Daftar Pustaka

Abzari, M., Ghassemi, R. A., & Vosta, L. N. (2014). Analysing the Effect of Social
Media on Brand Attitude and Purchase Intention: The Case of Iran Khodro
Company. Procedia - Social and Behavioral Sciences, 143, 822-826.
https://doi.org/10.1016/j.sbspro.2014.07.483

Anggraeni, L. (2020, May 27). Dihadang Pandemi, Samsung Tetap Pimpin Pasar
Smartphone. https://www.medcom.id/teknologi/news-teknologi/VVNx4188N-
dihadang-pandemi-samsung-tetap-pimpin-pasar-smartphone

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media
in marketing. Journal of the Academy of Marketing Science, 48(1), 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Barreda, A. A., Nusair, K., Wang, Y., Okumus, F., & Bilgihan, A. (2020). The
impact of social media activities on brand image and emotional attachment: A
case in the travel context. Journal of Hospitality and Tourism Technology,
11(1), 109-135. https://doi.org/10.1108/JHTT-02-2018-0016

Bilgin, Y., & Kethiida, O. (2022). Charity Social Media Marketing and Its Influence
on Charity Brand Image, Brand Trust, and Donation Intention. Voluntas,
33(5), 1091-1102. https://doi.org/10.1007/s11266-021-00426-7

Brunet, J., Colbert, F., Legoux, R., Laporte, S., Lussier, B., & Taboubi, S. (2018).
Marketing Management. In Cheneliere Education.

Cakmak, 1. (2017). Peran kesadaran merek pada citra merek, kualitas yang
dirasakan dan pengaruhnya terhadap risiko dalam menciptakan kepercayaan
merek. 2(2), 177-186.

Chaffey, D., & Smith, P. (2017). Digital Marketing Excellence Planning,
Optimizing and Integrating Online Marketing.

Chinomona, E., & Maziriri, E. (2017). The Influence of Brand Trust, Brand
Familiarity and Brand Experience on Brand Attachment: A Case of
Consumers in the Gauteng Province of South Africa. 9(1), 1-14.

Clow, K. E., & Baack, D. (2018). Integrated Advertising, Promotion, and
Marketing Communications. In Pearson (Vol. 9, Issue No 2).

Dewi, Herlina, M. G., & Boetar, A. E. M. B. (2022). The effect of social media

73



marketing on purchase intention in fashion industry. International Journal of
Data and Network Science, 6(2), 355-362.
https://doi.org/10.5267/j.ijdns.2022.1.002

Ellitan, L., Harvina, L. G. D., & Lukito, R. S. H. (2022). The Effect of Social Media
Marketing on Brand Image, Brand Trust, and Purchase Intention of Somethinc
Skincare Products in Surabaya. Journal of Entrepreneurship & Business, 3(2),
104-114. https://doi.org/10.24123/jeb.v3i2.4801

Evans, C. (2019). Pengaruh penggunaan media sosial pada persepsi milenium
tentang pemimpin komunitas. 20(3), 63—72.

Fahad, S., Hussain, S., Bano, A., Saud, S., Hassan, S., Shan, D., Khan, F. A., Khan,
F., Chen, Y., Wu, C., Tabassum, M. A, Chun, M. X., Afzal, M., Jan, A., Jan,
M. T., & Huang, J. (2015). Potential role of phytohormones and plant growth-
promoting rhizobacteria in abiotic stresses: consequences for changing
environment. Environmental Science and Pollution Research, 22(7), 4907—
4921. https://doi.org/10.1007/s11356-014-3754-2

Filieri, R., Alguezaui, S., & McLeay, F. (2015). Why do travelers trust
TripAdvisor? Antecedents of trust towards consumer-generated media and its
influence on recommendation adoption and word of mouth. Tourism
Management, 51, 174-185. https://doi.org/10.1016/j.tourman.2015.05.007

Firdaus, R., & Sharif, O. O. (2020). Analisis Pengaruh Electronic Word of Mouth
(E-Wom) Pada Brand Image Dan Purchase Intention Terhadap Produk Sepatu
Nike (Studi Pada Konsumen Di Kota Bandung). Jurnal Mitra Manajemen,
4(6), 900-914. https://doi.org/10.52160/ejmm.v4i6.392

Foster, B. (2017). Impact of Brand Image on Purchasing Decision on Mineral Water
Product “Amidis” (Case Study on Bintang Trading Company). American
Research Journal of Humanities and Social Sciences, 2(1), 1-11.
https://doi.org/10.21694/2378-7031.16023

Ghozali, 1. (2012). Aplikasi Analisis Multivariate dengan Program IBM SPSS.
Universitas Diponegoro. Semarang: Badan Penerbit Universitas Diponegoro,
490., Edisi 9.

Guha, S., Mandal, A., & Kujur, F. (2021). The social media marketing strategies

74



and its implementation in promoting handicrafts products: a study with special
reference to Eastern India. Journal of Research in Marketing and
Entrepreneurship, 23(2), 339-364. https://doi.org/10.1108/JRME-07-2020-
0097

Hamid, R. S., Abror, A., Anwar, S. M., & Hartati, A. (2022). The role of social
media in the political involvement of millennials. Spanish Journal of
Marketing - ESIC, 26(1), 61-79. https://doi.org/10.1108/SIME-08-2021-0151

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

Hermanda, A., Sumarwan, U., & Tinaprillia, N. (2019). the Effect of Social Media
Influencer on Brand Image, Self-Concept, and Purchase Intention. Journal of
Consumer Sciences, 4(2), 76-89. https://doi.org/10.29244/jcs.4.2.76-89

Herzallah, D., Mufioz-Leiva, F., & Liebana-Cabanillas, F. (2022). Drivers of
purchase intention in Instagram Commerce. Spanish Journal of Marketing -
ESIC, 26(2), 168-188. https://doi.org/10.1108/SIME-03-2022-0043

Hussein, A. S. (2015). Penelitian Bisnis dan Manajemen Menggunakan Partial
Least Squares dengan SmartPLS 3.0. Universitas Brawijaya, 1, 1-19.
https://doi.org/10.1023/A:1023202519395

Indika, D. R., & Jovita, C. (2017). MEDIA SOSIAL INSTAGRAM SEBAGAI
SARANA PROMOSI UNTUK MENINGKATKAN MINAT BELI
KONSUMEN. Jurnal Bisnis Terapan, 1(01).
https://doi.org/10.24123/jbt.v1i01.296

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi
Teknologi Komunikasi dan Informasi.

Jung, N. Y., & Kim, S. (2012). Determinants_of EWOM_Meta_Analysis_of Qu.
Proceedings of the Atlantic Marketing Association.

Keller, K. L., Kotler, P., Koshy, A., & Jha, M. (2013). Marketing management: a
South Asian perspectives.

Kong, Y., Wang, Y., Hajli, S., & Featherman, M. (2020). In Sharing Economy We

75



Trust: Examining the Effect of Social and Technical Enablers on Millennials’
Trust in Sharing Commerce. Computers in Human Behavior, 108.
https://doi.org/10.1016/j.chb.2019.04.017

Kotler, P & Amstrong, G. (2016). Dasar-dasar Pemasaran. Jilid 1. In Erlangga.

Kotler, P., & Keller, K. L. (2016). A framework for marketing management.
Pearson Prentice Hall.

Kumar, C. kudeshia A. (2017). Social eWOM: Does it Affect the Brand Attitude
and Purchase Intention of Brands? Management Research Review, 36(7), 700—
719.

Kwon, W. S., & Lennon, S. J. (2009). What induces online loyalty? Online versus
offline brand images. Journal of Business Research, 62(5), 557-564.
https://doi.org/10.1016/j.jbusres.2008.06.015

Maulani, L. S., & Sanawiri, B. (2019). Pengaruh Social Media Marketing Terhadap
Brand Awareness Serta Dampaknya Pada Purchase Decision (Survei Online
pada Followers Aktif Instagram dan Facebook VVauza Tamma Hijab). Jurnal
Administrasi Bisnis, 72(2).

Momen, M. A., Sultana, S., & Haque, A. K. M. A. (2020). Web-based marketing
communication to develop brand image and brand equity of higher educational
institutions: A structural equation modelling approach. Global Knowledge,
Memory and Communication, 69(3), 151-169.
https://doi.org/10.1108/GKMC-10-2018-0088

Moslehpour, M., Dadvari, A., Nugroho, W., & Do, B. R. (2021). The dynamic
stimulus of social media marketing on purchase intention of Indonesian airline
products and services. Asia Pacific Journal of Marketing and Logistics, 33(2),
561-583. https://doi.org/10.1108/APJML-07-2019-0442

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022). What makes go-jek
go in indonesia? The influences of social media marketing activities on
purchase intention. Journal of Theoretical and Applied Electronic Commerce
Research, 17(1), 89-103. https://doi.org/10.3390/jtaer17010005

Muncy, J. A. (2014). Consumer Behavior Building Marketing Strategy.In McGraw-
Hill. 51(3).

76



Permatasari, S., & Rachmawati, I. (2022). Pengaruh Social Media Marketing
Activities Terhadap Customer Brand Engagement Dan Brand Loyalty Dengan
Age Sebagai Variabel Moderating Pada Instagram Telkomjabar Influence Of
Social Media Marketing Activities On Customer Brand Engagement And
Brand Loyalty. 9(4), 1959-1966.

Prasetyo, B. D., Febriani, N. S., Asmara, W. W., Destrity, N. A., Avina Amalia, D.
A., & lllahi, A. K. (2018). Komunikasi Pemasaran Terpadu: Pendekatan
Tradisional Hingga Era Media Baru.

Priansa, D. J. (2017). Komunikasi Pemasaran Terpadu: Pada Era Media Sosial. In
CV. Pustaka Setia.

Pusparisa, Y. (2019, December 4). Samsung Bertahan Jadi Pemimpin Pasar
Smartphone Dunia.
https://databoks.katadata.co.id/datapublish/2019/12/04/samsung-
pertahankan-posisi-pemimpin-pasar-smartphone-dunia

Pusparisa, Y. (2020, September 15). Pengguna Smartphone diperkirakan Mencapai
89% Populasi pada 2025.
https://databoks.katadata.co.id/datapublish/2020/09/15/pengguna-
smartphone-diperkirakan-mencapai-89-populasi-pada-2025

Ruhamak, M. D., & Rahayu, B. (2017). Pengaruh Word Of Mouth Terhadap
Purchase Intention Melalui Brand Image Pada Lembaga Kursus Bahasa
Inggris Dynamic English Course Pare. Ekonika : Jurnal Ekonomi Universitas
Kadiri, 1(2), 188-204. https://doi.org/10.30737/ekonika.v1i2.14

Sahal, I. A., & Ariyanti, M. (n.d.). PENGARUH SOCIAL MEDIA MARKETING
TERHADAP PURCHASE INTENTION PRODUK FASHION SHOPEE.

Samsung.id. (2022). Info Perusahaan Samsung Indonesia.
https://www.samsung.com/id/about-us/company-info/

Seo, P. (2018). Sebuah studi tentang pengaruh kegiatan pemasaran media sosial
pada ekuitas merek dan respon pelanggan di industri penerbangan. Jurnal
Manajemen Transportasi Udara, 66(18), 36-41.

Sopiah, E. M. S. (2016). Salesmanship (Kepenjualan). Perilaku Konsumen.

Sugiyono. (2017). Metode Penelitian pendidikan (Pendekatan Kuantitatif,

77



Kualitatif, dan R&D).

Sugiyono. (2018). Metode Penelitian Kuantitatif.

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

Surya Pradipta, D. (2017, May 18). 6 Channel Youtube ini Bisa Jadi Panduanmu
Membeli Gadget Baru. https://www.idntimes.com/tech/gadget/dede-surya-
pradipta/6-channel-youtube-ini-bisa-jadi-panduanmu-membeli-gadget-baru-
clc2/1

Top Brand Award. (2021). Komparasi Brand Index. https://www.topbrand-
award.com/komparasi_brand/bandingkan?id_award=1&id_kategori=10&id_
subkategori=166&tahun_awal=2020&tahun_akhir=2021&brand1=iPhone&b
rand2=0Oppo&brand3=Samsung

Wahdian, & Dewi Setiawati, S. (2020). CUSTOMER RELATIONSHIP
MANAGEMENT PT. SAMSUNG ELECTRONICS INDONESIA DI TENGAH
PANDEMI COVID-19 DI INDONESIA (Vol. 3, Issue 2).

Wang, B., Xie, F., Kandampully, J., & Wang, J. (2022). Increase hedonic products
purchase intention through livestreaming: The mediating effects of mental
imagery quality and customer trust. Journal of Retailing and Consumer
Services, 69(May), 103109. https://doi.org/10.1016/j.jretconser.2022.103109

Zamrudi, Z., Suyadi, |., & Abdillah, Y. (2019). THE EFFECT OF SOCIAL
COMMERCE CONSTRUCT AND BRAND IMAGE ON CONSUMER TRUST
AND PURCHASE INTENTION.

Zhang, H., Zhang, Y., Ryzhkova, A., Tan, C. D., & Li, F. (2019). Social Media
Marketing Activities and Customers’ Purchase Intention: The Mediating
Effect of Brand Image. IEEE.

78



