DAFTAR PUSTAKA

Adomavicius, G., & Kwon, Y. O. (2012). Improving aggregate recommendation
diversity using ranking-based techniques. /EEE Transactions on Knowledge
and Data Engineering, 24(5), 896-911.
https://doi.org/10.1109/TKDE.2011.15

Afilipoaie, A., lordache, C., & Raats, T. (2021). The ‘Netflix Original’ and what it
means for the production of European television content. Critical Studies in
Television, 16(3), 304—325. https://doi.org/10.1177/17496020211023318

Alara, O. R., Abdurahman, N. H., & Ukaegbu, C. 1. (2021). Extraction of phenolic
compounds: A review. Current Research in Food Science, 4, 200-214.
https://doi.org/10.1016/J.CRFS.2021.03.011

Allen, N. J., & Meyer, J. P. (1996). Affective, Continuance, and Normative
Commitment to the Organization: An Examination of Construct Validity.
Journal of Vocational Behavior, 49(3), 252-276.
https://doi.org/10.1006/JVBE.1996.0043

Anderson, R. E., & Srinivasan, S. S. (2003). E-Satisfaction and E-Loyalty: A
Contingency Framework. Psychology and Marketing, 20(2), 123—138.
https://doi.org/10.1002/MAR.10063

Ballantyne, D., & Varey, R. J. (2006). Creating value-in-use through marketing
interaction: The exchange logic of relating, communicating and knowing.
Marketing Theory, 6(3), 335-348.
https://doi.org/10.1177/1470593106066795

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable
distinction in social psychological research: Conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology,
51(6), 1173—1182. https://doi.org/10.1037//0022-3514.51.6.1173

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises
and implications for research. Journal of the Academy of Marketing Science,
48(4), 630—648. https://doi.org/10.1007/S11747-019-00718-X

Bloemer, J. M. M., & Kasper, H. D. P. (1995). The complex relationship between
consumer satisfaction and brand loyalty. Journal of Economic Psychology,
16(2), 311-329. https://doi.org/10.1016/0167-4870(95)00007-B

Blowfield, M. E. (2005). Going global: How to identify and manage societal
expectations in supply chains (and the consequences of failure). Corporate
Governance, 5(3), 119-128. https://doi.org/10.1108/14720700510604751

89



90

Caceres, R. C., & Paparoidamis, N. G. (2007). Service quality, relationship
satisfaction, trust, commitment and business-to-business loyalty. European
Journal of Marketing, 41(7-8), 836-867.
https://doi.org/10.1108/03090560710752429

Chang, M. K., Cheung, W., & Lai, V. S. (2005). Literature derived reference
models for the adoption of online shopping. Information & Management,
42(4), 543-559. https://doi.org/10.1016/J.1IM.2004.02.006

Chen, C. H., Chen, I. F., Tsaur, R. C., & Chui, L. Y. (2023). User behaviors
analysis on OTT platform with an integration of technology acceptance
model. Quality & Quantity: International Journal of Methodology, 57(6),
5673-5691. https://doi.org/10.1007/S11135-023-01623-W

Chen, Y. M., Liu, H. H., & Chiu, Y. C. (2017). Customer benefits and value
creation in streaming services marketing: a managerial cognitive capability
approach. Psychology and Marketing, 34(12), 1101-1108.
https://doi.org/10.1002/MAR.21050

Chuah, S. H. W., El-Manstrly, D., Tseng, M. L., & Ramayah, T. (2020).
Sustaining customer engagement behavior through corporate social
responsibility: The roles of environmental concern and green trust. Journal
of Cleaner Production, 262.
https://doi.org/10.1016/J.JCLEPRO.2020.121348

Cooper, D. R., & Schindler, P. S. (2014). Business research methods.
https://thuvienso.hoasen.edu.vn/handle/123456789/10310

Creswell, J. W. (2012). Educational research: Planning, conducting, and
evaluating quantitative and qualitative research. Educational Research, 4,
237.
https://www.researchgate.net/publication/271429461 Educational Research
_Planning_Planning Conducting and Evaluating Quantitative and Qualita
tive_Research

De Silva, M., Gokhberg, L., Meissner, D., & Russo, M. (2021). Addressing
societal challenges through the simultaneous generation of social and
business values: A conceptual framework for science-based co-creation.
Technovation, 104, 102268.
https://doi.org/10.1016/J. TECHNOVATION.2021.102268

Doyle, C., Lennox, L., & Bell, D. (2013). A systematic review of evidence on the
links between patient experience and clinical safety and effectiveness. BMJ
Open, 3(1). https://doi.org/10.1136/BMJOPEN-2012-001570



91

Dwivedi, A. (2015). A higher-order model of consumer brand engagement and its

impact on loyalty intentions. Journal of Retailing and Consumer Services,
24(C), 100-109. https://doi.org/10.1016/J.JRETCONSER.2015.02.007

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing Buyer-Seller
Relationships. Journal of Marketing, 51(2), 11.
https://doi.org/10.2307/1251126

Dyer, J. H., Cho, D. S., & Chu, W. (1998). Strategic supplier segmentation: The
next “best practice” in supply chain management. California Management
Review, 2, 57-77. https://doi.org/10.2307/41165933

Eggert, A., & Ulaga, W. (2002). Customer perceived value: A substitute for
satisfaction in business markets? Journal of Business & Industrial
Marketing, 17(2-3), 107-118. https://doi.org/10.1108/08858620210419754

Falahat, M., Lee, Y. Y., Foo, Y. C., & Chia, C. E. (2019). A model for consumer
trust in E-commerce. 4sian Academy of Management Journal, 24, 93—109.
https://doi.org/10.21315/AAMIJ2019.24.S2.7

Fernandes, T., & Moreira, M. (2019). Consumer brand engagement, satisfaction
and brand loyalty: a comparative study between functional and emotional
brand relationships. Journal of Product and Brand Management, 28(2), 274—
286. https://doi.org/10.1108/JPBM-08-2017-1545/FULL/XML

Flavian, C., Guinaliu, M., & Gurrea, R. (2006). The role played by perceived
usability, satisfaction and consumer trust on website loyalty. Information and
Management, 43(1), 1-14. https://doi.org/10.1016/J.IM.2005.01.002

Florenthal, B. (2019). Young consumers’ motivational drivers of brand
engagement behavior on social media sites: A synthesized U&G and TAM
framework. Journal of Research in Interactive Marketing, 13(3), 351-391.
https://doi.org/10.1108/JRIM-05-2018-0064

Fournier, S., & Yao, J. L. (1997). Reviving brand loyalty: A reconceptualization
within the framework of consumer-brand relationships. International Journal
of Research in Marketing, 14(5), 451-472. https://doi.org/10.1016/S0167-
8116(97)00021-9

Fredendall, L. D., Hopkins, C. D., & Bhonsle, A. (2005). Purchasing’s internal
service performance: Critical external and internal determinants. Journal of
Supply Chain Management, 41(2), 26-38. https://doi.org/10.1111/J.1055-
6001.2005.04102003.X

Friederich, F., Palau-Saumell, R., Matute, J., & Meyer, J. H. (2024). Digital
natives and streaming TV platforms: an integrated perspective to explain



92

continuance usage of over-the-top services. Online Information Review,
48(1), 1-21. https://doi.org/10.1108/0OIR-03-2022-0133/FULL/PDF

Ganesan, S. (1994). Determinants of Long-Term Orientation in Buyer-Seller
Relationships. Journal of Marketing, 58(2), 1.
https://doi.org/10.2307/1252265

Geyskens, 1., Steenkamp, J. B. E. M., Scheer, L. K., & Kumar, N. (1996). The
effects of trust and interdependence on relationship commitment: A trans-
Atlantic study. International Journal of Research in Marketing, 13(4), 303—
317. https://doi.org/10.1016/S0167-8116(96)00006-7

Ghorbanzadeh, D. (2021). From satisfaction to loyalty: the role of emotional
structures in the process of transition from satisfaction to loyalty. Asia-
Pacific Journal of Business Administration, 13(3), 335-356.
https://doi.org/10.1108/APJBA-07-2020-0225/FULL/XML

Gill, M. S., & Dawra, J. (2010). Evaluating Aaker’s sources of brand equity and
the mediating role of brand image. Journal of Targeting, Measurement and
Analysis for Marketing, 18(3—4), 189—198.
https://doi.org/10.1057/JT.2010.11

Gonzalez-Benito, O., Muiioz-Gallego, P. A., & Garcia-Zamora, E. (2016). Role of
collaboration in innovation success: differences for large and small

businesses. Journal of Business Economics and Management, 17(4), 645—
662. https://doi.org/10.3846/16111699.2013.823103

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM): An emerging tool in

business research. European Business Review, 26(2), 106—121.
https://doi.org/10.1108/EBR-10-2013-0128/FULL/XML

Hasan, R., & Yun, T. M. (2017). Theoretical Linkage between Corporate Social
Responsibility and Corporate Reputation. Indonesian Journal of

Sustainability Accounting and Management, 1(2), 80.
https://doi.org/10.28992/1IJSAM.V112.32

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(2), 149-165.
https://doi.org/10.1016/J.INTMAR.2013.12.002



93

Hong, I. B., & Cho, H. (2011). The impact of consumer trust on attitudinal loyalty
and purchase intentions in B2C e-marketplaces: Intermediary trust vs. seller
trust. International Journal of Information Management, 31(5), 469—479.
https://doi.org/10.1016/J.IJINFOMGT.2011.02.001

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A
close look at design features. Electronic Commerce Research and
Applications, 12(4), 246-259.
https://doi.org/10.1016/J. ELERAP.2012.12.003

Hutchins, B., Li, B., & Rowe, D. (2019). Over-the-top sport: live streaming
services, changing coverage rights markets and the growth of media sport
portals. Media, Culture and Society, 41(7), 975-994.
https://doi.org/10.1177/0163443719857623

Hyun Yoon, J., & Ku Kim, H. (2023). Why do consumers continue to use OTT
services? Electronic Commerce Research and Applications, 60, 101285.
https://doi.org/10.1016/J. ELERAP.2023.101285

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, 1., & Rasool, A. (2019).
Customer engagement in the service context: An empirical investigation of
the construct, its antecedents and consequences. Journal of Retailing and
Consumer Services, 50, 277-285.
https://doi.org/10.1016/J.JRETCONSER.2019.05.018

Jamal, A., & Anastasiadou, K. (2009). Investigating the effects of service quality
dimensions and expertise on loyalty. European Journal of Marketing, 43(3—
4), 398-420. https://doi.org/10.1108/03090560910935497/FULL/XML

Jyoti Gogoi, B., & Shillong, 1. (2021). Customer trust influencing customer
perceived value and brand loyalty. Academy of Marketing Studies Journal,
25(5), 1-11.

Kantarelis, D. (2019). Brand Loyalty in a Bertrand-Type Oligopoly Setting.
American Journal of Industrial and Business Management, 09(12), 2250—
2262. https://doi.org/10.4236/AJIBM.2019.912149

Ki, C. W. ‘Chloe,” & Kim, Y. K. (2019). The mechanism by which social media
influencers persuade consumers: The role of consumers’ desire to mimic.
Psychology and Marketing, 36(10), 905-922.
https://doi.org/10.1002/MAR.21244

Kim, J., & Lee, C. (2023). The Return of the King: The Importance of Killer
Content in a Competitive OTT Market. Journal of Theoretical and Applied
Electronic Commerce Research, 18(2), 976-994.
https://doi.org/10.3390/JTAER 18020050



94

Kingshott, R. P. J., & Pecotich, A. (2007). The impact of psychological contracts
on trust and commitment in supplier-distributor relationships. European
Journal of Marketing, 41(9-10), 1053—-1072.
https://doi.org/10.1108/03090560710773345

Kour, G., & Chhabria, B. (2022). Understanding platform strategies for consumer
stickiness on OTT platforms. Journal of Indian Business Research, 14(4),
540-555. https://doi.org/10.1108/JIBR-04-2021-0122

Kumar, S., Prasad Meena Associate Professor, R., & Prasad Meena, R. (2021).
The Rise of OTT Platform: Changing Consumer Preferences. International
Journal of Management (IJM), 14(5), 70-94.
https://doi.org/10.17605/0OSF.I0/AN69G

Kuo, Y. F., Wu, C. M., & Deng, W. J. (2009). The relationships among service
quality, perceived value, customer satisfaction, and post-purchase intention
in mobile value-added services. Computers in Human Behavior, 25(4), 887—
896. https://doi.org/10.1016/J.CHB.2009.03.003

Kuppelwieser, V. G., Klaus, P., Manthiou, A., & Hollebeek, L. D. (2022). The
role of customer experience in the perceived value—word-of-mouth
relationship. Journal of Services Marketing, 36(3), 364-378.
https://doi.org/10.1108/JSM-11-2020-0447

Loureiro, S. M. C., & Miranda, F. J. (2011). Brand Equity and Brand Loyalty in
the Internet Banking Context: FIMIX-PLS Market Segmentation. Journal of
Service Science and Management, 04(04), 476—485.
https://doi.org/10.4236/JSSM.2011.44054

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce
purchase intention: An empirical research. Computers in Human Behavior,
56, 225-237. https://doi.org/10.1016/J.CHB.2015.11.057

Lyong ha, C. (1998). The theory of reasoned action applied to brand loyalty.
Journal of Product & Brand Management, 7(1), 51-61.
https://doi.org/10.1108/10610429810209737

Matthew, H. (2007). A Mile Wide and an Inch Deep: Measuring Media Diversity
Online and Offline. Media Diversity and Localism: Meaning and Metrics,
327-348.
https://books.google.com/books/about/Media Diversity and Localism.html?
hl=id&id=UZeftj7cF1wC

McKenzie, J., Crosby, P., Cox, J., & Collins, A. (2019). Experimental evidence on
demand for “on-demand” entertainment. Journal of Economic Behavior &
Organization, 161, 98—113. https://doi.org/10.1016/J.JEBO.2019.03.017



95

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and
validating trust measures for e-commerce: An integrative typology.
Information Systems Research, 13(3), 334-359.
https://doi.org/10.1287/ISRE.13.3.334.81

McLean, G., & Wilson, A. (2019). Shopping in the digital world: Examining
customer engagement through augmented reality mobile applications.
Computers in Human Behavior, 101,210-224.
https://doi.org/10.1016/J.CHB.2019.07.002

Miles, S., & Frewer, L. J. (2001). Investigating specific concerns about different
food hazards. Food Quality and Preference, 12(1), 47-61.
https://doi.org/10.1016/S0950-3293(00)00029-X

Mittal, V., & Kamakura, W. A. (2001). Satisfaction, repurchase intent, and
repurchase behavior: Investigating the moderating effect of customer
characteristics. Journal of Marketing Research, 38(1), 131-142.
https://doi.org/10.1509/JMKR.38.1.131.18832

Mittal, V., Ross, W. T., & Baldasare, P. M. (1998). The asymmetric impact of
negative and positive attribute-level performance on overall satisfaction and
repurchase intentions. Journal of Marketing, 62(1), 33-47.
https://doi.org/10.2307/1251801

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of
Relationship Marketing. Journal of Marketing, 58(3), 20.
https://doi.org/10.2307/1252308

Nagaraj, S., Singh, S., & Yasa, V. R. (2021). Factors affecting consumers’
willingness to subscribe to over-the-top (OTT) video streaming services in
India. Technology in Society, 65, 101534.
https://doi.org/10.1016/J. TECHSOC.2021.101534

Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in
customers’ retention decisions in services. Journal of Retailing and
Consumer Services, 8(4), 227-236. https://doi.org/10.1016/S0969-
6989(00)00029-1

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of
Satisfaction Decisions. Journal of Marketing Research, 17(4), 460.
https://doi.org/10.2307/3150499

Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2006). Factors
influencing the effectiveness of relationship marketing: A meta-analysis.
Journal of Marketing, 70(4), 136—153.
https://doi.org/10.1509/JIMKG.70.4.136



96

Palvia, P. (2009). The role of trust in e-commerce relational exchange: A unified
model. Information and Management, 46(4), 213-220.
https://doi.org/10.1016/J.IM.2009.02.003

Pandey, S., Choi, M. J., & Park, S. (2019). The Evolution of Over The Top
(OTT): Standardization, Key Players and Challenges. Majlesi Journal of
Electrical Engineering, 13(4), 81-87.
https://mjee.isfahan.iau.ir/article 696377.html

Park, J. K., Hong, E. P., Ahn, J., & Hyun, H. (2023). Role of multidimensional
customer brand engagement on customer behavior for online grocery

shopping. Journal of Retailing and Consumer Services, 73, 103380.
https://doi.org/10.1016/J.JRETCONSER.2023.103380

(PDF) Citation: Sayan Bhattacharyya, (2022) Variants of the. (2021). Retrieved
March 7, 2025, from
https://www.researchgate.net/publication/359061855 Citation_Sayan Bhatta
charyya 2022 Variants of the

Pongpaew, W., Speece, M., & Tiangsoongnern, L. (2017). Social presence and
customer brand engagement on Facebook brand pages. Journal of Product
and Brand Management, 26(3), 262-281. https://doi.org/10.1108/JPBM-08-
2015-0956

Rafdinal, W., Setiawardani, M., Raharso, S., & Hardiyanto, N. (2024). Brand
loyalty model for halal fashion brands: integrating quality-loyalty model,
information sources and religiosity-loyalty model. Journal of Islamic
Marketing, 15(12), 3543-3563. https://doi.org/10.1108/JIMA-08-2023-
0244/FULL/XML

Research Methods for Business - Uma Sekaran, Roger Bougie (2016) - Research
Methods For Business A Skill Building Approach (1).pdf. (2021). Retrieved
March 8, 2025, from
https://www.pustaka.sttcipasung.ac.id/index.php?p=fstream&fid=12&bid=17
75

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and
customer satisfaction on customer behavior in online shopping. Heliyon,
5(10), €02690. https://doi.org/10.1016/J.HELIYON.2019.E02690

Saulina, A. R., & Syah, T. Y. R. (2018). How Service Quality Influence of
Satisfaction and Trust Towards Consumer Loyalty in Starbucks Coffee
Indonesia. IARJSET, 5(10), 11-19.
https://doi.org/10.17148/IARJSET.2018.5102

Schlosberg, J., & Freedman, D. (2021). Opening the Gates: Plurality regulation
in a post digital world.



97

Shankar, V., Urban, G. L., & Sultan, F. (2002). Online trust: A stakeholder
perspective, concepts, implications, and future directions. Journal of
Strategic Information Systems, 11(3—4), 325-344.
https://doi.org/10.1016/S0963-8687(02)00022-7

Sharma, A., Sharma, A., Tselykh, A., Bozhenyuk, A., Choudhury, T., Alomar, M.
A., & Sanchez-Chero, M. (2023). Artificial intelligence and internet of things
oriented sustainable precision farming: Towards modern agriculture. Open
Life Sciences, 18(1). https://doi.org/10.1515/BIOL-2022-0713

Sheth, J. N., Newman, B. 1., & Gross, B. L. (1991). Why we buy what we buy: A
theory of consumption values. Journal of Business Research, 22(2), 159—
170. https://doi.org/10.1016/0148-2963(91)90050-8

Shin, S., & Park, J. (2021a). Factors affecting users’ satisfaction and
dissatisfaction of OTT services in South Korea. Telecommunications Policy,
45(9). https://doi.org/10.1016/j.telpol.2021.102203

Shin, S., & Park, J. (2021b). Factors affecting users’ satisfaction and
dissatisfaction of OTT services in South Korea. Telecommunications Policy,
45(9), 102203. https://doi.org/10.1016/J.TELPOL.2021.102203

Singh, S., Misra, R., Bhatnagr, P., & Aggarwal, E. (2024). Can an OTT platform
develop brand advocates via customer engagement? An integration of
platform and message-based factors. Asia Pacific Journal of Marketing and
Logistics, ahead-of-print(ahead-of-print). https://doi.org/10.1108/APJML-
05-2024-0666/FULL/XML

Solem, B. A. A., & Pedersen, P. E. (2016). The role of customer brand
engagement in social media: conceptualisation, measurement, antecedents

and outcomes. International Journal of Internet Marketing and Advertising,
10(4), 223. https://doi.org/10.1504/1JIMA.2016.10002251

Solomon, M.R. (1994) Consumer behavior Buying, having, being. Allyn and
Bacon, Boston. - References - Scientific Research Publishing. (2021).
Retrieved March 7, 2025, from
https://www.scirp.org/reference/referencespapers?referenceid=887634

Spreng, R. A., & Mackoy, R. D. (1996). An empirical examination of a model of
perceived service quality and satisfaction. Journal of Retailing, 72(2), 201—
214. https://doi.org/10.1016/S0022-4359(96)90014-7

Sturgill, J. (2019). Beyond the Castle: An Analysis of the Strategic Implications
of Disney+. Undergraduate Honors Theses. https://dc.etsu.edu/honors/492

Taylor, S. E., Welch, W. T., Kim, H. S., & Sherman, D. K. (2007). Cultural
differences in the impact of social support on psychological and biological



98

stress responses. Psychological Science, 18(9), 831-837.
https://doi.org/10.1111/J.1467-9280.2007.01987.X

Teo, T. S. H., & Liu, J. (2007). Consumer trust in e-commerce in the United
States, Singapore and China. Omega, 35(1), 22-38.
https://doi.org/10.1016/J.OMEGA.2005.02.001

Vera, J., & Trujillo, A. (2017). Searching most influential variables to brand

loyalty measurements: An exploratory study. Contaduria y Administracion,
62(2), 600—624. https://doi.org/10.1016/J.CYA.2016.04.007

Weisberg, J., Te’eni, D., & Arman, L. (2011). Past purchase and intention to
purchase in e-commerce: The mediation of social presence and trust. Internet
Research, 21(1), 82-96. https://doi.org/10.1108/10662241111104893

Whelan, S., & Wohlfeil, M. (2006). Communicating brands through engagement
with ‘lived’ experiences. Journal of Brand Management, 13(4-5), 313-329.
https://doi.org/10.1057/PALGRAVE.BM.2540274

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in
building consumer trust and engagement with social commerce sellers.
Journal of Business Research, 117, 543-556.
https://doi.org/10.1016/j.jbusres.2018.08.032

Yarimoglu, E. K. (2017a). Demographic differences on service quality and
perceived value in private online shopping clubs. Journal of Strategic
Marketing, 25(3), 240-257. https://doi.org/10.1080/0965254X.2017.1299784

Yarimoglu, E. K. (2017b). Demographic differences on service quality and
perceived value in private online shopping clubs. Journal of Strategic
Marketing, 25(3), 240-257. https://doi.org/10.1080/0965254X.2017.1299784

Yu, T., Patterson, P., & Ruyter, K. De. (2015). Converting service encounters into
cross-selling opportunities does faith in supervisor ability help or hinder
service-sales ambidexterity? European Journal of Marketing, 49(3—4), 491—
511. https://doi.org/10.1108/EIJM-10-2013-0549

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Communication and

Control Processes in the Delivery of Service Quality. Journal of Marketing,
52(2), 35. https://doi.org/10.2307/1251263



