
72 

 

 

 

DAFTAR PUSTAKA 

Abdillah, W., & Hartono, J. (2015). Partial least square (PLS) Alternatif structural 

equation modeling (SEM) dalam penelitian bisnis (Vol. 22). Penerbit Andi. 

Alalwan, A. A. (2018). Investigating the impact of social media advertising features 

on customer purchase intention. International Journal of Information 

Management, 42(June), 65–77. 

https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

Amalina, A. (2016). Pengaruh Social Media Marketing Terhadap Brand Loyalty 

Dengan Brand Trust Sebagai Variabel Intervening (Studi Pada Follower Twitter 

Mizone @MizoneID). Jurnal Ilmu Manajemen, 4(3), 1–12. 

Arifin, R., & Rahmat Syah, T. Y. (2023). How E-Wom Influence Purchase Intention 

Mediated by Trust and Brand Awareness: Case on Generation X in Indonesia. 

Jurnal Aplikasi Bisnis Dan Manajemen, 9(2), 411–421. 

https://doi.org/10.17358/jabm.9.2.411 

Breckenridge, K., & James, D. (2021). Recentring the margins: Theorizing 

African capitalism after 50 years. Economy and Society, 50(1), 1–8. 

https://doi.org/10.1080/03085147.2021.1854540 

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., Albohnayh, A. S. M., 

Alshammari, W. G., Aldoreeb, M., Elsaed, A. A., & Elsaied, M. A. (2023). Power 

of Social Media Marketing: How Perceived Value Mediates the Impact on 

Restaurant Followers’ Purchase Intention, Willingness to Pay a Premium Price, 

and E-WoM? 

Sustainability (Switzerland), 15(6), 1–22. https://doi.org/10.3390/su15065331 

Chang, C.-T., & Chu, X.-Y. (Marcos). (2020). The give and take of cause-related 

marketing: purchasing cause-related products licenses consumer indulgence. Journal 



73 

 

 

 

of the Academy of Marketing Science, 48(2), 203–221. 

https://doi.org/10.1007/s11747-019- 00675-5 

Conner, M. (2020). Theory of Planned Behavior. In Handbook of Sport Psychology (pp. 

1–18). https://doi.org/https://doi.org/10.1002/9781119568124.ch1 

DÜLEK, B., & AYDIN, İ. (2020). Effect of Social Media Marketing on E-Wom, Brand 

Loyalty, and Purchase Intent. Bingöl Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 

20, 271–288. https://doi.org/10.29029/busbed.734350 

Ekizler, Ö. Ü. H. (2020). The Role of Perceived Risk and Service Quality On Purchase 

Intention and WOM Through Consumer Trust In E-Commerce. International 

Congress of Management, Economy and Policy (ICOMEP’), 5–6. 

Gabriella, T. P., Ellitan, L., & Kristanti, M. M. (2022). Pengaruh Social Media 

Marketing, Dan E-Wom Terhadap Keputusan Pembelian Melalui Brand 

Awareness Sebagai Mediasi Pada Kedai Kopi Janji Jiwa Di Surabaya. Jurnal 

Ilmiah Mahasiswa Manajemen : JUMMA, 11(1), 1–10. 

https://doi.org/10.33508/jumma.v11i1.3946 

Ghozali, I. (2013). Aplikasi Analisis Multivariate dengan Program SPSS. 

Universitas Diponegoro. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate Dengan Pogram IBM SPSS (9 (ed.)). 

Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2021). Aplikasi Analisis Mitivariate dengan Program IBM SPSS 26 (10th ed.). 

Badan Penerbit Universitas Diponegoro. 

Giam, H. S., & Megawati, Y. (2019). Dampak Electronic Word of Mouth Sosial Media 

terhadap Keputusan Memilih Nusa Penida sebagai Tujuan Wisata dengan 

Dimediasi oleh faktor e-Trust. 5(1), 1–85. 

https://doi.org/10.30813/jhp.v5i1.1522.g1298 



74 

 

 

 

Gorgievski, M. J., Stephan, U., Laguna, M., & Moriano, J. A. (2017). Predicting 

Entrepreneurial Career Intentions: Values and the Theory of Planned Behavior. 

Journal of Career Assessment, 26(3), 457–475. 

https://doi.org/10.1177/1069072717714541 

Hair, J. F., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis. 

Cengage. https://books.google.co.id/books?id=0R9ZswEACAAJ 

Hair Jr, J., Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer 

on partial least squares structural equation modeling (PLS-SEM). Sage 

publications. 

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), 100102. 

https://doi.org/10.1016/j.jjimei.2022.100102 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal of the 

Academy of Marketing Science, 43(1), 115–135. https://doi.org/10.1007/s11747-014-

0403-8 

Jeljeli, R., Farhi, F., & Hamdi, M. E. (2022). The mediating role of gender in social 

media shopping acceptance: from the WOM perspective. Heliyon, 8(10), e11065. 

https://doi.org/10.1016/j.heliyon.2022.e11065 

Juliandi, A. (2018). Pelatihan SEM-PLS Program Pascasarjana Universitas Batam 

(hal. Structural equation model based partial least square (SEM_PLS): 

Menggunakan Smart PLS). Universitas Batam. 

https://doi.org/10.5281/zenodo.2532119 

Kotler, P., & Keller., K. L. . (2012). Marketing Management. Pearson Education 



75 

 

 

 

Limited. 

 Kristiawan, T. A., & Keni, K. (2020). Pengaruh Packaging, Social Media Marketing 

Dan Electronic Word of Mouth Terhadap Keputusan Pembelian Busana Brand 

Lokal [the Effect of Packaging, Social Media Marketing and Electronic Word of 

Mouth on Purchase Decisions on Local Brand Fashion]. DeReMa (Development 

Research of Management): Jurnal Manajemen, 15(2), 244. 

https://doi.org/10.19166/derema.v15i2.2445 

Latan, H., & Ghozali, I. (2015). Partial Least Squares: Concepts, Techniques and 

Applications using SmartPLS 3 (2nd ed.). Badan Penerbit Undip. 

Moriansyah, L. (2015). Pemasaran Melalui Media Sosial. Jurnal Penelitian 

Komunikasi Dan Opini Publik, 19(3), 187–196. 

Munshi, J. (2014). A Method For Constructing Likert Scale. Ergodic Theory and 

Dynamical Systems, 8(3), 331–349. 

Nursalam. (2020). Metodologi Ilmu Keperawatan (P. P. Lestari (ed.); 5th ed.). Salemba 

Medika. 

Ponarwan, C., & Tjokrosaputro, M. (2020). Pengaruh Social Media Marketing Dan Trust 

Terhadap Minat Menggunakan Gopay Di Jakarta. Jurnal Manajerial Dan 

Kewirausahaan, 2(2), 520. https://doi.org/10.24912/jmk.v2i2.7946 

Prasad, S., Gupta, I. C., & Totala, N. K. (2017). Social media usage, electronic word of 

mouth and purchase-decision involvement. In Asia-Pacific Journal of Business 

Administration (Vol. 9, Issue 2). https://doi.org/10.1108/APJBA-06-2016-0063 

Rezaldi, A., & Mariam, S. (2021). Pengaruh Promosi Di Media Sosial Dan Kualitas 

Pelayanan Terhadap Minat Beli Konsumen Untuk Bergabung Sebagai Member Di 

Osbond Gym Cempaka Putih Jakarta Pusat. Jurnal Administrasi Bisnis, 1(4), 241–

248. 



76 

 

 

 

Sari, S. P. (2020). Hubungan Minat Beli Dengan Keputusan Pembelian Pada Konsumen. 

Psikoborneo: Jurnal Ilmiah Psikologi, 8(1), 147. 

https://doi.org/10.30872/psikoborneo.v8i1.4870 

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

Pengembangan - Keahlian. Salemba Empat. 

Seo, E.-J., & Park, J.-W. (2018). A Study on the Influence of the Information 

Characteristics of Airline Social Media on e-WOM, Brand Equity and Trust. The 

Open Transportation Journal, 12(1), 289–300. 

https://doi.org/10.2174/1874447801812010289 

Sibarani, S. O. F., Ambayoen, M. A., & Prasetyo, H. (2022). The Impact of Social Media 

on Purchasing Behavior. International Journal of Economic Practices and Theories, 

6(3), 1038–1050. 

Solihin, D., & Ahyani, A. (2022). The Role of Brand Image in Mediating the Effect of 

Electronic Word of Mouth (E-WOM) and Social Media on Purchase Intention. 

Majalah Ilmiah Bijak, 19(2), 193–205. https://doi.org/10.31334/bijak.v19i2.2384 

Soorani, F., & Ahmadvand, M. (2019). Determinants of consumers’ food management 

behavior: Applying and extending the theory of planned behavior. Waste 

Management, 98, 151–159. https://doi.org/10.1016/j.wasman.2019.08.025 

Sugiyono. (2021). Metode Penelitian, Kuantitatif, Kualitatif dan R&D (Sutopo (ed.); 

2nd ed.). Alfabeta. 

Tjhin, V. U., & Aini, S. R. N. (2019). Effect of E-WOM and social media usage on 

purchase decision in clothing industry. ACM International Conference Proceeding 

Series, 30–34. https://doi.org/10.1145/3332324.3332333 

Tjokrosaputro, M. (2023). Experiential Value Toward Behavioral Intention of Local 

Food Through Consumer Attitude: Insight From Gen Z’S in Jakarta. Jurnal 



77 

 

 

 

Aplikasi Manajemen, 21(1), 179–190. 

https://doi.org/10.21776/ub.jam.2023.021.1.13 

Tjokrosaputro, M., & Cokki, C. (2020). The Role of Social Influence Towards 

Purchase Intention With Value Perception as Mediator: A Study on Starbucks 

Coffee as an Environmentally Friendly Product. ATLANTIS PRESS, 145(Icebm 

2019), 183–189. https://doi.org/10.2991/aebmr.k.200626.034 

Tong, T. K. P. B., & Subagio, H. (2020). Analisa Pengaruh Social Media Marketing 

Terhadap Repurchase Intention Melalui Brand Trust Sebagai Variabel Mediasi 

Pada Instagram Adidas Indonesia Di Surabaya. Jurnal Strategi Pemasaran, 7(1), 

10. 

Ulker-Demirel, E., & Ciftci, G. (2020). A systematic literature review of the theory of 

planned behavior in tourism, leisure and hospitality management research. 

Journal of Hospitality and Tourism Management, 43, 209–219. 

https://doi.org/https://doi.org/10.1016/j.jhtm.2020.04.003 

Ventre, I., & Kolbe, D. (2020). The Impact of Perceived Usefulness of Online Reviews, 

Trust and Perceived Risk on Online Purchase Intention in Emerging Markets: A 

Mexican Perspective. Journal of International Consumer Marketing, 32(4), 287–

299. https://doi.org/10.1080/08961530.2020.1712293 

Vidyanata, D., Sunaryo, S., & Hadiwidjojo, D. (2018). The Role of Brand Attitude and 

Brand Credibility As a Mediator of the Celebrity Endorsement Strategy To Generate 

Purchase Intention. Jurnal Aplikasi Manajemen, 16(3), 402–411. 

https://doi.org/10.21776/ub.jam.2018.016.03.04 

Wang, F., Wang, M., Wan, Y., Jin, J., & Pan, Y. (2021). The power of social learning: 

How do observational and word-of-mouth learning influence online consumer 

decision processes? Information Processing and Management, 58(5), 102632. 



78 

 

 

 

https://doi.org/10.1016/j.ipm.2021.102632 

Widodo, T., & Krisma Maylina, N. L. P. (2022). The mediating role of perceived value 

and social media word-of-mouth in the relationship between perceived quality and 

purchase intention. Jurnal Manajemen Dan Pemasaran Jasa, 15(1), 49–68. 

https://doi.org/10.25105/jmpj.v15i1.9468 

Wulandari, G. A. (2019). Komunitas Sebagai Peluang Baru Pemasaran Sosial. Jurnal 

ISEI Jember, 5(1), 120–128. http://repository.unej.ac.id/handle/123456789/62934 

Yogesh, F., & Yesha, M. (2014). Effect of Social Media on Purchase Decision. 

Pacific Business Review International, 6(11), 45–51. 

Yu, W., Han, X., Ding, L., & He, M. (2021). Organic food corporate image and customer 

co- developing behavior: The mediating role of consumer trust and purchase 

intention. Journal of Retailing and Consumer Services, 59, 102377. 

https://doi.org/https://doi.org/10.1016/j.jretconser.2020.102377 

Yuriev, A., Dahmen, M., Paillé, P., Boiral, O., & Guillaumie, L. (2020). Pro-

environmental behaviors through the lens of the theory of planned behavior: A 

scoping review. Resources, Conservation and Recycling, 155, 104660. 

https://doi.org/https://doi.org/10.1016/j.resconrec.2019.104660 

Zulfikar, A. R. (2017). Pengaruh Social Media Markteing Terhadap Brand Trust Pada 

Followers Instagram Dompet Dhuafa Cabang Yogyakarta. Al-Idarah: Jurnal 

Manajemen Dan Administrai Islam, 1(2), 1–14. 

http://repository.unej.ac.id/handle/123456789/62934

