DAFTAR RUJUKAN

Aaker, D. A. (2012). Building Strong Brands. Simon & Schuster UK.
https://books.google.co.id/books?id=0OLa_9LePJIYC

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.

Aditya Kurniawan, D. E., Pangestuti, E., & Rahma Devita, L. D. (2018). Pengaruh
International Brand Image dan Persepsi Harga Terhadap Minat Penggunaan Ulang
(Survei Pada Konsumen Layanan Grabcar di Kota Malang). Jurnal Administrasi Bisnis,
65(1), 9-16.

Al Fandy, A. F., & Nellyaningsih, N. (2020). Pengaruh Event Marketing Terhadap Brand
Image (studi Kasus Pt Summarecon Bandung Pengguna Jasa Event Organizer Pt Deal
Pro Di Tahun 2020). EProceedings of Applied Science, 6(2).

Arikunto, S. (2010). Metode peneltian. Jakarta: Rineka Cipta.

Arnould, E. J., Price, L., & Zinkhan, G. M. (2004). Consumers. McGraw-Hill/Irwin.
https://books.google.co.id/books?id=K6zxAAAAMAAJ

As’ ad, H. A.-R., & Alhadid, A. Y. (2014). The impact of social media marketing on brand
equity: An empirical study on mobile service providers in Jordan. Review of Integrative
Business and Economics Research, 3(1), 315.

Augusty Ferdinand. (2002). Pengembangan Minat Beli Merek Ekstensi. Badan Penerbit
Universitas Diponegoro.

Balakrishnan, B. K. P. D., Dahnil, M. 1., & Yi, W. J. (2014). The impact of social media
marketing medium toward purchase intention and brand loyalty among generation Y.
Procedia-Social and Behavioral Sciences, 148, 177-185.

Belch, G. E., Belch, G. E., & Belch, M. A. (2014). Advertising and Promotion: An Integrated
Marketing Communications Perspective. McGraw-Hill Education.
https://books.google.co.id/books?id=0z_loAEACAAJ

Belch, M. A., & Belch, G. E. (2013). The future of creativity in advertising. Journal of
Promotion Management, 19(4), 395-399.

Berger, J., & Milkman, K. (2010). Social transmission, emotion, and the virality of online
content. Wharton Research Paper, 106, 1-52.

Bertrand, M., Karlan, D., Mullainathan, S., Shafir, E., & Zinman, J. (2010). What’s
advertising content worth? Evidence from a consumer credit marketing field experiment.
The Quarterly Journal of Economics, 125(1), 263-306.



Boisvert, H., & Caron, M. (2006). Benchmarking web site functions. Benchmarking: An
International Journal.

Bosnjak, M., Galesic, M., & Tuten, T. (2007). Personality determinants of online shopping:
Explaining online purchase intentions using a hierarchical approach. Journal of Business
Research, 60(6), 597-605.

Chasser, A. H., & Wolfe, J. C. (2010). Brand Rewired: Connecting Branding, Creativity, and
Intellectual Property Strategy. John Wiley & Sons

Echdar, S. (2017). Metode penelitian manajemen dan bisnis.

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook “friends:” Social
capital and college students’ use of online social network sites. Journal of Computer-
mediated Communication, 12(4), 1143-1168.

Endang Sulaeman. (2022). Metode Penelitian Kualitatif dan Campuran. Alfabeta.

Evans, D., McKee, J., & Bratton, S. (2010). Social Media Marketing: The Next Generation of
Business Engagement. Wiley. https://books.google.co.id/books?id=7120R6giC6AC

Fauzi, D. H., & Mileva, L. (2018). Pengaruh Social Media Marketing terhadap Keputusan
Pembelian. Jurnal Administrasi Bisnis, 58(1), 190-199.

Gagnon, E. (2014). Goodbye, B2B brand marketing: Developing content-based marketing
programs for the post-marketing era. International Management Review, 10(2), 68-71.

Ghozali, 1. (2012). Aplikasi Analisis Multivariate dengan Program IBM SPSS 20. Badan
Penerbit — Universitas Diponegoro.

Harimurti, F. W. (2017). Pengaruh event marketing terhadap brand image dan keputusan
pembelian pada PT. Paragon Technology and Innovation DC Bogor [Bachelor’s
Thesis]. Bogor: IPB University.

JM, H. (2008). Pedoman Survey Kuesioner: Mengembangkan Kuesioner, Mengatasi Bias dan
Meningkatkan Respon. Andi Offset.

Jogiyanto, H. M., & Abdillah, W. (2009). Konsep dan aplikasi PLS (Partial Least Square)
untuk penelitian empiris. BPFE Fakultas Ekonomika Dan Bisnis UGM. Yogyakarta.

Koh, K. Y., & Jackson, A. A. (2007). Special events marketing: an analysis of a county fair.
Journal of Convention & Event Tourism, 8(2), 19-44.

Kotler, P, & Armstrong, G. (2015). Principles of Marketing. Pearson Education, Limited.
https://books.google.co.id/books?id=xgvOrQEACAAJ

Kotler, Philip, & Keller, K. L. (2009). Marketing Management. Pearson Prentice Hall.
https://books.google.co.id/books?id=QiTOHgAACAAJ

Lutz, R. J., MacKenzie, S. B., & Belch, G. E. (1983). Attitude toward the ad as a mediator of

86



advertising effectiveness: Determinants and consequences. ACR North American
Advances.

Miller, K. (2014). Organizational Communication: Approaches and Processes. Cengage
Learning. https://books.google.co.id/books?id=jA0JzgEACAAJ]

Preacher, K. J., & Leonardelli, G. J. (2001). Calculation for the Sobel test. Retrieved January,
20, 2009.

Pulizzi, J. (2013). Epic Content Marketing: How to Tell a Different Story, Break Through the
Clutter, and Win More Customers by Marketing Less. McGraw-Hill Education.
https://books.google.co.id/books?id=zQSXAAAAQBAJ

Putri, K. P., & Ratnawati, I. (2011). Analisis Pengaruh Brand Image, Biaya Pendidikan, Dan
Fasilitas Pendidikan Terhadap Keputusan Mahasiswa Melanjutkan Studi Pada
Program Diploma Ill Fakultas Ekonomi Universitas Diponegoro Semarang. Universitas
Diponegoro.

Rahayu, S., & Rusmawan, R. W. (2010). Analisis Faktor—Faktor Yang Mempengaruhi Minat
Untuk Mengikuti rgram Pendidikan Profesi Akuntansi (PPAK)(Survey pada Mahasiswa
Dan Alumni Program Studi Akuntansi S1 Universitas X Bandung). Journal National.

Rita, R., & Nabilla, S. F. (2022). Pengaruh Social Media Advertising dan Event Marketing
terhadap Brand Awareness dan Dampaknya pada Purchase Intention Produk Tenue de
Attire. Jesya (Jurnal Ekonomi Dan Ekonomi Syariah), 5(1), 426-437.

Ruzevicius, J.,, & Guseva, N. (2005). Interneto svetainiy kokybés vertinimo ypatumai.
Ekonomika, 75, 77-90.

Schiffman, L.G dan Kanuk, L. L. (2004). Cosumer Behavior. Pearson Prentice Hall. United
States of America.

Schiffman, L. G., Kanuk, L. L., & Wisenblit, J. (2010). Consumer Behavior. Pearson Prentice
Hall. https://books.google.co.id/books?id=3WhKPgAACAAJ

Seo, E.-J., & Park, J.-W. (2018). A study on the effects of social media marketing activities
on brand equity and customer response in the airline industry. Journal of Air Transport
Management, 66, 36—41.

Shafer, S. M., Smith, H. J., & Linder, J. C. (2005). The power of business models. Business
Horizons, 48(3), 199-207. https://doi.org/https://doi.org/10.1016/j.bushor.2004.10.014

Shimp, T. A. (2009). Integrated Marketing Communications in Advertising and Promotion.
South-Western/Cengage Learning.
https://books.google.co.id/books?id=7tJgPwAACAAJ

Sholihin, M., & Ratmono, D. (2013a). Analisis SEM_PLS den gan WarpPLS 3.0 Untuk
Hubungan Nonlinier dalm Penelitian Sosial dan Bisnis. ANDI.

Sholihin, M., & Ratmono, D. (2013b). Analisis SEM-PLS dengan WarpPLS 3.0. Andi.

87



Sholihin, M., & Ratmono, D. (2021). Analisis SEM-PLS dengan WarpPLS 7.0 untuk
Hubungan Nonlinier dalam Penelitian Sosial dan Bisnis. Penerbit Andi.
https://books.google.co.id/books?id=NbMWEAAAQBAJ

Sugiarto, D. S. (2006). Metode statistika untuk bisnis dan ekonomi. Gramedia Pustaka
Utama: Jakarta.

Sugiyono. (2009). Metode Penelitian Pendidikan. Alfabeta.

Sugiyono. (2011). etode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta.

Tatik Suryani. (2013). Perilaku konsumen: implikasi pada strategi pemasaran. Graha limu.

TESA, H., Mukhzarudfa, M., & WIRALESTARI, W. (n.d.). EFFECT OF FIRM
CHARACTERISTICS ON FIRM VALUE WITH SUSTAINABILITY REPORT
DISCLOSURE BASED ON GLOBAL REPORTING INITIATIVE (GRI) G4 AS AN
INTERVENINGVARIABEL (EMPIRICAL STUDY OF NON-FINANCIAL SECTOR
COMPANIES LISTED ON THE INDONESIA STOCK EXCHANGE IN THE PER.
Jurnal Akuntansi & Keuangan UNJA.

Tsitsi, S. (2013). The adoption of social media marketing in South African banks, g Emerald
Group  Publishing  Limited0955-534XDOI  10.1108.  EBR-02-2013-0013DOI
10.1108/20426761111104437.

Ulum, I., Ghozali, 1., & Chariri, A. (2008). Intellectual capital dan kinerja keuangan
perusahaan; Suatu analisis dengan pendekatan Partial Least Squares (PLS).

Ulum, 1., Ghozali, I., & Purwanto, A. (2014). Konstruksi model pengukuran Kkinerja dan
kerangka kerja pengungkapan modal intelektual. Jurnal Akuntansi Multiparadigma
(JAMAL), 5(3), 380-392.

Van-Tien Dao, W., Nhat Hanh Le, A., Ming-Sung Cheng, J., & Chao Chen, D. (2014). Social
media advertising value: The case of transitional economies in Southeast Asia.
International Journal of Advertising, 33(2), 271-294.

Wang, Y.-H., & Tsai, C.-F. (2014). The relationship between brand image and purchase
intention: Evidence from award winning mutual funds. The International Journal of
Business and Finance Research, 8(2), 27-40.

Wikramayana, I. G. P. S., & Satria Pramudana, K. A. (2015). Peran Brand Image Dalam
Memediasi Pengaruh Sponsorship Terhadap Niat Beli Motor Yamaha Di Kota
Denpasar. Udayana University.

Wohlfeil, M., & Whelan, S. (2005). Event-marketing as innovative marketing

communications: Reviewing the German experience. Journal of Customer Behaviour,
4(2), 181-207.

88



Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end
model and synthesis of evidence. Journal of Marketing, 52(3), 2-22.

89



