
110 

 

 

DAFTAR PUSTAKA 

 
Anderson, C., Yao, M., & Carlson, L. (2021). Digital influence in Generation Z: 

Perceptions of eWOM credibility on social media. Journal of Consumer Behaviour, 

20(5), 459–474. https://doi.org/10.1002/cb.1934 

Anderson, K., & Brown, J. (2020). The modern bakery: Adapting to consumer trends in 

the digital age. Food Industry Journal, 15(3), 45–58. 

AIRI (2022). Statistik Konsumsi Roti Indonesia. Asosiasi Industri Roti Indonesia. 

Arikunto, S. (2010). Prosedur penelitian: Suatu pendekatan praktik. Rineka Cipta. 

Bolang, E. H., Mananeke, L., & Lintong, D. C. A. (2021). Pengaruh electronic word of 

mouth, lokasi dan harga tiket terhadap minat berkunjung wisatawan pada Makatete 

Hill’s Desa Warembungan. Jurnal EMBA, 9(1), 1360–1370. 

Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth 

communication: A literature analysis and integrative model. Decision Support 

Systems, 54(1), 461–470. 

Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed methods 

approaches (4th ed.). Sage Publications. 

Donthu, N., Kumar, S., Pandey, N., & Pandey, N. (2021). Mapping electronic word- of-

mouth (eWOM) research: A systematic review and bibliometric analysis. Journal 

of Business Research, 135, 758–773. 

Duffett, R. G. (2020). The YouTube marketing communication effect on cognitive, 

affective, and behavioral attitudes among Generation Z consumers. Sustainability, 

12(12), 5075. 

Google Maps. (2025). Distribusi Lokasi Bakery di Bandung. Diakses pada 12 Januari 2025 

dari https://www.google.com/maps 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-

of-mouth via consumer-opinion platforms: What motivates consumers to articulate 

themselves on the internet? Journal of Interactive Marketing, 18(1), 38–52. 

https://doi.org/10.1002/dir.10073 

Haro-Sosa, J., et al. (2024). The role of eWOM in shaping consumer decisions in digital 



111 

 

 

markets. Digital Marketing Review, 36(1), 45–60. 

https://doi.org/10.3390/jtaer19010033 

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 

analysis: A regression-based approach. Guilford Press. 

Hussain, S., Chen, Y., & Dong, J. (2018). Motivational factors and consumer purchase 

decisions on online platforms. Journal of Marketing Science, 4(3), 115–128. 

https://doi.org/10.1016/j.joms.2018.04.003 

INews.id. (2025, 13 Januari). Bandung Menjadi Kota Dengan Kuliner Terbaik. Diakses 

dari https://www.inews.id 

Indrawati, S. K., & Nasir, F. (2022). eWOM and its role in digital marketing: Influence on 

youth consumer behavior. Journal of Digital Marketing Research, 11(2), 275–289 

Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the TikTok application 

and its influence on the purchase intention of somethinc products. Asia Pacific 

Management Review, 28(2), 174–184. 

https://doi.org/10.1016/j.apmrv.2022.07.007 

Instagram. (2025). Akun Drunk Baker. Diakses dari 

https://www.instagram.com/drunkbaker_indonesia 

Ismagilova, E., Rana, N. P., Slade, E. L., & Dwivedi, Y. K. (2020). Electronic word- of-

mouth (eWOM): A systematic review and future research agenda. Journal of 

Business Research, 135,758–773. https://doi.org/10.1016/j.jbusres.2020.07.005 

Johnson, M. (2021). Pastry art and business strategy in bakery shops. Culinary Studies, 

27(4), 103–115. 

Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert scale: Explored and explained. 

British Journal of Applied Science & Technology, 7(4), 396–403. 

https://doi.org/10.9734/BJAST/2015/14975 

Karatsoli, M., & Nathanail, E. (2020). Examining gender differences of drivers’ behavior 

towards traffic safety. Advances in Transportation Studies, 50, 85–96. 

Kim, H., Mattila, A., & Baloglu, S. (2011). Gender differences in eWOM adoption. 

Tourism Management, 32(5), 1031–1037. 

https://doi.org/10.1016/j.tourman.2010.09.012 

Kline, R. B. (2016). Principles and practice of structural equation modeling (4th ed.). 



112 

 

 

Guilford Press 

Kohler, T., & Stern, R. (2023). Consumer perception and influence of eWOM in food retail. 

Journal of Food Marketing Research, 9(2), 160–175. 

Liputan6. (2024, 12 November). Generasi Gen Z Adalah Kelompok Usia yang Lahir di Era 

Digital. Diakses pada 30 November 2024 dari https://www.liputan6.com 

Lee, A., & Lee, B. (2021). Pengaruh Media Sosial terhadap Perilaku Konsumen Generasi 

Z. Jurnal Komunikasi Massa, 10(2), 50-65. 

MacKinnon, D. P. (2008). Introduction to statistical mediation analysis. Lawrence Erlbaum 

Associates. 

Moliner-Velázquez, B., Fuentes-Blasco, M., & Gil-Saura, I. (2019). The role of ICT, 

eWOM, and guest characteristics in loyalty in hospitality. Journal of Hospitality and 

Tourism Technology, 10(1), 153–168. https://doi.org/10.1108/JHTT-05- 

2018-0042 

Nambisan, S., & Watt, J. H. (2011). Managing customer experiences in online product 

communities. Journal of Business Research, 64(8), 889–895. 

Nazir, M. (2011). Metode penelitian. Ghalia Indonesia. 

Park, C., & Lee, T. M. (2009). Information direction, website reputation and eWOM effect: 

A moderating role of product type. Journal of Business Research, 62(1), 61–67. 

https://doi.org/10.1016/j.jbusres.2007.11.017 

Putri, A., & Savitri, D. (2024). Pengaruh Electronic Word of Mouth (eWOM) Terhadap 

Keputusan Pembelian Produk Skincare pada Generasi Z. Jurnal Manajemen 

Pemasaran, 18(2), 125-140. 

Portal Bandung, (2024, 30 Juli), Drunk Baker, Bakery Lezat Dengan Rasa yang 

"Memabukan". Diakses pada 30 november 20024 dari 

https://www.bandung.go.id/citizen/detail/1163/drunk-baker-bakery-lezat-dengan-

rasa-yang-memabukan-1722253432 

Protal Bandung. (2024). Strategi Pemasaran Digital Drunk Baker. Diakses dari 

https://www.protalbandung.id 

Rahmi, A. A., & Millanyani, H. The Influence of Electronic Word-of-Mouth (e-WOM) on 

Purchase Intention in GoFood. International Research Journal of Economics and 

Management Studies IRJEMS, 3(9). 



113 

 

 

Ramadhan, D., & Wijaya, B. (2021). Consumer behavior in Indonesian bakery and pastry 

market. Indonesian Journal of Business, 12(2), 67–79. 

Rejabar.id. (2024). Perkembangan Industri Bakery di Bandung. Diakses pada 12 Januari 

2025 dari https://www.rejabar.id 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building 

approach (7th ed.). Wiley. 

Shaouf, A., Lü, K., & Li, X. (2016). The effect of web advertising visual design on online 

purchase intention: An examination across gender. Computers in Human Behavior, 

60, 622–634. 

Singh, R., Kang, J., & Hwang, J. (2021). The influence of eWOM on restaurant selection: 

The role of review quality and user relevance. Journal of Hospitality and Tourism 

Insights, 4(2), 210–226. https://doi.org/10.1108/JHTI-07-2020- 

0130 

Smith, L. (2022). Bread and bakery products: From basics to gourmet. International Baking 

Journal, 19(5), 34–40. 

Smith, L., & Jones, T. (2019). Modern baking: Techniques and trends in bakery and pastry 

shops. Baker’s Publications. 

Utami, F. R., Ariyanti, M., & Millanyani, H. (2024). The Effect of E-WOM on Social 

Media Marketing on Purchase Intention (Case Study: Gallery Vinna). 

International Journal of Science, Technology & Management, 5(5), 1110-1114. 

Winarno, K. O., & Indrawati, I. (2022). Impact of Social Media Marketing and 

Electronic Word of Mouth (E-Wom) on Purchase Intention. Jurnal Aplikasi 

Manajemen, 20(3), 668-683 

Yusuf, A. S., Hussin, A. R. C., & Busalim, A. H. (2018). Influence of eWOM engagement 

on consumer purchase intention in social commerce. Journal of Service Marketing, 

32(4), 493–504. https://doi.org/10.1108/JSM-01-2017- 

0028 

Yusuf, H., & Purnama, T. (2019). Bakery business in Indonesia: Growth and challenges. 

Journal of Indonesian Culinary, 8(1), 23–33. 

Zhang, Z., Ye, Q., Law, R., & Li, Y. (2010). The impact of e-word-of-mouth on the online 

popularity of restaurants: A comparison of consumer reviews and editor reviews. 



114 

 

 

International Journal of Hospitality Management, 29(4), 694–700. 

https://doi.org/10.1016/j.ijhm.2010.02.002 


