
DAFTAR PUSTAKA 

 

Abiyyuansyah, F. (2019). Analisis Strategi Content Marketing dlm Meningkatkan 

Customer Engagement.pdf (p. 132). 

Ahmad, N. S., Musa, R., & Harun, M. H. M. (2016). The Impact of Social Media Content 

Marketing (SMCM) towards Brand Health. Procedia Economics and Finance, 

37(16), 331–336. https://doi.org/10.1016/s2212 5671(16)30133-2 

Akgün, A. E., Koçoğlu, İ., & İmamoğlu, S. Z. (2013). An emerging consumer 

experience: Emotional branding. Procedia - Social and Behavioral Sciences, 99, 

503–508. https://doi.org/10.1016/j.sbspro.2013.10.518 

Ali, A., & Bhasin, J. (2019). Understanding customer repurchase intention in e-

commerce: Role of perceived price, delivery quality, and perceived value. Jindal 

Journal of Business Research, 8(2), 142–157. 

https://doi.org/10.1177/2278682119881716 

Amoako, G. K., Doe, J. K., & Neequaye, E. K. (2023). Online innovation and repurchase 

intentions in hotels: the mediating effect of customer experience. International 

Hospitality Review, 37(1), 28–47. https://doi.org/10.1108/ihr-02-2021-0008 

Andini, P., & Widyastuti. (2024). Pengaruh emotional attachment dan fanaticism 

terhadap repurchase intention official lightstick “CARATBONG” versi 3 (studi 

pada penggemar K-pop SEVENTEEN di Indonesia). Jurnal Ilmu Manajemen, 

12(4), 816–828. https://doi.org/10.26740/jim.v12n4.p816-828 

Annur, C. M. (n.d.). Aplikasi Belanja Online Paling Banyak Digunakan, Ini Dia 

Juaranya: Databoks. Pusat Data Ekonomi dan Bisnis Indonesia. 

https://databoks.katadata.co.id/datapublish/2022/07/18/aplikasi-belanja online-

paling-banyak-digunakan-ini-dia-juaranya 

Anshu, K., Gaur, L., & Singh, G. (2022). Impact of customer experience on attitude and 

repurchase intention in online grocery retailing: A moderation mechanism of value 

Co-creation. Journal of Retailing and Consumer Services, 64. 

https://doi.org/10.1016/j.jretconser.2021.102798 

Aprilola, R., Alza Az-Zahra, T., & Riorini, S. V. (n.d.). Pengaruh Emotional Brand 

Attachment Dan Brand Love Dalam Transisi Dari Kepuasan Menjadi Loyalitas 

 
 

Abrian, Y., & Adrian, A. (2021). The effect of customer experience on repurchase 

intention with variety seeking as variable moderation at 4-star hotels. Jurnal 

Pendidikan Teknologi Kejuruan, 4(3), 75–79. 

https://doi.org/10.24036/jptk.v4i3.21723 

105  

https://doi.org/10.24036/jptk.v4i3.21723
https://doi.org/10.1016/j.sbspro.2013.10.518
https://doi.org/10.1177/2278682119881716
https://doi.org/10.26740/jim.v12n4.p816-828


106 
 

 
 

Pada Produk Fast Fashion Di Jakarta. Jurnal Ilmiah Wahana Pendidikan, Februari, 

2024(4), 755–765. https://doi.org/10.5281/zenodo.10531188 

Ardyan, E., Kurnianingsih, H., Rahmawan, G., Wibisono, U., & Winata, W. (2016). 

Enhancing brand experience along with emotional attachment towards trust and 

brand loyalty. Jurnal Manajemen dan Kewirausahaan, 18(1), 33–44. 

https://doi.org/10.9744/jmk.18.1.33-44 

Arifin, S., Rifqy Roosdhani, M., & Huda, N. (2024). Exploring factors influencing 

repurchase intention in online food delivery: A case study of GoFood users at 

Burger Bangor in Jepara. International Journal of Management and Economics 

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and 

implications for research. In Journal of the Academy of Marketing Science (Vol. 48, 

Issue 4, pp. 630–648). Springer. https://doi.org/10.1007/s11747-019-00718-x 

Bisnis e-commerce Semakin Gurih. Laman Resmi Republik Indonesia • Portal Informasi 

Indonesia. (n.d.). Diakses March 31, 2022, dari 

https://www.indonesia.go.id/kategori/indonesia-dalam-angka/2534/bisnis-e 

commerce-semakin-gurih 

Cahyani, A., Made, I., Gunadi, A., & Mbulu, Y. P. (2019). PENGARUH CUSTOMER 

EXPERIENCE TERHADAP REPURCHASE INTENTION PADA PT. 

TRAVELOKA INDONESIA. In Jurnal Sains Terapan Pariwisata (Vol. 4, Issue 1). 

www.traveloka.com 

Chang, C. (2011). The effect of the number of product subcategories on perceived variety 

and shopping experience in an online store. Journal of Interactive Marketing, 25(3), 

159–168. https://doi.org/10.1016/j.intmar.2011.01.002 

Evalianitha Randabunga, Priskila, Hudayah, S., & Indriastuti, H. (2021). The Effect of 

Electronic Word of Mouth and Sales Promotion on Brand Switching with Brand 

Image as an Intervening Variable at Erha Beauty Clinic in Samarinda City. Saudi 

Journal of Business and Management Studies, 6(4), 102–113. 

https://doi.org/10.36348/sjbms.2021.v06i04.001 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk 

Penulisan Skripsi, Tesis, dan Disertasi Ilmu Manajemen. Badan Penerbit 

Universitas Diponegoro 

Fonny, A., & Tandijaya, T. N. B. (2022). Pengaruh brand attachment terhadap repurchase 

intention dengan brand commitment sebagai variabel intervening pada customer 

Crunchaus Salads. Jurnal Manajemen Pemasaran, 16(1), 37–48. 

https://doi.org/10.9744/pemasaran.16.1.37-48  

https://doi.org/10.9744/jmk.18.1.33-44
https://doi.org/10.1016/j.intmar.2011.01.002
https://doi.org/10.36348/sjbms.2021.v06i04.001


107 
 

 
 

Gahler, M., Klein, J. F., & Paul, M. (2023). Customer Experience: Conceptualization, 

Measurement, and Application in Omnichannel Environments. Journal of Service 

Research, 26(2), 191–211. https://doi.org/10.1177/10946705221126590 

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi Dengan Program 

AMOS 24 Update Bayesian SEM. Badan Penerbit Universitas Diponegoro. 

Gulfraz, M. B., Sufyan, M., Mustak, M., Salminen, J., & Srivastava, D. K. (2022). 

Understanding the impact of online customers’ shopping experience on online 

impulsive buying: A study on two leading e-commerce platforms. Journal of 

Retailing and Consumer Services, 68, 103000. 

https://doi.org/10.1016/j.jretconser.2022.103000 

Hewei, T., & Youngsook, L. (2022). Factors affecting continuous purchase intention of 

fashion products on social E-commerce: SOR model and the mediating effect. 

Entertainment Computing, 41. https://doi.org/10.1016/j.entcom.2021.100474 

Inilah Sejarah perkembangan e-commerce di Indonesia. Xendit. (2021, February 18). 

Diakses March 31, 2022, dari https://www.xendit.co/id/blog/inilah sejarah-

perkembangan-e-commerce-di-indonesia/ 

Kala, D., & Chaubey, D. S. (2018). The effect of eWOM communication on brand image 

and purchase intention towards lifestyle products in India. International Journal of 

Services, Economics and Management, 9(2), 143 157. 

https://doi.org/10.1504/IJSEM.2018.096077 

Lee, S., & Jeong, M. (2012). Effects of e-servicescape on consumers' flow experiences. 

Journal of Hospitality and Tourism Technology, 3(1), 47–59. 

https://doi.org/10.1108/17579881211206558 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout 

the customer journey. Journal of Marketing, 80(6), 69–96. 

https://doi.org/10.1509/jm.15.0420 

Li, W., & SU, C.-S. (2025). Impact of Emotional Attachment and Self-Brand Connection 

on Repurchase Behavior: The Mediating Role of Attitudinal Loyalty and 

Behavioral Loyalty. Journal of Management World, 2025(3), 76–83. 

https://doi.org/10.53935/jomw.v2024i4.1046 

Li, Z., Tulcanaza-Prieto, A. B., & Lee, C. W. (2024a). Effect of E-Servicescape on 

Emotional Response and Revisit Intention in an Internet Shopping Mall. Journal of 

Theoretical and Applied Electronic Commerce Research, 19(3), 2030–2050. 

https://doi.org/10.3390/jtaer19030099 

Li, Z., Tulcanaza-Prieto, A. B., & Lee, C. W. (2024b). Effect of E-Servicescape on 

Emotional Response and Revisit Intention in an Internet Shopping Mall. Journal of 

https://doi.org/10.1016/j.jretconser.2022.103000
https://www.xendit.co/id/blog/inilah%20sejarah-perkembangan-e-commerce-di-indonesia/
https://www.xendit.co/id/blog/inilah%20sejarah-perkembangan-e-commerce-di-indonesia/
https://doi.org/10.1504/IJSEM.2018.096077
https://doi.org/10.1108/17579881211206558


108 
 

 
 

Theoretical and Applied Electronic Commerce Research, 19(3), 2030–2050. 

https://doi.org/10.3390/jtaer19030099 

Mamun, M. R. Al, Prybutok, V. R., Peak, D. A., Torres, R., & Pavur, R. J. (2023). The 

role of emotional attachment in IPA continuance intention: an emotional attachment 

model. Information Technology and People, 36(2), 867–894. 

https://doi.org/10.1108/ITP-09-2020-0643 

Mtarget. (2018, December 11). Perkembangan digital marketing di Indonesia. 

MTARGET Blog. Diakses March 31, 2022, dari 

https://blog.mtarget.co/perkembangan-digital-marketing-di-indonesia/ 

Natarajan, T., & Veera Raghavan, D. R. (2023). Does integrated store service quality 

explain omnichannel shoppers’ online brand advocacy behaviors?: Role of 

memorable shopping experiences, store attachment, and relationship strength. The 

TQM Journal. Advance online publication. https://doi.org/10.1108/TQM-05-2023-

0147 

Ni Made Ayuintan Febriani, & (2021). The Influence of Customer Experience, Ease of 

Use, and Trust on Repurchase Intention (Case Study of Tokopedia Consumers in 

Denpasar). American Journal of Humanities and Social Sciences Research 

(AJHSSR), (Vol. undefined), 378–383. Diakses dari https://www.ajhssr.com 

Patel, V. V., Pandit, R., & Sama, R. (2024). Understanding the impact of fashion app 

emotional attachment on consumer responses: the role of e-servicescape, customer 

experience and perceived value of online shopping. Journal of Fashion Marketing 

and Management, 28(3), 581–601. https://doi.org/10.1108/JFMM-05-2023-0113 

Peña-García, N., Losada-Otálora, M., Juliao-Rossi, J., & Rodríguez-Orejuela, A. (2021). 

Co-creation of value and customer experience: an application in online banking. 

Sustainability (Switzerland), 13(18). https://doi.org/10.3390/su131810486 

Pentury, L. V., Sugianto, M., & Remiasa, M. (2019). PENGARUH e-WOM 

TERHADAP BRAND IMAGE DAN PURCHASE INTENTION PADA HOTEL 

BINTANG TIGA DI BALI. Jurnal Manajemen Perhotelan, 5(1), 26–35. 

https://doi.org/10.9744/jmp.5.1.26-35 

Perumal, S., Ali, J., & Shaarih, H. (2021). Exploring nexus among sensory marketing 

and repurchase intention: Application of S-O-R Model. Management Science 

Letters, 1527–1536. https://doi.org/10.5267/j.msl.2020.12.020 

Prabowo, H., Astuti, W., & Respati, H. (2020). Effect of Service Quality and Brand 

Image on Repurchase Intention through Word of Mouth at Budget Hotels Airy 

Rooms. Open Journal of Business and Management, 08(01), 194–207. 

https://doi.org/10.4236/ojbm.2020.81012 

https://blog.mtarget.co/perkembangan-digital-marketing-di-indonesia/
https://doi.org/10.1108/TQM-05-2023-0147
https://doi.org/10.1108/TQM-05-2023-0147
https://www.ajhssr.com/
https://doi.org/10.9744/jmp.5.1.26-35


109 
 

 
 

Pratiwi Indriasari, D., Arief Sirajuddin, dan, & Amkop Makassar, S. (2021). Pengaruh 

Customer Experience terhadap Repurchase Intention Produk Online dengan 

Customer Satisfaction sebagai Variable Intervening. In MARS Journal (Vol. 1, Issue 

2). http://journal.ilrscentre.or.id/ 

Riorini, S. V., Yaputra, H., & Pakpahan, A. K. (2022, Januari). Perception of 

e-servicescape and its effect on perceived value of e-shopping and repurchase 

intention. Dalam Proceedings of the First Lekantara Annual Conference on Public 

Administration, Literature, Social Sciences, Humanities, and Education 

(LePALISSHE 2021) (hlm. 1–?). EAI. https://doi.org/10.4108/eai.3-8-

2021.2315148 

Risma, P. (n.d.). Pengaruh Customer Experience dan E-service Quality pada Online re-

purchase Intention melalui Customer Satisfaction. https://doi.org/10.38035/jafm 

Riyadi, H., & Zakaria, M. (2019, April 28). Apa Itu Shopee? Keunggulan Apa Saja Yang 

Dimiliki Oleh Shopee? Nesabamedia. Diakses March 31, 2022, dari 

https://www.nesabamedia.com/apa-itu-shopee/ 

Sari, E. K., & Wijaya, S. (2019, June). The role of emotional brand attachment and 

customer trust in enhancing customer experience’s effect on customer loyalty 

towards beauty clinics in Surabaya. Petra International Journal of Business 

Studies, 2(1), 18–26. https://doi.org/10.9744/ijbs.2.1.18-26 

says:, M., says:, E., says:, F. A. K., & Says:, L. (2022, February 9). Sejarah Singkat 

internet & Perkembanganya Sampai Saat Ini. Qwords. Diakses March 31, 2022, 

dari https://qwords.com/blog/sejarah-singkat-internet/ 

Singh, R. (2022). “Hey Alexa–order groceries for me”: The effect of consumer–VAI 

emotional attachment on satisfaction and repurchase intention. European Journal 

of Marketing, 56(6), 1684–1720. https://doi.org/10.1108/EJM-08-2020-0610 

Sofiani, M., Sulhaini, S., & Sagir, J. (2022). Pengaruh online shopping experience 

terhadap loyalitas konsumen menggunakan Shopee dengan customer trust sebagai 

variabel intervening. JMM UNRAM - Master of Management Journal, 11(2), 120–

134. https://doi.org/10.29303/jmm.v11i2.1830 

Stouthuysen, K., Teunis, I., Reusen, E., & Slabbinck, H. (2018). Initial trust and 

intentions to buy: The effect of vendor-specific guarantees, customer reviews and 

the role of online shopping experience. Electronic Commerce Research and 

Applications, 27, 23–38. https://doi.org/10.1016/j.elerap.2017.11.002 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabet 

Susilia, D., Ramadania, D., & Juniwati, S. (2019, October). Influence of emotional 

attachment, trust, political engagement in 2019 Indonesian presidential election. In 

https://doi.org/10.4108/eai.3-8-2021.2315148
https://doi.org/10.4108/eai.3-8-2021.2315148
https://www.nesabamedia.com/apa-itu-shopee/
https://doi.org/10.9744/ijbs.2.1.18-26
https://qwords.com/blog/sejarah-singkat-internet/
https://doi.org/10.1016/j.elerap.2017.11.002


110 
 

 
 

Proceedings of the 2019 International Conference on Organizational Innovation 

(ICOI 2019) (pp. 557–561). Atlantis Press. https://doi.org/10.2991/icoi-19.2019.98 

Teng, H., Ni, J., & Chen, H. (2018). Relationship between e-servicescape and purchase 

intention among heavy and light internet users. Internet Research, 28(2), 333–350. 

https://doi.org/10.1108/IntR-05-2017-0171 

Tian, H., Siddik, A. B., & Masukujjaman, M. (2022). Factors Affecting the Repurchase 

Intention of Organic Tea among Millennial Consumers: An Empirical Study. 

Behavioral Sciences, 12(2). https://doi.org/10.3390/bs12020050 

Vidyanata, D. (2022). STIMULUS-ORGANISM-RESPONSE (S-O-R) MODEL 

APPLICATION IN EXAMINING THE INFLUENCE OF SOCIAL MEDIA 

MARKETING ON PURCHASE DECISIONS IN THE HEALTHCARE 

INDUSTRY: THE MEDIATING ROLE OF BRAND TRUST. Jurnal Aplikasi 

Manajemen, 20(3). https://doi.org/10.21776/ub.jam.2022.020.03.14 

Vivin Devita Aldo, & Hilao, E. (2019). Pengguna Akif Bulanan ecommerce Indonesia - 

iprice. https://iprice.co.id/trend/insights/pengguna-aktif-bulanan aplikasi-e-

commerce-di-indonesia-dan-asia-tenggara/ 

Xiao, L., Guo, F., Yu, F., & Liu, S. (2019). The effects of online shopping context cues 

on consumers’ purchase intention for cross-border E-Commerce sustainability. 

Sustainability (Switzerland), 11(10), 1–24. https://doi.org/10.3390/su11102777 

Yan, J., Zhang, S., & Zhang, S. (2023). Emotional Attachment in Social E-Commerce: 

The Role of Social Capital and Peer Influence. Sustainability (Switzerland) , 15(6). 

https://doi.org/10.3390/su15064792 

 

 

 

https://doi.org/10.2991/icoi-19.2019.98
https://doi.org/10.1108/IntR-05-2017-0171
https://iprice.co.id/trend/insights/pengguna-aktif-bulanan%20aplikasi-e-commerce-di-indonesia-dan-asia-tenggara/
https://iprice.co.id/trend/insights/pengguna-aktif-bulanan%20aplikasi-e-commerce-di-indonesia-dan-asia-tenggara/
https://doi.org/10.3390/su15064792

