
 

82 
 

REFERENCE 

 

Amin, A. M., & Yanti, R. F. (2021). Pengaruh Brand Ambassador, EWOM, Gaya 

Hidup, Country of Origin dan Motivasi Terhadap Keputusan Pembelian 

Produk Skincare Korea Nature Republic. INVEST: Jurnal Inovasi Bisnis dan 

Akuntansi. 2(1), 1-14. 

Anderson, R. E., & Srinivasan, S. S. (2003). E‐satisfaction and e‐loyalty: A 

contingency framework. Psychology & Marketing, 20(2), 123-138. 

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of personality and social psychology. 51(6), 1173. 

Barrutia, J. M., & Gilsanz, A. (2009). E‐Service quality: overview and research 

agenda. International Journal of Quality and Service Sciences. 

Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D., & Zaim, S. (2012). 

Measuring the efficiency of customer satisfaction and loyalty for mobile 

phone brands with DEA. Expert Systems with Applications. 39(1), 99-106. 

Chen, Y. T., & Chou, T. Y. (2012). Exploring the continuance intentions of 

consumers for B2C online shopping: Perspectives of fairness and 

trust. Online Information Review. 

Chung, M., Ko, E., Joung, H., & Kim, S. J. (2020). Chatbot e-service and customer 

satisfaction regarding luxury brands. Journal of Business Research. 117, 587-

595. 

Clara Ermaningtiastuti. (2022, Januari 14). Entrepreneur Muda Catatkan 

Kesuksesan Lewat Camille Beauty. Diakses dari: 

https://www.marketeers.com/entrepreneur-muda-catatkan-kesuksesan-

lewat-camille-beauty 

Collier, J. E., & Bienstock, C. C. (2006). Measuring service quality in e-

retailing. Journal of Service Research. 8(3), 260-275. 

Dolatabadi, H. R., & Gharibpoor, M. (2012). How Can E-Services Influence On 

Customers' Intentions toward Online Book Repurchasing (SEM Method and 

TPB Model). International Journal of Academic Research in Business and 

Social Sciences. 2(6), 135. 

https://www.marketeers.com/entrepreneur-muda-catatkan-kesuksesan-lewat-camille-beauty
https://www.marketeers.com/entrepreneur-muda-catatkan-kesuksesan-lewat-camille-beauty


 

83 
 

Fang, Y. H., Chiu, C. M., & Wang, E. T. (2011). Understanding customers' 

satisfaction and repurchase intentions: An integration of IS success model, 

trust, and justice. Internet Research. 

Fariska, M. H., & Widodo, T. (2021). Pengaruh Marketing 4.0 Terhadap Purchase 

Intention Yang Dimediasi Dengan Customer Satisfaction Pada E-Commerce 

Sayurbox. eProceedings of Management. 8(6). 

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the 

effects of service quality and satisfaction on customers' behavioral intentions 

in e‐shopping. Journal of services marketing. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e‐WOM Scale: word‐

of‐mouth measurement scale for e‐services context. Canadian Journal of 

Administrative Sciences/Revue Canadienne des Sciences de 

l'Administration. 27(1), 5-23. 

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The impact 

of customer-to-customer online know-how exchange on customer value and 

loyalty. Journal of Business Research. 59(4), 449-456. 

Gupta, S., & Kim, H. W. (2007). The moderating effect of transaction experience 

on the decision calculus in on-line repurchase. International Journal of 

Electronic Commerce. 12(1), 127-158. 

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

repurchase intention: A general structural equation model. European journal 

of Marketing. 

Hennig‐Thurau, T. (2004). Customer orientation of service employees: Its impact 

on customer satisfaction, commitment, and retention. International Journal 

of Service Industry Management. 

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. 

Holleschovsky, N. I., & Constantinides, E. (2016). Impact of online product 

reviews on purchasing decisions. In Proceedings of the 12th International 

Conference on Web Information Systems and Technologies (WEBISTP). 271-

278. 



 

84 
 

Indana, L., & Andjarwati, A. L. (2021). Website Quality, Brand Image, dan EWOM 

serta Pengaruhnya terhadap Online Purchase Intention Studi Pengunjung 

Website Berrybenka. Jurnal Ilmu Manajemen. 9(2). 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention: An empirical study in the automobile 

industry in Iran. Marketing Intelligence & Planning. 

Jiménez, F. R., & Mendoza, N. A. (2013). Too popular to ignore: The influence of 

online reviews on purchase intentions of search and experience 

products. Journal of Interactive Marketing. 27(3), 226-235. 

Joesyiana, K. (2018). The Effect of Word of Mouth on Consumer Purchasing 

Decisions at Shopee (online shop) in Pekanbaru. Valuta. 4(1), 71-85. 

Kalpikawati, I. A., Sudiksa, I. N., & Audria, M. (2021). Pengaruh Electronic 

Service Quality dan Electronic Word of Mouth Terhadap Keputusan 

Pembelian Kamar Di Aston Denpasar Hotel and Convention Center. Jurnal 

Bisnis Hospitaliti. 10(2), 94-102. 

Kataria, S., & Saini, V. (2019). The mediating impact of customer satisfaction in 

relation of brand equity and brand loyalty: An empirical synthesis and re-

examination. South Asian Journal of Business Studies. 

Khammash, M., & Griffiths, G. H. (2011). ‘Arrivederci CIAO. com, Buongiorno 

Bing. com’—Electronic word-of-mouth (eWOM), antecedences and 

consequences. International Journal of Information Management. 31(1), 82-

87. 

Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude 

and purchase intention of brands? Management Research Review. 

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

352). Boston, MA: Pearson. 

Lestari, N. S., & Farida, N. (2020). Pengaruh E-Website Quality dan E-Service 

Quality terhadap E-Repurchase Intention Melalui E-Word Of Mouth (E-

Wom) sebagai Variabel Intervening. Jurnal Ilmu Administrasi Bisnis. 9(2), 

133-140. 

Lim, Y., Chung, Y., & Weaver, P. A. (2012). The impact of social media on 

destination branding: Consumer-generated videos versus destination 

marketer-generated videos. Journal of Vacation Marketing, 18(3), 197-206. 



 

85 
 

MacKinnon, D. P., Fairchild, A. J., & Fritz, M. S. (2007). Mediation 

analysis. Annual review of psychology. 58, 593. 

Magdalena, A. (2018). Analisis Antara E-service Quality, E-satisfaction, dan E-

loyalty dalam konteks E-commerce Blibli. Jurnal Strategi Pemasaran. 5(2). 

Manurung, H., & Daud, Q. (2021). Pengaruh e-Service Quality Dan e-Trust 

Terhadap Keputusan Pembelian Konsumen Pada Produk Dengan satisfaction 

Sebagai Variabel Intervening. Journal For Business And 

Entrepreneurship. 5(1). 

Morgan, N. A., & Rego, L. L. (2006). The Value of Different Customer Satisfaction 

and Loyalty Metrics in Predicting Business Performance. Marketing 

Science. 25(5), 426-439. 

Ningsi, W. P. W., & Ekowati, S. (2021). Pengaruh Promosi di Media Sosial dan 

Word Of Mouth terhadap Keputusan Pembelian Skincare MS Glow. Jurnal 

Manajemen Modal Insani Dan Bisnis (JMMIB). 2(1), 50-57. 

Nuseir, M. T. (2019). The impact of electronic word of mouth (EWOM) on the 

online purchase intention of consumers in the Islamic countries–a case of 

(UAE). Journal of Islamic Marketing. 

Parastanti, G. P., Kumadji, S., & Hidayat, K. (2014). Pengaruh Prior Online 

Purchase Experience terhadap Trust dan Online Repurchase Intention 

(Survey pada Pelanggan ZALORA Indonesia Melalui Website www. zalora. 

co. id). Jurnal Administrasi Bisnis (JAB). 16(1). 

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

item scale for measuring consumer perceptions of service 

quality. 1988, 64(1), 12-40. 

Pasa, E. G., Wulandari, J., & Adistya, D. (2020). Analisis E-Trust, EWOM dan E-

Service Quality dalam Keputusan Pembelian Online. Jurnal Perspektif 

Bisnis. 3(2), 63-75. 

Priyambodo, L., Tjiptono, F. S., & Suyoto, M. (2012). M-Commerce in Indonesia: 

Problems and Prospects. International Journal of Computer Applications & 

Information Technology. 1(2), 71-76. 

Putri, D. F., & Sumaryono, S. (2021). Peran persepsi terhadap electronic service 

quality dan electronic word-of mouth (EWOM) terhadap intensi pembelian 

ulang melalui e-commerce. Jurnal Ilmiah Psikologi Terapan. 9(2), 164-171. 



 

86 
 

Putri, F. A. P., & Patrikha, F. D. (2021). Pengaruh E-Service Quality Dan EWOM 

Terhadap Keputusan Pembelian Kosmetik di Aplikasi Soco. Jurnal 

Manajemen Strategi dan Aplikasi Bisnis. 4(2), 449-460. 

Rafiedhia, R. M., & Kusumahadi, K. (2021). Pengaruh E-service Quality Terhadap 

Customer Satisfaction Dan Purchase Intention (studi Kasus: Website Shopee. 

co. id Tahun 2021). eProceedings of Management. 8(6). 

Rahmadhani, D. W. H. (2022). Pola Penggunaan Media Sosial Instagram Sebagai 

Media Promosi (Studi Deskriptif Kualitatif Pada Online Shop Camille 

Beaute. (Doctoral dissertation, Universitas 17 Agustus 1945 Surabaya). 

Rahmi, S., & Amalia, R. (2018). Pengaruh EWOM terhadap citra perusahaan dan 

dampaknya terhadap niat beli konsumen pada situs online Shopee. Id. Jurnal 

Ilmiah Mahasiswa Ekonomi Manajemen. 3(2), 75-84. 

Ranjbarian, B., Sanayei, A., Kaboli, M. R., & Hadadian, A. (2012). An analysis of 

brand image, perceived quality, customer satisfaction and re-purchase 

intention in Iranian department stores. International Journal of Business and 

Management. 7(6), 40-48. 

Rifki, M. Pengaruh E-Service Quality dan E-WOM terhadap Customer Trust dan 

Dampaknya Terhadap Repurchase Intention pada customer 

oyorooms. (Bachelor's thesis, Fakultas Ekonomi dan Bisnis UIN Jakarta). 

Sabiote, C. M., Frías, D. M., & Castañeda, J. A. (2012). E‐service quality as 

antecedent to e‐satisfaction: The moderating effect of culture. Online 

Information Review. 

Santika, I. W., & Pramudana, K. A. S. (2018). Peran Mediasi E-Satisfaction pada 

Pengaruh E-Service Quality terhadap E-Loyalty Situs Online Travel di 

Bali. Inobis: Jurnal Inovasi Bisnis dan Manajemen Indonesia. 1(3), 278-289. 

Saodin, S. (2021). Pengaruh E-Servqual terhadap Satisfaction, EWOM dan Online 

Repurchase Intention. Jurnal Ilmiah Ekonomi Manajemen: Jurnal Ilmiah 

Multi Science. 12(1), 15-30. 

Sari, W. (2017). Analisis Pengaruh Electronic Word of Mouth, Electronic Service 

Quality dan Country of Origin Terhadap Repurchase Intention pada Qlapa. 

com. (Bachelor's thesis, Jakarta: Fakultas Ekonomi dan Bisnis UIN Syarif 

Hidayatullah Jakarta). 



 

87 
 

Sherly, S., & Keni, K. (2022). S-Commerce Cues sebagai Prediktor terhadap 

Repurchase Intention: Customer Satisfaction sebagai Variabel 

Mediasi. Jurnal Muara Ilmu Ekonomi dan Bisnis. 6(1), 43-55. 

Simamora, V., & Fauziah, S. (2019). Pengaruh E-Service Quality Dan EWOM 

Terhadap Keputusan Pembelian Serta Implikasinya Terhadap E-Customer 

Loyalty Pada E-Commerce. Journal For Business And 

Entrepreneurship. 3(3). 

Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in 

structural equation models. Sociological Methodology. 13, 290-312. 

Solimun, S., & Fernandes, A. A. R. (2018). The mediation effect of customer 

satisfaction in the relationship between service quality, service orientation, 

and marketing mix strategy to customer loyalty. Journal of Management 

Development. 

Suharsimi, A. (2006). Metodelogi Penelitian. Yogyakarta: Bina Aksara. 

Suliyanto. (2011). Ekonometrika Terapan: Teori & Aplikasi. Yogyakarta: ANDI. 

Suliyanto. (2018). Metode Penelitian Bisnis untuk Skripsi, Tesis, & Disertasi. 

Yogyakarta: Andi Offset 

Sulthana, A. N., & Vasantha, S. (2019). Influence of electronic word of mouth 

eWOM on purchase intention. International Journal of Scientific & 

Technology Research. 8(10), 1-5. 

Swaid, S. I., & Wigand, R. T. (2007). Key dimensions of e-commerce service 

quality and its relationships to satisfaction and loyalty. BLED Proceedings. 

29. 

Swastha, B., & Handoko, T. H. (2002). Manajemen pemasaran. Edisi Kedua. 

Cetakan Kedelapan. Jakarta: Penerbit Liberty. 

Szymanski, D.M. and Hise, R.T. (2000), E-satisfaction: an initial examination, 

Journal of Retailing. Vol. 76 No. 3, pp. 309-22. 

Tajuddin, U. N. R. A., Hassan, L. F. A., Othman, A. K., & Razak, N. A. (2020). 

Electronic word-of-mouth (E-WOM), brand image and consumer purchase 

intention on healthcare products. Journal of Accounting Research, 

Organization and Economics. 3(1), 73-83. 



 

88 
 

Tjanra, T. C. T., & Marchyta, N. K. (2021). Pengaruh Online Advertising, E-

Service Quality, dan Product Quality terhadap Purchase Intention Toko 

Online. Agora. 9(2). 

Trivedi, S. K., & Yadav, M. (2018). Predicting online repurchase intentions with 

satisfaction as mediator: a study on Gen Y. VINE Journal of Information and 

Knowledge Management Systems. 

Wilson, N., Keni, K., & Tan, P. H. P. (2019). The effect of website design quality 

and service quality on repurchase intention in the e-commerce industry: A 

cross-continental analysis. Gadjah Mada International Journal of 

Business. 21(2), 187-222. 

Wiryana, N. Y., & Erdiansyah, R. (2020). Pengaruh E-Service Quality dan 

Perceived Value Terhadap Repurchase Intention Dengan Customer 

Satisfaction Sebagai Variabel Mediasi Pada Bisnis E-Commerce. Jurnal 

Manajemen Bisnis dan Kewirausahaan. 4(5), 217-223. 

Xiaofen, J., & Yiling, Z. (2009). The impacts of online word-of-mouth on 

consumer's buying intention on apparel: An empirical study. In Proceedings. 

The 2009 International Symposium on Web Information Systems and 

Applications (WISA 2009) (p. 24). Academy Publisher. 

Yan, Q., Wu, S., Wang, L., Wu, P., Chen, H., & Wei, G. (2016). E-WOM from e-

commerce websites and social media: Which will consumers 

adopt? Electronic Commerce Research and Applications. 17, 62-73. 

Yaqin, A. (2020). Peran e-satisfaction sebagai mediasi pada e-wom (studi pada 

pelanggan olx). Jurnal Ilmu Manajemen. 8, 506-516. 

Yen, H. J. R., & Gwinner, K. P. (2003). Internet retail customer loyalty: the 

mediating role of relational benefits. International Journal of Service 

Industry Management. 

Yusuf, A. S., & Busalim, A. H. (2018). Influence of EWOM engagement on 

consumer purchase intention in social commerce. Journal of Services 

Marketing. 

Zainul, A. (2019). The Influence of E-service Quality toward E-satisfaction, E-trust, 

E-word of Mouth and Online Repurchase Intention: A Study on the 

Consumers of the Three-star Hotels in Lampung. Russian Journal of 

Agricultural and Socio-Economic Sciences. 93(9), 27-38. 



 

89 
 

Zhang, J., Zheng, W., & Wang, S. (2020). The study of the effect of online review 

on purchase behavior: Comparing the two research methods. International 

Journal of Crowd Science. 

Zeithaml, V. A., Parasuraman, A., and Malhotra, A. (2002), Service quality delivery 

through web sites: A critical review of extant knowledge, Journal of the 

Academy of Marketing Science. Vol.30 No.4, pp.362-375. 

Zhou, T., Lu, Y., & Wang, B. (2009). The relative importance of website design 

quality and service quality in determining consumers’ online repurchase 

behavior. Information Systems Management. 26(4), 327-337. 

  


