DAFTAR PUSTAKA

Abhishek Dwivedi, Lester W. Johnson, Dean Charles Wilkie, L. D. A.-G. (2018).
Consumer emotional brand attachment with social media brands and social

media brand equity. European Journal of Marketing.

Ahmadinejad, B., & Asli, N. (2017). E-business through Social Media: a
Quantitative Survey (Case Study: Instagram). International Journal of

Management, Accounting and Economics, 4(1), 80-99.

Alfonzo, P. (2019). Instagram in the Library. Library Technology Reports, 55(2),
33-42.

Alwisy, A. (2018). Criteria-based ranking of green building design factors
according to leading rating systems. Energy and Buildings, 178, 347-359.

Amirudin, A., & Triyono, S. (2018). Expositive Acts on Instagram: Knowing What
People Intent to “Write” on their Captions through Pragmatics Perspective.

International Journal of Applied Linguistics and English Literature, 7(4), 129.

Bainotti, L., Caliandro, A., & Gandini, A. (2020). From archive cultures to
ephemeral content, and back: Studying Instagram Stories with digital methods.
New Media and Society. 1-21.

Belanche, D., Cenjor, I., & Pérez-Rueda, A. (2019). Instagram Stories versus
Facebook Wall: an advertising effectiveness analysis. Spanish Journal of
Marketing - ESIC, 23(1), 69-94.

Bisp, S., Sorensen, E., & Grunert, K. G. (1998). Using the key success factor
concept in competitor intelligence and benchmarking. Competitive
Intelligence Review, 9(3), 55-67.

Bose, R. (2008). Competitive intelligence process and tools for intelligence

analysis. Industrial Management and Data Systems, 108(4), 510-528.

Bue, A. C. C., & Harrison, K. (2020). Visual and cognitive processing of thin-ideal
Instagram images containing idealized or disclaimer comments. Body Image,
33, 152-163.

78



Buente, W., Dalisay, F., Pokhrel, P., Kramer, H. K., & Pagano, I. (2020). An
instagram-based study to understand betel nut use culture in Micronesia:

Exploratory content analysis. Journal of Medical Internet Research, 22(7), 1-
13.

Carpinetti, L. C. R., & De Melo, A. M. (2002). What to benchmark? A systematic
approach and cases. Benchmarking, 9(3), 244-255.

Casald, L. V., Flavian, C., & Séanchez, S. 1. (2020). Influencers on Instagram:
Antecedents and consequences of opinion leadership. Journal of Business
Research, 117(July), 510-519.

de Castro, V. F., & Frazzon, E. M. (2017). Benchmarking of best practices: an
overview of the academic literature. Benchmarking: An International Journal,
24(3), 750-774.

Eeken, P. (2020). Instagram as a Marketing Tool. Journal of Retailing, vol: 49 (4,
pp: 48-65.

Fadillah, R., Triana, L., & Sari, R. (2020). Analisis Bauran Pemasaran dan Minat
Beli Ulang Konsumen Kopi pada Rimbun Espresso & Brew Bar Kota Padang.

JOSETA: Journal of Socio-Economics on Tropical Agriculture, 2(1), 61-70.

Fong, S., Cheng, E. W. I, & Ho, D. C. k. (1998). Benchmarking: A general reading
for management practitioners. Management Decision, 36(6), 407-418.

Gable, M., Fairhurst, A., & Dickinson, R. (1993). The Use of Benchmarking to
Enhance Marketing Decision Making. Journal of Consumer Marketing, 10(1),
52-60.

Gomez, M., Lopez, C., & Molina, A. (2019). An integrated model of social media
brand engagement. Computers in Human Behavior, 96(January), 196-206.

Green, W., Cluley, R., & Gasparin, M. (2020). Mobile Market Research
Applications as a New Voice of Customer Method: Implications for
Innovation and Design Management. Research Technology Management,
63(1), 49-55.

79



Gupta, A. K., & Goel, V. (2019). A Comprehensive Comparative Study of VVarious
Methods of Information Dissemination Access. SSRN Electronic Journal.

Kibuchi, B. M. (2016). Online Marketing Communication Plan. December, 51-60.

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Boletin cultural e

informativo - Consejo General de Colegios Medicos de Espafa (Vol. 22).

Krizanova, A., Lazaroiu, G., Gajanova, L., Kliestikova, J., Nadanyiova, M., &
Moravcikova, D. (2019). The effectiveness of marketing communication and
importance of its evaluation in an online environment. Sustainability
(Switzerland), 11(24), 1-19.

Kuntara, I., Purwandari, B., Purwaningsih, M., & Kumaralalita, L. (2019). Factors
Influencing Consumer Engagement on Instagram: A Perspective of Bereal.id.
Proceedings of 2019 4th International Conference on Informatics and
Computing, ICIC 2019.

Lakshmanaprabu, S. K., Shankar, K., Gupta, D., Khanna, A., Rodrigues, J. J. P. C.,
Pinheiro, P. R., & de Albuquerque, V. H. C. (2018). Ranking analysis for
online customer reviews of products using opinion mining with clustering.
Complexity, 2018.

Lantu, D. C., Triady, M. S., & Utami, A. F. (2016). Pengembangan Model
Peningkatan Daya Saing UMKM di Indonesia: Validasi Kuantitatif Model.
Jurnal Manajemen Teknologi, 15(1), 77-93.

Larte, S. (2018). Instagram as a marketing tool for luxury brands. International

Journal of Management and Business Research, 8(1), 120-126.

Li, Y., & Xie, Y. (2020). Is a Picture Worth a Thousand Words? An Empirical
Study of Image Content and Social Media Engagement. Journal of Marketing
Research, 57(1), 1-19.

Liu, X., Xu, A., Sinha, V., & Akkiraju, R. (2018). Voice of customer: A tone-based
analysis system for online user engagement. Conference on Human Factors in

Computing Systems - Proceedings, 2018-April, 1-6.

80



Lu, M. H., Madu, C. N., Kuei, C., & Winokur, D. (1994). Integrating QFD , AHP
and Benchmarking in Strategic Marketing. Journal of Business & Industrial
Marketing, 9(1), 41-50.

Mahatmavidya, P. A., & Yasa, N. N. K. (2020). Advertising Value of Instagram
Stories and the Effect on Millennial’S Attitude. Russian Journal of

Agricultural and Socio-Economic Sciences, 3(99), 29-39.

Mui, C. K., & Ming, L. T. (2020). A Critical Review on Impression Rate and Pattern
on Social Media Sites. International Conference on Digital Transformation

and Applications.

Nicol, D. (2017). Followers Ratio on Instagram Affects the Product’s Brand

Awareness. Australasian Centre for Research and Development, 3(2), 85-89.

Pitkanen, A., & Martikainen, I. (2019). The Significance of Consumers Perceived
Authenticity to Engagement-Explorative Research of Influencer Marketing in
Instagram. Explorative Research of Influencer Marketing in Instagram, LIU-
IEI-FI.

Purba, K. R., Asirvatham, D., & Murugesan, R. K. (2020). An analysis and
prediction model of outsiders percentage as a new popularity metric on
Instagram. ICT Express, 6(3), 243-248.

Rahardjoa, B., Hasbullah, R., & Taqgic, F. M. (2019). Coffee Shop Business Model
Analysis. Integrated Journal of Business and Economics, 2(1), 7250-7250.

Ramakrishnan, S., Kumar, K. R. V., & Chandran, N. (2019). Design for customer
satisfaction — A proactive approach to input customer expectations in design
phase. International Journal of Mechanical Engineering and Technology,
10(1), 534-542.

Rouach, D., & Santi, P. (2001). Competitive Intelligence Adds Value: Five
Intelligence Attitudes. European Management Journal, 19(5), 552-559.

Santos, K. E. S. (2020). Online Marketing: Benefits and Difficulties to online
Business Sellers. International Journal of Advanced Engineering Research
and Science, 7(3), 159-163.

81



Shukla, O. J., Jangid, V., Siddh, M. M., Kumar, R., & Soni, G. (2017). Evaluating
key factors of sustainable manufacturing in Indian automobile industries using
Analytic Hierarchy Process (AHP). 2017 International Conference on
Advances in Mechanical, Industrial, Automation and Management Systems,
AMIAMS 2017 - Proceedings, 42-47.

Silva, M. J. de B., Farias, S. A. de, Grigg, M. K., & Barbosa, M. de L. de A. (2020).
Online Engagement and the Role of Digital Influencers in Product
Endorsement on Instagram. Journal of Relationship Marketing, 19(2), 133—
163.

Singh, B., Grover, S., Singh, V., & Attri, R. (2015). An analytic hierarchy process
for benchmarking of automobile car service industry in Indian context.
Management Science Letters, 5(6), 543-554.

Singh, M. (2020). Instagram Marketing — The Ultimate Marketing Strategy.
International Journal of Advance and Innovative Research, 7(March), 393—
396.

Strasser, S. E., Ozgur, C., & Schroeder, D. L. (2004). Selecting a Business College
Major: An Analysis of Criteria and Choice Using the Analytical Hierarchy

Process. Committee on Creative Work and Research, 47-56.

Subarna, A. D., & Arianti, A. S. (2020). Analysis on User Interfaces Readability:
A Case Study of Instagram. IOP Conference Series: Materials Science and
Engineering, 879(1).

Teo, L. X,, Leng, H. K., & Phua, Y. X. P. (2019). Marketing on Instagram: Social
influence and image quality on perception of quality and purchase intention.

International Journal of Sports Marketing and Sponsorship, 20(2), 321-332.

Tumiwa, J. (2017). Consumer Preferences of Offroad Double Cabin Vehicle in
Manado Using Ahp Method (Case Study: Toyota Hilux, Isuzu D-Max and
Mitsubishi Strada Triton). Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen,
Bisnis Dan Akuntansi, 5(2), 2426-2436.

82



Turner, P. (2019). Fast marketing, furious interactions: an interstellar community
on Instagram. Celebrity Studies, 10(4), 469-478.

Valentini, C., Romenti, S., Murtarelli, G., & Pizzetti, M. (2018). Digital visual
engagement: influencing purchase intentions on Instagram. Journal of

Communication Management, 22(4), 362—-381.

Valos, M. J., Ewing, M. T., & Powell, I. H. (2010). Practitioner prognostications
on the future of online marketing. Journal of Marketing Management, 26(3—
4), 361-376.

Wallsbeck, F. E., & Johansson, U. (2018). Instagram Marketing. Trends &
Benchmarks Report, 1-43.

Watson, G. (1987). A Perspective on Benchmarking. Benchmarking for Quality
Management & Technology, 195(October), 297-315.

Wolfe, C. (2010). The Analytical Hierarchy Process - An Aid To Decision Making.

American Journal of Business, 49(5), 1-5.

83



