific Journal of Business Administration. https://doi.org/10.1108/APJBA-
07-2023-0346

Nguyen, T. T. T., Limbu, Y. B., Pham, L., & Zuiiga, M. A. (2024). The influence
of electronic word of mouth on green cosmetics purchase intention: evidence

from young Vietnamese female consumers. Journal of Consumer Marketing,
41(4),406-423. https://doi.org/10.1108/JCM-11-2022-5709

Nijssen, E. D. (2014). Entrepreneurial Marketing.



135

Nugroho, S. D. P., Rahayu, M., & Hapsari, R. D. V. (2022). The impacts of social
media influencer’s credibility attributes on gen Z purchase intention with
brand image as mediation. International Journal of Research in Business and
Social Science (2147- 4478), 11(5), 18-32.
https://doi.org/10.20525/1jrbs.v1115.1893

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.
https://doi.org/10.1108/JIMA-03-2018-0059

Patel, A. K., Singh, A., & Parayitam, S. (2023). Risk-taking and WOM as
moderators in the relationship between status consumption, brand image and
purchase intention of counterfeit brand shoes. Journal of Advances in
Management Research, 20(2), 161-187. https://doi.org/10.1108/JAMR-05-
2022-0095

Pozharliev, R., Rossi, D., & De Angelis, M. (2022). Consumers’ self-reported and
brain responses to advertising post on Instagram: the effect of number of
followers and argument quality. European Journal of Marketing, 56(3), 922—
948. https://doi.org/10.1108/EJM-09-2020-0719

Relling, M., Schnittka, O., Sattler, H., & Johnen, M. (2016). Each can help or
hurt: Negative and positive word of mouth in social network brand
communities. International Journal of Research in Marketing, 33(1), 42-58.
https://doi.org/10.1016/j.ijresmar.2015.11.001

Reyes-Menendez, A., Saura, J. R., & Martinez-Navalon, J. G. (2019). The Impact
of e-WOM on Hotels Management Reputation: Exploring TripAdvisor
Review Credibility with the ELM Model. IEEE Access, 7, 68868—68877.
https://doi.org/10.1109/ACCESS.2019.2919030

Rosli, N., Binti Mohamad, A. D., Johar, E. R., Hashim, S., & Lim, X.-J. (2024).
Beyond Borders: The Transcendent Effect of Korean Celebrity Credibility on
Brand Perceptions among Malaysian Youth - A Necessary Condition
Analysis. Heliyon, e41155. https://doi.org/10.1016/j.heliyon.2024.e41155

Roy, K., Paul, U. K., Tiwari, S., & Mookherjee, A. (2024a). Impact of electronic
word of mouth (e-WOM) on purchasing decisions: an empirical study.
Benchmarking. https://doi.org/10.1108/B1J-08-2024-0642

Roy, K., Paul, U. K., Tiwari, S., & Mookherjee, A. (2024b). Impact of electronic
word of mouth (e-WOM) on purchasing decisions: an empirical study.
Benchmarking. https://doi.org/10.1108/B1J-08-2024-0642



136

Roy, R., & Rabbanee, F. K. (2015). Antecedents and consequences of self-
congruity. European Journal of Marketing, 49(3—4), 444-466.
https://doi.org/10.1108/EJM-12-2013-0739

Saad, S., Shah, H., Aziz, J., Raza Jaffari, A., Waris, S., Ejaz, W., Fatima, M., &
Sherazi, S. K. (2012). The Impact of Brands on Consumer Purchase
Intentions. Asian Journal of Business Management, 4(2), 105-110.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-
Building Approach (Seventh edition). John Wiley & Sons Ltd.
www.wileypluslearningspace.com

Shin, H. R., & Choi, J. G. (2021). The moderating effect of ‘generation’ on the
relations between source credibility of social media contents, hotel brand
image and purchase intention. Sustainability (Switzerland), 13(16).
https://doi.org/10.3390/su13169471

Siddiqui, M. S., Siddiqui, U. A., Khan, M. A., Alkandi, . G., Saxena, A. K., &
Siddiqui, J. H. (2021). Creating electronic word of mouth credibility through
social networking sites and determining its impact on brand image and online
purchase intentions in India. Journal of Theoretical and Applied Electronic
Commerce Research, 16(4), 1008—1024.
https://doi.org/10.3390/jtaer16040057

Thomas, M.-J., Wirtz, B. W., & Weyerer, J. C. (2019). DETERMINANTS OF
ONLINE REVIEW CREDIBILITY AND ITS IMPACT ON CON-SUMERS’
PURCHASE INTENTION. In Journal of Electronic Commerce Research
(Vol. 20).

Tran, V. D., & Can, T. K. (2020). Factors affecting the credibility of online
reviews on tiki: An assessment study in vietnam. International Journal of
Data and Network Science, 4(2), 115-126.
https://doi.org/10.5267/j.1jdns.2020.2.005

Verma, D., & Dewani, P. P. (2021a). eWOM credibility: a comprehensive
framework and literature review. Online Information Review, 45, 481-500.
https://doi.org/10.1108/OIR

Verma, D., & Dewani, P. P. (2021b). eWOM credibility: a comprehensive
framework and literature review. Online Information Review, 45, 481-500.
https://doi.org/10.1108/OIR

Verma, D., Prakash Dewani, P., Behl, A., Pereira, V., Dwivedi, Y., & Del Giudice,
M. (2023a). A meta-analysis of antecedents and consequences of eWOM
credibility: Investigation of moderating role of culture and platform type.

Journal of Business Research, 154.
https://doi.org/10.1016/j.jbusres.2022.08.056



137

Verma, D., Prakash Dewani, P., Behl, A., Pereira, V., Dwivedi, Y., & Del Giudice,
M. (2023b). A meta-analysis of antecedents and consequences of eWOM
credibility: Investigation of moderating role of culture and platform type.

Journal of Business Research, 154.
https://doi.org/10.1016/j.jbusres.2022.08.056

Wallace, E., Buil, I., & de Chernatony, L. (2017). Consumers’ self-congruence
with a “Liked” brand: Cognitive network influence and brand outcomes.
European Journal of Marketing, 51(2), 367-390.
https://doi.org/10.1108/EJM-07-2015-0442

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust
and Consumers’ Purchase Intention in a Social Commerce Platform: A Meta-
Analytic Approach. SAGE Open, 12(2).
https://doi.org/10.1177/21582440221091262

Wang, X., & Zhang, Y. (2025). Product-independent or product-dependent: The
impact of virtual influencers’ primed identity on purchase intention. Journal
of Retailing and Consumer Services, 84, 104088.
https://doi.org/10.1016/j.jretconser.2024.104088

Webster, F. E., & Keller, K. L. (2004). A roadmap for branding in industrial
markets. Brand Management, 11(5), 177.

Wiedmann, K. P., & von Mettenheim, W. (2020). Attractiveness, trustworthiness
and expertise — social influencers’ winning formula? Journal of Product and
Brand Management, 30(5), 707-725. https://doi.org/10.1108/JPBM-06-2019-
2442

Wijaya, O. Y. A., Sulistiyani, Pudjowati, J., Kartikawati, T. S., Kurniasih, N., &
Purwanto, A. (2021). The role of social media marketing, entertainment,
customization, trendiness, interaction and word-of-mouth on purchase
intention: An empirical study from indonesian smartphone consumers.
International Journal of Data and Network Science, 5(3), 231-238.
https://doi.org/10.5267/;.1jdns.2021.6.011

Xu, Q. (2014). Should i trust him? the effects of reviewer profile characteristics
on eWOM credibility. Computers in Human Behavior, 33, 136—144.
https://doi.org/10.1016/j.chb.2014.01.027

Zare Ebrahimabad, F., Yazdani, H., Hakim, A., & Asarian, M. (2024). Augmented
Reality Versus Web-Based Shopping: How Does AR Improve User
Experience and Online Purchase Intention. Telematics and Informatics
Reports, 15. https://doi.org/10.1016/j.teler.2024.100152



138

Zhang, X., Wu, Y., & Li, Y. (2019). The Tendency of Trust in A Distrustful
Environment: The Mediation Role of Contextual Perceptions in eWOM. In
Journal of Marketing Development and Competitiveness (Vol. 13, Issue 5).

Zhu, X., Teng, L., Foti, L., & Yuan, Y. (2019). Using self-congruence theory to
explain the interaction effects of brand type and celebrity type on consumer
attitude formation. Journal of Business Research, 103, 301-309.
https://doi.org/10.1016/j.jbusres.2019.01.055



