DAFTAR PUSTAKA

Adhimursandi, D., Rahmawati, & Achmad, G. N. (2024). The Role Of Brand Image
and Social Media Marketing On Wardah Skincare Product Purchasing

Decisions. [International Journal Of Humanities Education And Social
Sciences (IJHESS), 3(4), 2069-2076. https://ijhess.com/index.php/ijhess/

Agustin, I. N., & Then, L. (2024). TIJAB (The International Journal of Applied
Business) The Mediating Role of Brand Trust on the Effect of Brand
Ambassador to Purchase Decision. 8(1), 15-31.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211.

Akoglu, H. E., & Ozbek, O. (2022). The effect of brand experiences on brand
loyalty through perceived quality and brand trust: a study on sports consumers.
Asia Pacific Journal of Marketing and Logistics, 34(10), 2130-2148.
https://doi.org/10.1108/APJML-05-2021-0333

Alarsali, N., & Aghaei, 1. (2021). Effective Determinants of Consumer Buying
Decision on OTC Medications: Digital Marketing, Brand Experience, and
Reference Groups. BOHR International Journal of Computer Science, 1(1),
56-67. https://doi.org/10.54646/B1JCS.010

Aldiki, E. P., Hidayati, L. L. A., & Anisa, F. (2022). The Influence of Price and
Product Quality on Repurchase Decision with Consumer Satisfaction as a

Mediation Variable. Urecol Journal. Part B: Economics and Business, 2(2),
98—110. https://doi.org/10.53017/ujeb.168

Ambarini, A., Novirani, D., & Bakar, A. (2014). UPAYA PENINGKATAN
KEPUASAN PELANGGAN INDOSAT BERDASARKAN
TELECOMMUNICATION SERVICE QUALITY DENGAN
MENGGUNAKAN STRUCTURAL EQUATION MODELING (SEM).
Jurnal Online Institut Teknologi Nasional, 02(01).

Amin, N. F., Garancang, S., & Abunawas, K. (2023). KONSEP UMUM
POPULASI DAN SAMPEL DALAM PENELITIAN. JURNAL PILAR:
Jurnal Kajian Islam Kontemporer, 14(1).

Angeline, C., Suparna, G., & Dana, I. M. (2023). The Role of Brand Image
Mediates the Influence of Promotion on Purchase Decisions. Journal of Law
and Sustainable Development, 11(10), e869.
https://doi.org/10.55908/sdgs.v11110.869

109



110

Anisah, A., Khotimah, N., & Aryati, M. Y. (2022). The Factors That Influence The
Purchasing Decisions Local Cosmetic Products. /lomata International Journal
of Management, 3(4), 501-512. https://doi.org/10.52728/ijjm.v314.58 1

Aprilia, Y., & Andarini, S. (2023). Pengaruh Product Quality dan Brand Trust
terhadap Repurchase Intention Melalui Customer Satisfaction sebagai
Variabel Intervening pada Produk Kecantikan Brand Somethinc. 4/-Kharaj :
Jurnal  Ekonomi, Keuangan & Bisnis Syariah, 5(6), 3193-3205.
https://doi.org/10.47467/alkharaj.v516.3649

Arafah, W., Hanifan, R., Wijanarko, A., & Widanul, D. (2024). Peran dari Brand
Experience dan E-Wom Pada Purchase Decision. INNOVATIVE: Journal of
Social Science Research, 2, 7842-7852.

Arianty, N., & Walad, M. M. (2024). THE IMPACT OF ELECTRONIC WORD OF
MOUTH AND BRAND IMAGE ON BRAND TRUST WITH BUYING
INTEREST AS VARIABLE INTERVENING IN PRODUCTS SMARTPHONE
I-PHONE. 2.

Asnawati, Nadir, M., Wardhani, W., & Setini, M. (2022). The effects of perceived
ease of use, electronic word of mouth and content marketing on purchase
decision. International Journal of Data and Network Science, 6(1), 81-90.
https://doi.org/10.5267/J.1JDNS.2021.10.001

Benhardy, K. A., Hardiyansyah, Putranto, A., & Ronadi, M. (2020). Brand image
and price perceptions impact on purchase intentions: Mediating brand trust.
Management Science Letters, 10(14), 3425-3432.
https://doi.org/10.5267/7.msl.2020.5.035

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is
It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73,
1547-7185.

Choi, N. H., Qiao, X., & Wang, L. (2020). Effects of multisensory cues, self-
enhancing imagery and self goal-achievement emotion on purchase intention.

Journal of Asian Finance, Economics and Business, 7(1), 141-151.
https://doi.org/10.13106/jafeb.2020.vol7.no1.141

Compas. (2024). FMCG Report Semester [ 2024: Boikot Picu Perubahan Peta
Persaingan Produk Global & Lokal di E-commerce Pada Sektor FMCG.
https://compas.co.id/article/fmcg-report-2024-boikot-picu-perubahan-peta-
persaingan-produk-global-lokal/. Diakses 7 Oktober 2024.

Davies, A., & BBC Arabic. (2024). All Eyes on Rafah: The post that’s been shared
by more than 47m people. https://www.bbc.com/news/articles/cjkkjSjejleo.
Diakses 25 Maret 2025.



111

Delviana, A. S., Sarwoko, E., & Hidayat, C. W. (2023). Peran electronic word of
mouth terhadap keputusan pembelian ulang: Citra merek sebagai mediasi.
Management and Business Review, 1. https://doi.org/10.21067/mbr.v7i1.8543

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and
repurchase intention model: the role of consumer experience. Journal of
Marketing Management, 32(13-14), 1230-1259.
https://doi.org/10.1080/0267257X.2016.1150322

Firmansyah, D., & Dede. (2022). Teknik Pengambilan Sampel Umum dalam
Metodologi Penelitian: Literature Review. Jurnal llmiah Pendidikan Holistik
(JIPH), 1(2), 85—114. https://doi.org/10.55927

Ghosh, A., Varshney, S., & Venugopal, P. (2014). Social Media WOM: Definition,
Consequences and Inter-relationships. Management and Labour Studies,
39(3), 293-308. https://doi.org/10.1177/0258042X15577899

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25
(9th ed.). Universitas Diponegoro.

Gultom, M. D., Adlina, H., & Siregar, O. M. (2023). THE INFLUENCE OF
ELECTRONIC WORD OF MOUTH AND BRAND IMAGE ON THE
PURCHASE DECISION OF VIDEO ON DEMAND NETFLIX
SUBSCRIPTION (STUDY ON NETFLIX USERS IN MEDAN CITY).
Journal of Business Administration (JBA, 2(1), 16-22.

Gunawan, D. (2022). Keputusan Pembelian Konsumen Marketplace Shopee
Berbasis Social Media Marketing (B. Nasution, Ed.). PT Inovasi Pratama
Internasional.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). MULTIVARIATE
DATA  ANALYSIS  (8th  ed.). Cengange Learning EMEA.
www.cengage.com/highered

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

Haryono, S., & Wardoyo, P. (2013). STRUCTURAL EQUATION MODELING:
Untuk Penelitian Manajemen Menggunakan AMOS 18.00. PT Intermedia
Personalia Utama. www.ptipu.blogspot.com

Hastari, E. S., Yohana, C., & Monoarfa, T. A. (2022). Pengaruh Kepercayaan
Merek dan Kualitas Produk terhadap Loyalitas Konsumen melalui Kepuasan
Konsumen sebagai Variabel Mediasi (Studi Kasus pada Brand Skincare
Lokal) (Vol. 3, Issue 3).



112

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

Hidayah, N., & Trifiyanto, K. (2019). PENGARUH BRAND EXPERIENCE,
KEPERCAYAAN MEREK DAN POSITIVE WORD OF MOUTH TERHADAP
LOYALITAS MEREK DENGAN VARIABEL KEPUTUSAN PEMBELIAN
SEBAGAI VARIABEL INTERVENING (STUDI PADA PEMBELI MINYAK
KAYU PUTIH CAP LANG DI KECAMATAN KEBUMEN).

Huaman-Ramirez, R., & Merunka, D. (2019). Brand experience effects on brand
attachment: the role of brand trust, age, and income. Furopean Business
Review, 31(5), 610-645. https://doi.org/10.1108/EBR-02-2017-0039

Hussain, Z. (2024). Electronic word of mouth (eWOM) and consumer purchasing
behaviour: A study in Karachi’s digital era. In Digital Influence on Consumer
Habits: Marketing Challenges and Opportunities (pp. 159-169). Emerald
Publishing. https://doi.org/10.1108/978-1-80455-342-820241010

Katamso, T. H., & Sugianto, S. (2024). Pengaruh Brand Image, Brand Experience
dan Influencer Marketing Terhadap Keputusan Pembelian Konsumen Melalui
Minat Beli Sebagai Variabel Intervening Pada Produk Kecantikan Scarlett
Whitening.  MASMAN:  Master  Manajemen,  2(1), 165-183.
https://doi.org/10.59603/masman.v2il.324

Khan, M. A., Minhaj, S. M., Vivek, Alhashem, M., Nabi, M. K., Saifi, M. A., &
Inkesar, A. (2024). Unleashing the role of e-word of mouth on purchase
intention in select Facebook fan pages of smart phone users. PloS One, 19(9),
€0305631. https://doi.org/10.1371/journal.pone.030563 1

Kim, R. B., & 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, 12(3), 9-21.
https://doi.org/10.14254/2071

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2021). Perceived social
media marketing activities and consumer-based brand equity: Testing a
moderated mediation model. Asia Pacific Journal of Marketing and Logistics,
33(1), 53-72. https://doi.org/10.1108/ APJML-07-2019-0453

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

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson
Education Limited. www.pearsonglobaleditions.com



113

Laksono, A. W., & Suryadi, N. (2020). PENGARUH CITRA MEREK,
KEPERCAYAAN MEREK, DAN KUALITAS PRODUK TERHADAP
LOYALITAS MEREK PADA PELANGGAN GEPREK BENSU DI KOTA
MALANG. Holistic Journal of Management Research, I(1).

Lis, B. (2013). 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

Lova, T. K., & Raharjo, S. T. (2023). PENGARUH SOCIAL MEDIA
MARKETING DAN BRAND EXPERIENCE TERHADAP PURCHASE
DECISION KONSUMEN PADA PRODUK KOSMETIK DAN BRAND
TRUST SEBAGAI MEDIATOR (Studi pada Konsumen Somethinc).
DIPONEGORO JOURNAL OF MANAGEMENT, 12(3). http://ejournal-
sl.undip.ac.id/index.php/dbr

Maya, D. F., Lod, S., & Aam, B. (2021). MEDIATING EFFECT OF BRAND
IMAGE AND BRAND TRUST BETWEEN E-WOM ON SMARTPHONE
BUY INTEREST IN TANGERANG CITY. Russian Journal of Agricultural
and Socio-Economic Sciences, 119(11), 74-80.
https://doi.org/10.18551/rjoas.2021-11.08

Mishra, A., & Satish, S. M. (2016). eWOM: Extant Research Review and Future
Research Avenues. Vikalpa, 41(3), 222-233.
https://doi.org/10.1177/0256090916650952

Myung, 1. J. (2003). Tutorial on maximum likelihood estimation. Journal of
Mathematical Psychology, 47(1), 90-100. https://doi.org/10.1016/S0022-
2496(02)00028-7

Nasri, S., Karnit, L., Shamandour, M., & Khnouf, V. (2023). The Effect of Brand
Image on Customer Purchase Decision. Article in Journal of Service

Innovation and Sustainable Development, 4(1), 59-71.
https://doi.org/10.33168/SISD.2023.0106

Oetama, S., & Susanto, H. (2023). The Influence Of Brand Experience On Brand
Loyalty Through Brand Satisfaction And Brand Trust In Indomie Mie In
Sampit. International Journal of Science, Technology & Management.
http://ijstm.inarah.co.id

Oktafani, F., M., N. N. K., Saputri, M. E., & Saraswati, T. G. (2020). Social Media
Marketing, Electronic Word of Mouth, and its Effect on Purchase Decision

Process on The Warunk Upnormal Consumer. 86-90.
https://doi.org/10.31098/jibm.v111.222

Opatha, M. (2015). Definitions of Brand Image. In Journal of Brand Image.
https://www.researchgate.net/publication/286669619



114

Pambudi, R. A. (2021). PENGARUH BRAND IMAGE DAN KUALITAS PRODUK
TERHADAP KEPUTUSAN PEMBELIAN MELALUI BRAND TRUST
SEBAGAI VARIABEL INTERVENING. Universitas Muhammadiyah
Surakarta.

Park, J., Hyun, H., & Thavisay, T. (2021). A study of antecedents and outcomes of
social media WOM towards luxury brand purchase intention. Journal of

Retailing and Consumer Services, 58.
https://doi.org/10.1016/j.jretconser.2020.102272

Permatasari, F. M., & Dwita, V. (2020). The Effect of Brand Communication,
Brand Image and Perceived Social Media on Brand Loyalty With Brand Trust
as a Variable of Mediation in Rendang Asese in Padang City. Advances in
Economics, Business and Management Research, 152.

Prasetiyo, D., Firdaus, F., Jumali, J., & Nurhayati, N. (2024). The Impact of Brand
Trust and Brand Image on Purchase Decision Through Buying Interest

Consumers as an Intervening Variable. Economics and Business International
Conference Proceeding, 1(2), 815-829.

Priadana, M. S., & Sunarsi, D. (2021). Metode Penelitian Kuantitatif. Pascal Books.

Prihartono. (2021). Determination of Purchase Decision: Product Quality, Price
and Place (Literature Review). https://doi.org/10.38035/dijefa.v2i3

Prihatna, K. A., Ayal, R., Sistarani, M., & Widyastuti, [. T. (2024). INCREASING
GEN-Z TRUST IN MSME BRANDS THROUGH DIGITAL MARKETING:
MEDIATING FACTORS OF INFORMATION QUALITY FROM EWOM
ON CELEBRITY ENDORSEMENT AND SOCIAL MEDIA MARKETING
TOWARD BRAND TRUST. ICCD, o(1), 267-274.
https://doi.org/10.33068/iccd.v6il.771

PT Sociolla Ritel Indonesia. (2024). Behavior in Purchasing Categories.

Putri, D., Pratiwi, N. M. [, & Mulyati, A. (2024). PENGARUH BRAND
EXPERIENCE DAN BRAND IMAGE TERHADAP KEINGINAN
KONSUMEN UNTUK MEMBAYAR HARGA PREMIUM PADA
PEMBELI IPHONE DI WILAYAH JAWA TIMUR. GEMAH RIPAH: Jurnal
Bisnis, 04(02).

Rahayu, S., Limakrisna, N., & Purba, J. H. V. (2023). The Influence Of Brand
Image, Online Service Quality , And Of Use On Purchase Decisions On With
Trust As A Mediation Variable. International Journal of Science, Technology
& Management. http://ijstm.inarah.co0.id629

Rahmatulloh, Yasri, & Abror, A. (2019). The Influence of Brand Image and
Perceived Quality on Brand Loyalty with Brand Trust as Mediator in PT Bank



115

Syariah Mandiri. Advances in Economics, Business and Management
Research, 64.

Raihana, A. L., & Madiawati, P. N. (2024). The Effect of Price and Brand Trust on
Repurchase Intention Through Consumer Satisfaction as an Intervening
Variable in Emina Cosmetics Pengaruh Harga dan Brand Trust Terhadap
Repurchase Intention Melalui Kepuasan Konsumen Sebagai Variabel
Intervening Pada Emina Cosmetics. Management  Studies and
Entrepreneurship Journal, 5(2), 8598-8613.
http://journal.yrpipku.com/index.php/msej

Rihayana, I. G., Putra Salain, P. P., Eka Rismawan, P. A., & Mega Antari, N. K.
(2022). THE INFLUENCE OF BRAND IMAGE, AND PRODUCT
QUALITY ON PURCHASE DECISION. International Journal of Business
Management and Economic Review, 04(06), 342-350.
https://doi.org/10.35409/ijbmer.2021.3345

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

Salmiah, Sahir, S. H., & Fahlevi, M. (2024). The effect of social media and
electronic word of mouth on trust and loyalty: Evidence from generation Z in
coffee industry. International Journal of Data and Network Science, 8(1),
641-654. https://doi.org/10.5267/j.ijdns.2023.8.021

Seifert, C., & Kwon, W. S. (2020). SNS eWOM sentiment: impacts on brand value
co-creation and trust. Marketing Intelligence and Planning, 38(1), 89—102.
https://doi.org/10.1108/MIP-11-2018-0533

Setiawan, T. P. (2012). SURVEI ONLINE PENUNJANG PENELITIAN
PRAKTIS DAN AKADEMIS. Seminar Nasional Teknologi Informasi &
Komunikasi Terapan 2012 (Semantik 2012).

Soedionon, W., Prasastyo, K. W., & Adeline, M. (2020). PENGARUH BRAND
EXPERIENCE, BRAND IMAGE-CONGRUENCE, BRAND AFFECT DAN
BRAND TRUST TERHADAP REPURCHASE INTENTION PADA
PRODUK FASHION BERRYBENKA SECARA ONLINE DI JAKARTA.
Trisakti  School of Management, Media Bisnis, 12(1), 57-66.
http://jurnaltsm.id/index.php/MB

Statista. (2024a). X/Twitter: Global audience 2024.
https://www.statista.com/statistics/242606/number-of-active-twitter-users-in-
selected-countries/. Diakses 21 Oktober 2024.



116

Statista. (2024b). Cosmetics - Indonesia: Statista Market Forecast.
https://www.statista.com/outlook/cmo/beauty-personal-
care/cosmetics/indonesia. Diakses 17 Oktober 2024.

Sudirman, H. A., Sartika, D., Anindita, M., & Anshari, R. (2023). The role of brand
experience and E-Wom on purchase decisions. [nternational Journal of
Research in Business and Social Science (2147- 4478), 12(4), 572-577.
https://doi.org/10.20525/ijrbs.v12i4.2551

Sugiyono. (2013). METODE PENELITIAN KUANTITATIF, KUALITATIF, DAN
R&D. ALFABETA, CV.

Sundari, L., Pasaribu, R. D., & Sugiat, M. (2024). The Influence Of Brand
Experience And Brand Image On Brand Loyalty With Brand Trust As A
Mediation Variable (Case Study Of FCL Modest In Pekanbaru City).
International Journal of Science, Technology & Management, 5(6).
http://ijstm.inarah.co.id

Susanti, N. F., & Wulandari, R. (2021). HOW DOES THE ELECTRONIC WORD
OF MOUTH (EWOM) BUILD BRAND TRUST IN INCREASING BUYING
INTEREST DURING THE COVID-19 PANDEMIC? International Journal
of  Economics,  Business and  Management  Research,  5(03).
https://www.researchgate.net/publication/349702951

Sutanto, W. D. R., & Kussudyarsana, K. (2024). The Role of Brand Trust, Brand
Image, Brand Equity on Repurchase Intention. Jurnal Ilmiah Manajemen
Kesatuan, 12(1), 119—128. https://doi.org/10.37641/jimkes.v1211.2395

Syahdiany, G. (2019). Pengaruh Electronic Word of Mouth dan Customer
Experience terhadap Brand Trust Transmart Carrefour Kota Padang.
Universitas Negeri Padang.

Tjhin, V. U., & Aini, S. R. N. (2019). Effect of E-WOM and social media usage on
purchase decision in clothing industry. ACM International Conference
Proceeding Series, 30-34. https://doi.org/10.1145/3332324.3332333

Tuten, T., & Perotti, V. (2019). Lies, brands and social media. Qualitative Market
Research, 22(1), 5-13. https://doi.org/10.1108/QMR-02-2017-0063

Verinanda, M. R., Rini, E. S., & Harahap, R. H. (2021). The Influence of
Servicescape, Brand Experience and Social Media Marketing on Purchase
Decisions through Brand Image as Variables Intervening in the Filosofi Kopi
Medan. International Journal of Research and Review, 8(12), 569-579.
https://doi.org/10.52403/ijrr.20211269

Waluya, A. 1., Igbal, M. A., & Indradewa, R. (2019). How product quality, brand
image, and customer satisfaction affect the purchase decisions of Indonesian



117

automotive customers. In J. Services, Economics and Management (Vol. 10,
Issue 2).

We Are Social Indonesia. (2024). Digital 2024.
https://wearesocial.com/id/blog/2024/01/digital-2024/. Diakses 28 September
2024.

Widyatama, P. E., & Setiawan, P. Y. (2025). The Role of Brand Image in Mediating
the Influence of Product Quality on Repurchase Decisions of Viva Cosmetics
Products (A Study on Consumers of Viva Cosmetics Lipstick in Denpasar

City). International Journal of Management Research and Economics, 3(1),
423-441. https://doi.org/10.54066/ijmre-itb.v3i1.2919

Wijaya, B. S. (2013). Dimensions of Brand Image: A Conceptual Review from the
Perspective of Brand Communication. European Journal of Business and
Management, 5(31), 55-65. https://doi.org/10.13140/ejbm.2013.55.65

Woursan, Rinandiyana, L. R., & Badriatin, T. (2021). Social Media Promotion Effect
on Product Purchase Decisions through Word of Mouth Marketing. Linguistics
and Culture Review, 5(S1), 821.
https://doi.org/10.37028/lingcure.v5nS1.1466

Yague-Guillen, M. J., Munuera-Aleman, J. L., & Delgado-Ballester, E. (2003).
Development and validation of a brand trust scale. International Journal of
Market Research, 45(1).

Youth Lab. (2024). 2024’s Most Successful Cosmetic Brands: Social Media and
Revenue  Insights.  https://www.youthlab.com.au/2024s-most-successful-
cosmetic-brands-social-media-and-revenue-insights/. Diakses 2 November
2024.

Zhang, Y. (2015). The Impact of Brand Image on Consumer Behavior: A Literature
Review. Open Journal of Business and Management, 03(01), 58-62.
https://doi.org/10.4236/0jbm.2015.31006

Zia, A., Younus, S., & Mirza, F. (2021). Investigating the Impact of Brand Image
and Brand Loyalty on Brand Equity: the Mediating Role of Brand Awareness.
In International Journal of Innovation, Creativity and Change. www.ijicc.net
(Vol. 15, Issue 2). www.ijicc.net



