
 

118 
 

6  

7 DAFTAR PUSTAKA 

Aaker, D. (1991). Managing brand equity. capitalizing on the value of brand 

name. New York: The Free Press. 

Aaker, D. A. (1997). Manajemen Ekuitas Merek: Memanfaatkan Nilai dari Suatu 

Merek. New York: Free Press. 

Aaker, D. A., & Jacobson, R. (1994). The Financial Information Content of 

Perceived Quality. Journal of Marketing Research, 31 May, 191–201. 

Aditya, R. (2015). Pengaruh media sosial instagram terhadap minat fotografi pada 

komunitas fotografi pekanbaru. Fisip, 2, 1–14. 

Agarwal, S., & Teas, R. K. (2002). Cross-national applicability of a perceived 

quality model. Journal of Product and Brand Management, 11(4/5), 213–

236. 

Ailawadi, K. L., Neslin, S. A., & Gedenk, K. (2001). Pursuing the value-

conscious consumer: store brands versus national brand promotions. Journal 

of Marketing, 65(1), 71–89. 

Amine, A. (1998). Consumer s’ true brand loyalty: The central role of 

commitment. Journal of Strategic Marketing, 6(4), 305–319.  

Astuti, S. W., & Cahyadi, I. G. (2007). Pengaruh Elemen Ekuitas Merek Terhadap 

Rasa Percaya Diri Pelanggan Di Surabaya Atas Keputusan Pembelian Sepeda 

Motor Honda. Majalah Ekonomi, 17(2 Agustus 2007). 

Bagozzi, R. P., & Dholakia, U. M. (2002). Intentional social action in virtual 

communities. Journal Interact Merketing, 16, 2–21. 

Bagozzi, R. P., & Dholakia, U. M. (2006). Antecedents and purchase 

consequences of customer participation in small group brand communities. 

International Journal of Research in Marketing, 23(1), 45–61. 

Bagwell, K. (2001). The economic analysis of advertising, Introduction. American 

Economic Review, 2(81), 224–239. 

Balmer, J. M. T. (2001). The three virtues and seven deadly sins of corporate 

brand management. Journal of General Management, 27(1), 1–17. 

Barnard, N., & Ehrenberg, A. S. C. (1997). Advertising: Strongly Persuasive or 

Nudging? Journal of Advertising Research, 37(1), 21–32. 



119 

 

 

 

Barone, M. J., Taylor, V. A., Urbany, J. E., Barone, M. J., Taylor, V. A., 

Advertising, J. E. U., … Taylor, V. A. (2005). Advertising Signaling Effects 

for New Brands : The Moderating Role of Perceived Brand Differences 

ADVERTISING SIGNALING EFFECTS FOR NEW BRANDS : THE 

MODERATING ROLE OF PERCEIVED BRAND DIFFERENCES. 

6679(April). 

Batra, Myers, & Aaker. (1996). Advertising Management. Englewood Cliffs (NJ): 

Prentice Hall. 

Bawa, K., & Shoemaker, R. W. (1987). The Effects of a Direct Mail Coupon on 

Brand Choice Behavior. Journal of Marketing Research, (24 November), 

370–376. 

Belleghem, S. Van, Eenhuizen, M., & Veris, E. (2011). Social Media Around the 

World 2011. InSites Consulting. 

Bhattacharya, C. B. (1997). Is your brand’s loyalty too much, too little, or just 

right?: Explaining deviations in loyalty from the Dirichlet norm. 

International Journal of Research in Marketing, 14(5), 421–435. 

Blattberg, R. C., & Neslin, S. A. (1990). Sales Promotion: Concepts, Methods, 

and Strategies. Englewood Cliffs (NJ): Prentice Hall. 

Bloemer, J. M. M., & Kasper, J. D. P. (1995). The complex relationship between 

consumer satisfaction and loyalty. Journal of Economic Psychology, 16, 

311–329. 

Boulding, W., Lee, E., & Staelln, R. (1994). Mastering the Mix : Do Advertising , 

Promotion , and Sales Force Activities Lead to Differentiation ? XXXI(May), 

159–172. 

Brogi, S. (2014). Online brand communities: a literature review. Procedia Soc. 

Behav. Sci., 109, 385–389. 

Brunk, K. H. (2010a). Exploring origins of ethical company/brand perceptions—a 

consumer perspective of corporate ethics. Journal of Business Research, 

63(3), 255–262. 

Brunk, K. H. (2010b). Exploring origins of ethical company/brand perceptions—

reply to Shea and Cohn’s commentaries. Journal of Business Research, 

63(12), 1364–1367. 

Brunk, Katja H. (2012). Un / ethical Company and Brand Perceptions : 

Conceptualising and Operationalising Consumer Meanings. 551–565.  

Buil, I., Chernatony, L. de, & Martinez, E. (2010). THE EFFECT OF 

ADVERTISING AND SALES PROMOTIONS ON BRAND EQUITY (No. 6). 



120 

 

 

 

Buil, I., Chernatony, L. De, & Martínez, E. (2013). Examining the role of 

advertising and sales promotions in brand equity creation ☆. 66, 115–122.  

Buil, I., de Chernatony, L., & Martínez, E. (2013). Examining the role of 

advertising and sales promotions in brand equity creation. Journal of 

Business Research, 66(1), 115–122.  

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust 

and Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal 

of Marketing, 65(2), 81–93. 

Chernatony, L. de, & McDonald, M. (1998). Creating Powerful Brands in 

Consumer, Service and Industrial Markets (2nd ed.). Woburn MA: 

Butterworth-Heinemann. 

Chitcharoen, C., Kanthawongs, P., & Wathanasuksiri, K. (2013). A Model to 

Investigate the Influence of Channel , Perceived Web Quality , Brand 

Awareness , Perceived Quality on After-Sales Service of the All-In-One 

Office Products. Procedia - Social and Behavioral Sciences, 88, 8–12.  

Cohen, D. (1988). Advertising. Longman Higher Education. 

Curra’s, R. (2009). Effects of perceived identity based on corporate social 

responsibility: The role of consumer identification with the company. 

Corporate Reputation Review, 12(2), 177–191. 

Daryanto. (2011). Manajemen Pemasaran: Sari Kuliah. Bandung: Satu Nusa. 

Davis, S., Inman, J. J., & Mcalister, L. (1992). Promotion Has a Negative Effect 

on Brand Evaluations-Or Does It ? Additional Disconfirming Evidence. 

XXIX(February), 143–148. 

de Chernatony, Leslie. (2006). No Title. In From Brand Vision to Brand 

Evaluation. UK: Elsevier Ltd. 

Dholakia, U. M., & Durham, E. (2010). One Café Chain’s Facebook Experiment. 

Harvard Business Review, 88(3), 26. 

Diamond, W. ., & Campbell, L. (1989). The Framing of Sales Promotions: Effects 

on Reference Price Change,Advances in Consumer Research. 16, 241–247. 

Dodds, W. B., Monroe, K. B., Grewal, D., Dodds, B., & Monroe, B. (1991). 

Effects of Price, Brand, and Store Information on Buyers’ Product 

Evaluations. Journal of Marketing Research, 28(3), 307–319. 

Dodson, J. A., Tybout, A. M., & Sternthal, B. (1978). Impact of Deals and Deal 

Retraction on Brand Switching. Journal of Marketing Research, (15 

February), 72–81. 



121 

 

 

 

Du, S., Bhattacharya, C. B., & Sen, S. (2007). Reaping relational rewards from 

corporate social responsibility: The role of competitive positioning. 

International Journal of Research in Marketing, 24(3), 224–241. 

Durianto, Darmadi, Sugiarto, & Sitinjak, T. (2004). Strategi Menaklukan Pasar 

Melalui Riset Ekuitas Perilaku Merek. Jakarta: PT. Gramedia Pustaka 

Utama. 

East, R., Gill, P. H., Hammond, W., & Hammond, K. (1995). Correlates of first-

brand loyalty. Journal of Marketing Management, 11(5), 487–497. 

Ehrenberg, A. S. C., Barnard, N., & Scriven, J. (1997). Differentiation or salience. 

Journal of Advertising Research, 37(6), 82–91. 

Enginkaya, E., & Hakan, Y. (2014). What drives consumers to interact with 

brands through social media? A motivation scale development study. 

Procedia Soc. Behav. Sci., 148, 219–226. 

Fan, Y. (2005). Ethical branding and corporate reputation. Corporate 

Communications, 10(4), 341–350. 

Fournier, S., & Avery, J. (2011). The uninvited brand. Business Horizon, 54, 193–

207. 

Gangadharbhatla, H. (2008). Facebook me: Collective self-esteem, need to belong 

and internet self-efficacy as predictors of the I-generations attitudes toward 

social networking sites. Journal of Interactive Advertising, 8(2), 5–15. 

Ghozali, I. (2011). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 19 

(5th ed.). Semarang: Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2014). Model Persamaan Struktual Konsep dan Aplikasi dengan 

Program Amos 22.0. Semarang: Badan Penerbit Universitas Diponegoro. 

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & 

Singh, R. (2016). Social media marketing efforts of luxury brands : In fl 

uence on brand equity and consumer behavior. Journal of Business Research.  

Godfrey, P. C. (2005). The relationship between corporate philanthropy and 

shareholder wealth: A risk management perspective. Academy of 

Management Review, 30(4), 777–798. 

Griffin, J. (2002). Customer loyalty: How to earn it, how to keep it. San 

Francisco: CA: Jossey-Bass. 

Ha, H., & Park, K. (2012). Effects of perceived quality and satisfaction on brand 

loyalty in China : The moderating effect of customer orientation. 6(22),  



122 

 

 

 

Ha, H. Y., John, J., Janda, S., & Muthaly, S. (2011). The effects of advertising 

spending on brand loyalty in services.  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate 

Data Analysis (7th ed.). New Jersey: Pearson Education Inc. 

Hameed, F. (2013). The Effect of Advertising Spending on Brand Loyalty 

Mediated by Store Image , Perceived Quality and Customer Satisfaction : A 

Case of Hypermarkets. 5(1), 181–192. 

Harris, L., & Dennis, C. (2011). Engaging customers on facebook. Journal of 

Consumer Behavior, 10, 338–346. 

HBR, S. (2010). The New Conversation: Taking Social Media from Talk to 

Action. Harvard Business Review Analytic Services, 1–24. 

He, H., & Li, Y. (2011). CSR and service brand: The mediating effect of brand 

identification and moderating effect of service quality. Journal of Business 

Ethics, 100(4), 673–688. 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

repurchase intention A general structural equation model. European Journal 

Management, 37(11/12), 1762–1800.  

Holjevac, I. A. (2008). Business ethics in tourism—As a dimension of TQM. 

Total Quality Management and Business Excellence, 19(10), 1029–1041. 

Huff, L. C., Alden, D. L., Tietje, B. C., Alden, D. L., & Tietje, B. C. (1999). 

Managing the Sales Promotion Mix Managing the Sales Promotion Mix : 

Brand Managers ’ Response to Sales Promotions. (October 2014), 37–41.  

Hutchinson, D., Singh, J., Svensson, G., & Mysen, T. (2013). Towards a model of 

conscientious corporate brands: a Canadian study. Journal of Business and 

Industrial Marketing, 28(8), 687–695. 

Ind, N. (1997). The corporate brand. Macmillan: Oxford. 

Ismail, A. R. (2017). Article information : The influence of perceived social media 

marketing activities on brand loyalty The mediation effect of brand and value 

consciousness Research paper. Asia Pacific Journal of Marketing and 

Logistics, 29(1). 

Kalwani, M. U., & Kin, C. H. I. (1992). Consumer Price and Promotion 

Expectations : An Experimental Study. XXIX(February), 90–100. 

Kang, J., Tang, L., & Fiore, A. M. (2014). International Journal of Hospitality 

Management Enhancing consumer – brand relationships on restaurant 

Facebook fan pages : Maximizing consumer benefits and increasing active 



123 

 

 

 

participation. International Journal of Hospitality Management, 36, 145–

155.  

Kapferer. (2004). New Strategic Brand Management. Creating and sustaining 

brand equity long term. London Streling: KOgan. 

Kim, G. S., Lee, G. Y., & Park, K. (2010). A cross-national investigation on how 

ethical consumers build loyalty toward fair trade brands. Journal of Business 

Ethics, 96(4), 589–611. 

Kim, J. H., & Hyun, Y. J. (2011). A model to investigate the influence of 

marketingmix efforts and corporate image on brand equity in the IT software 

sector. Industrial Marketing Management, 40, 424–438. 

Kleine, R. L. (1981). Using Supermarket Scanner Panels toMeasure the 

Effectiveness of Coupon Promotions. 

Knox, S., & Walker, D. (2001). Measuring and Managing Brand Loyalty. Journal 

of Strategic Marketing, 9, 111–128. 

Kotler, P. (2000). Prinsip – Prinsip Pemasaran Manajemen. Jakarta: Prenhalindo. 

Kotler, P. (2006). Manajemen Pemasaran (1st ed.). Indonesia: PT. Indeks 

Kelompok Gramedia. 

Kotler, P., & Keller. (2007). Manajemen Pemasaran (12th ed.). PT. Indeks 

Jakarta. 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran. Jakarta: Erlangga. 

Kotler, P., & Keller, K. L. (2013). Manajemen Pemasaran (2nd ed.). Jakarta: 

Erlangga. 

Kumar, V., Sunder, S., & Sharma, A. (2015). Leveraging distribution to maximize 

firm performance in emerging markets. Journal of Retailing, 4(91), 627–643. 

Kuncoro, M. (2009). Research Methods for Business and Economics. Jakarta: 

Erlangga. 

Leone, R. P., & Srinivasan, S. S. (1996). Coupon Face Value: Its Impact on 

Coupon Redemptions, Brand Sales, and Brand Profitability. Journal of 

Retailing, 72(3), 273–289. 

Levy, S., & Gendel-Guterman, H. (2012). Does advertising matter to store brand 

purchase intention ? A conceptual framework. Journal of Product & Brand 

Management, 21(2), 89–97.  

Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The effect of 



124 

 

 

 

corporate social responsibility on customer donations to corporate- supported 

nonprofits. Journal of Marketing, 68(4), 16–32. 

Lii, Y. S., & Lee, M. (2012). Doing right leads to doing well: When the type of 

CSR and reputation interact to affect consumer evaluations of the firm. 

Journal of Business Ethics, 105(1), 69–81. 

Lin, C. P., Chen, S. C., Chiu, C. K., & Lee, W. Y. (2011). 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. 

Lin, C., Wang, Z., & Wu, W. (2000). A Study of Market Structure: Brand Loyalty 

and Brand Switching Behaviours for Durable Household Appliances. 

International Journal of Market Research, 42(3), 1–16.  

Lingga, P. (2002). Strategic Marketing Plan. Jakarta: PT. Gramedia Pustaka 

Utama. 

Maignan, L., & Ferrel, O. C. (2001). Corporate citizenship as a marketing 

instrument - Concepts, evidence and research directions. European Journal 

of Marketing, 35(3/4), 457–484. 

Malau, H. (2017). Manajemen Pemasaran Teori dan Aplikasi Pemasaran Era 

Tradisional Sampai Era Modernisasi Global. Bandung: CV. Alfabeta. 

Marin, L., Ruiz, S., & Rubio, A. (2009). The role of identity salience in the effects 

of corporate social responsibility on consumer behavior. Journal of Business 

Ethics, 84(1), 65–78. 

Markovic, S., Iglesias, O., Singh, J. J., & Sierra, V. (2015). How does the 

Perceived Ethicality of Corporate Services Brands Influence Loyalty and 

Positive Word-of-Mouth ? Analyzing the Roles of Empathy , Affective 

Commitment , and Perceived Quality. Journal of Business Ethics.  

Martinez, P., & Bosque, I. R. del. (2013). CSR and customer loyalty: The roles of 

trust, customer identification with the company and satisfaction. 

International Journal of Hospitality Management, 35, 89–99. 

Maxfield, S. (2008). Reconciling corporate citizenship and competitive strategy: 

Insights from economic theory. Journal of Business Ethics, 80(2), 367–377. 

Mela, C., Gupta, S., & Jedidi, K. (1998). Assessing Long-Term Promotional 

Influences on Market Structure. International Journal of Research in 

Marketing, 15, 89–107. 

Milgrom, P., & Roberts, J. (1986). Price and advertising signals of product 

quality. Journal of Political Economy, 94(4), 796–821. 



125 

 

 

 

Montaner, T., & Pina, J. (2008). The effect of promotion type and benefit 

congruency on brand image. Journal of Applied Business Research, 24(3), 

15–28. 

Moorthy, S., & Zhao, H. A. O. (2000). Advertising Spending and Perceived 

Quality. 3(11), 221–233. 

Morsing, M. (2006). Corporate moral branding: Limits to aligning employees. 

Corporate Communications, 11(2), 97–108. 

Muniz, J. A. ., & O’Guinn, T. C. (2001). Brand community. Journal of Consum, 

27, 412–432. 

Neslin, S. A., & Shoemaker, R. W. (1989). An Alternative Explanation for Lower 

Repeat. XXVI(May), 205–213. 

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63, 33.  

Olshavsky, R. W. (1985). Perceived Quality in Consumer Decision Making: An 

Integrated Theoretical Perspective. 

Pappu, R., Quester, P. G., Cooksey, R. W., & Pappu, R. (2005). Consumer-based 

brand equity : improving the measurement – empirical evidence. Journal of 

Product & Brand Management, 14(3), 143–154.  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL : A 

multiple- Item Scale for measuring consumer perceptions of service quality. 

Journal of Retailing, 64(January). 

Pauwels, K., & Ewijk, V. (2014). Do online behavior tracking or attitude survey 

metrics drive brand sales? An integrative model of attitudes and actions on 

the consumer boulevard. Marketing Science Institute, 13–118. 

Poolthong, Y., & Mandhachitara, R. (2009). Customer expectations of CSR , 

perceived service quality and brand effect in Thai retail banking. 

International Journal Of Bank Marketing, 27(6), 408–427.  

Puntoadi, D. (2011). Meningkatkan Penjualan Melalui Social Media. Elex- 

Gramedia. 

Raghubir, P., & Corfman, K. (1999). When do price promotions affect pretrial 

brand evaluations? Journal of Marketing Research, (36 May), 211–222. 

Rao, A. R., & Monroe, K. B. (1989). The effect of price, brand name, and store 

name on buyers’ perceptions of product quality: an integrative review. 

Journal of Marketing Research, 26(3), 277–291. 

Reichheld, F., & Sasser, E. (1990). Zero Defections: Quality Comes to Service. 



126 

 

 

 

Harvard Business Review, 68(5), 105–111. 

Rindell, A., Svensson, G., Mysen, T., Billstrom, A., & Wilen, K. (2011). Towards 

a conceptual foundation of ‘Conscientious Corporate Brands. Journal of 

Brand Management, 18(9), 709–719. 

Rummell, T. (1999). What’s new at the body shop? Global Cosmetic Industry, 

165(5), 16–18. 

Salmones, G. de los, Crespo, M. A. H., & Bosque, I. R. del. (2005). Influence of 

corporate social responsibility on loyalty and valuation of services. Journal 

of Business Ethics, 61(4), 369–385. 

Sarason, S. B. (1974). The psychological sense of community: Prospects for the 

community psychology. San Francisco: Jossey-Bass. 

Sekaran, U., & Bougie, R. (2017). Metode Penelitian untuk Bisnis Pendekatan 

Pengembangan-Keahlian. Jakarta: Salemba Empat. 

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing 

better? Consumer reactions to corporate social responsibility. Journal of 

Marketing Research, 38(2), 225–243. 

Sharma, J., & Sharma, S. (2009). Sales and Advertisement Relationship for 

Selected Companies Operating in India. School of Doctoral Studies 

(European Union) Journal, (July 2009). 

Sharyn, R. T., & Rebekah, B. A. (2001). Brand for all seasons? A discussion of 

brand loyalty approaches and their applicability for different markets. 

Journal of Product and Brand Management, 10(1), 25–37. 

Sierra, V., Iglesias, O., Markovic, S., & Jit, J. (2015). Does Ethical Image Build 

Equity in Corporate Services Brands ? The Influence of Customer Perceived 

Ethicality on Affect , Perceived Quality , and Equity. Journal of Business 

Ethics.  

Simamora. (2004). Panduan Riset Perilaku Konsumen. Jakarta: PT. Gramedia 

Pustaka Utama. 

Singh, J. J., Iglesias, O., & Foguet, J. M. B. (2012). Does Having an Ethical 

Brand Matter ? The Influence of Consumer Perceived Ethicality on Trust , 

Affect and Loyalty. 541–549. 

Sloman, J., & Wride, A. (2007). Economics (7, Ed.). Prentice Hall Financial 

Times. 

Sobur, A. (2002). Psikologi Umum. Bandung: Pustaka Setia. 



127 

 

 

 

Spaulding, T. J. (2010). How can virtual communities create value for business? 

Electron. Commer.Res, 9, 38–49. 

Srinivasan, S., Rutz, O. J., & Pauwels, K. (2015). Paths to and off purchase : 

quantifying the impact of traditional marketing and online consumer activity. 

Journal of the Academy of Marketing Science, 1–14.  

Srinivasan, S. S., & Anderson, R. E. (1998). Concepts and strategy guidelines for 

designing value enhancing sales promotions. 7(5), 410–420. 

Story, J., & Hess, J. (2010). Ethical brand management: Customer relationships 

and ethical duties. Journal of Product & Brand Management, 19(4), 240–

249. 

Sudaryono. (2016). Manajemen Pemasaran. Yogyakarta: C.V Andi Offset. 

Sureshchandar, G. S., Rajendran, C., & Anantharaman, R. N. (2002). The 

relationship between service quality and customer satisfaction ± a factor 

specific approach. Services Marketing, 16(4), 363–379.  

Sureshchandar, G. S., Rajendran, C., & Kamalanabhan, T. J. (2001). Customer 

perceptions of service quality : A critique. Total Quality Management, 

12(July 2013), 111–124.  

Swaen, V., & Chumpitaz, C. R. (2008). L’impact de la responsabilite´ socie´tale 

de l’entreprise sur la confiance des consommateurs. Recherche et 

Applications En Marketing, 23(4), 7–35. 

Tardini, S., & Cantoni, L. A. (2005). A semiotic approach to online communities: 

Belonging, interest and identity in websites’ and video games’ communities. 

In In: Proceedings of IADIS international conference. Qawra, Malta. 

Tellis, G. J. (1998). Advertising and Sales Promotion Strategy, Reading. 

Tjiptono, F., & Chandra, G. (2012). Pemasaran Strategik. Yogyakarta: Andi. 

Turker, D. (2009). How corporate social responsibility influences organizational 

commitment. Journal of Business Ethics, 89(2), 189–204. 

Valette-Florence, P., Guizani, H., & Merunka, D. (2011). The impact of brand 

personality and sales promotions on brand equity. Journal of Business 

Research, 64(1), 24–28.  

Vlachos, P. A., Tsamakos, A., Vrechopoulos, A. P., & Avramidis, P. K. (2009). 

Corporate social responsibility: Attributions, loyalty, and the mediating role 

of trust. Journal of the Academy of Marketing Science, 37(2), 170–180. 

Vries, L. De, Gensler, S., & Lee, P. S. H. (2012). Popularity of Brand Posts on 



128 

 

 

 

Brand Fan Pages : An Investigation of the Effects of Social Media 

Marketing. 26, 83–91. https://doi.org/10.1016/j.intmar.2012.01.003 

Wijayanti, R. H. H., & Harti. (2017). Pengaruh Online Consumer Reviews dan 

Harga Terhadap Keputusan Pembelian Produk Fashion di Toko Online Pada 

Generasi Muda Surabaya. Jurnal Pendidikan Tata Negara, 2(1), 49–55. 

Williamson, D. A. (2011). Worldwide Social Network Ad Spending: A Rising 

Tide. 

www.topbrand-award.com diakses pada17 Januari 2019 

www.idnfinancials.com diakses pada 17 Januari 2019 

www.economy.okezone.com/read/2018/07/26/278/1927697/martina-berto-

catatkan-rugi-rp21-65-miliar-di-pertengahan-tahun-2018 diakses pada 17 

Januari 2019 

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing 

Mix Elements and Brand Equity. 28(2), 195–211. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price , Quality , and Value : A 

Means-End. Journal of Marketing, 52(July), 2–22. 

Zikmund, & Babin. (2011). Menjelajahi Riset Pemasaran (Exploring Merketing 

Research). Jakarta: Salemba Empat.


