DAFTAR PUSTAKA

AP, D. O, & AS, 0. (2017). Evaluating the Effect of Viral Marketing on Customer
Brand Equity: An Empirical Evidence. Nigerian Journal of Management Sciences,
6(1), 214-226.

Afifah, N., Daud, I., & Mulyadina, M. (2022). Viewer Behavior On Social Media: Viral
Marketing of A Movie Trailer In Indonesia. Gadjah Mada International Journal of
Business, 24(2), 178-197. https://doi.org/10.22146/gamaijb.49987

Agung, A. A. P. (2012). Metodologi Penelitian Bisnis. UB Press.

Aisiyah, I., & Nur. (2014). Faktor-faktor yang Mempengaruhi Sikap Konsumen dan
Minat Pembelian Produk Handbag Merek Tiruan. 12.

Aprillio, R. G., & Widodo, A. (2020). The Effect of Viral Marketing on Purchase
Decision with Customer Trust as Intervening Variable. Aimana : Jurnal Manajemen
Dan Bisnis, 4(2), 157-163. https://doi.org/10.36555/almana.v4i2.1326

Aswin, A., Rafig, M., Pratama, Y. A., & Septiana, R. (2022). Perilaku Online Impulse
Buying pada Marketpalce Shopee. Seminar Nasional Hasil Penelitian Dan
Pengabdian Masyarakat, 81-90.

Awan, T. M., Zhang, X., Zhou, Y., & Zhou, Z. (2022). Does media usage affect pro-
environmental attitudes and behaviors? Evidence from China. International Review
of Economics & Finance, 82(June), 307-317.
https://doi.org/10.1016/j.iref.2022.06.022

Azmi, M. W., & Patrikha, F. D. (2022). PENGARUH ONLINE CUSTOMER
EXPERIENCES TERHADAP KEPUTUSAN PEMBELIAN DENGAN
KEPERCAYAAN SEBAGAI INTERVENING (Studi Pada Pembelian Elektronik di
Marketplace Shopee). Jurnal Pendidikan Tata Niaga (JPTN), 10(1), 1610-1618.
https://ejournal.unesa.ac.id/index.php/jptn/article/view/42791

Bharata, W., & Wardhani, D. P. (2021). Pengaruh Cognitive Response Terhadap
Purchase Intention Permen Kopiko Melalui Attitude Towards Advertising Sebagai
Variabel Mediasi Pada Penonton Drama Korea Vincenzo. JABE (Journal of Applied
Business and Economic), 8(1), 91. https://doi.org/10.30998/jabe.v8i1.10680

Bin Ismail, M. F., Tai, C. J., Syed Othman, S. N. binti, Yuan, Y. W., Yee, K. Y., &
Kanapathipillai, K. (2022). a Study of the Key Elements in Viral Marketing
Towards Consumers’ Purchase Intention in Klang Valley, Malaysia. European
Journal of Social Sciences Studies, 7(4), 83-109.



95

https://doi.org/10.46827/ejsss.v7i4.1259

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It?
How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3), 52—68.
https://doi.org/10.1509/jmkg.73.3.52

Burton, J. L., Gollins, J., McNeely, L. E., & Walls, D. M. (2019). Revisiting the
relationship between ad frequency and purchase intentions how affect and cognition
mediate outcomes at different levels of advertising frequency. Journal of
Advertising Research, 59(1), 27-39. https://doi.org/10.2501/JAR-2018-031

Byrne, D. (1988). Teaching Writing Skills. London and New York: Longman.

Caner, D. (2010). The influence of affect and cognition on impulse buying behavior. -,
153-158.

Christanto, E. 1., & Haryanti, S. S. (2018). Impulsive Buying Behavior Pada Konsumen
Online. The National Conferences Management and Business (NCMAB) 2018
“Pemberdayaan Dan Penguatan Daya Saing Bisnis Dalam Era Digital,” 362—-374.
www.gsicommerce.com/news_events/

Divya, T., & Evanita, S. (2021). The Influence of Social Media and Celebrity Endorsers
on Culinary Purchase Intention by Viral Marketing as a Mediating Variable. OMISS
Operations Management and Information System  Studies, 1(1), 41-50.
https://doi.org/10.24036/jkmb. XXXXXXXX

Fadhila, S., Lie, D., Wijaya, A., & Halim, F. (2020). Pengaruh Sikap Konsumen Dan
Persepsi Konsumen Terhadap Keputusan Pembelian Pada Mini Market Mawar
Balimbingan. SULTANIST: Jurnal Manajemen Dan Keuangan, 8(1), 53-60.
https://doi.org/10.37403/sultanist.v8il1.177

Fadillah Riyadi, P. P., & Hernawati, R. (2022). Hubungan antara Brand Image dengan
Sikap Calon Konsumen. Bandung Conference Series: Public Relations, 2(1), 270-
276. https://doi.org/10.29313/bcspr.v2i1.829

Farih, A., Jauhari, A., & Widodo, E. (2019). Pengaruh Promosi Melalui Media Sosial
Terhadap Pengambilan Keputusan Kursus Bahasa Inggris Pare Dengan Viral
Marketing Sebagai Variabel Intervening. JMK (Jurnal Manajemen Dan
Kewirausahaan), 4(1), 41. https://doi.org/10.32503/jmk.v4i1.361

Ferdinand, A. (2000). Structural Equation Modelling dalam Penelitian. Manajemen.
Universitas Diponegoro.



96

Fjelldal, I. K., Kralj, A., & Moyle, B. (2022). Profanity in viral tourism marketing: A
conceptual model of destination image reinforcement. Journal of Vacation
Marketing, 28(1), 52—63. https://doi.org/10.1177/13567667211020497

Ghozali, 1., & Fuad. (2008). Structural Equation Modeling. Badan Penerbit Universitas
Diponegoro.

Ghozali, Imam. (2008). Structural Equation Modelling (Edisi 2). Universitas
Diponegoro.

Ghozali, Imam. (2011). Aplikasi Analisis Multivariate Dengan Program SPSS (Edisi 4).
BP-UNDIP.

Ghozali, Imam. (2013). Aplikasi Analisis Multivariat dengan Program IBM SPSS (Edisi
7). Universitas Diponegoro.

GULER, A. (2019). Journal of Social and Humanities. JOURNAL OF SOCIAL AND
HUMANITIES SCIENCES RESEARCH - Uluslararasi Sosyal ve Beseri Bilimler
Arastirma Dergisi, 6(44), 3520-3543.

Hair Jr, J., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data
Analysis: A Global Perspective (7th Edition). New Jersey: Pearson Education, Inc.

IRIANI, S. S., NUSWANTARA, D. A., KARTIKA, A. D., & PURWOHANDOKO, P.
(2021). The Impact of Government Regulations on Consumers Behaviour during the
COVID-19 Pandemic: A Case Study in Indonesia. Journal of Asian Finance,
Economics and Business, 8(4), 939-948.
https://doi.org/10.13106/jafeb.2021.vol8.n04.0939

Kasus, S., Etnis, P., Kota, B., Rapi, A., Mangkau, A., & R, A. D. S. (2012). Pengaruh
Dimensi Etika Terhadap Sikap Konsumen Pada Viral Stealth Marketing. 5(2), 978—
979.

Kim, Y. J., & Han, J. (2014). Why smartphone advertising attracts customers: A model
of Web advertising, flow, and personalization. Computers in Human Behavior, 33,
256-269. https://doi.org/10.1016/j.chb.2014.01.015

Kimiagari, S., & Asadi Malafe, N. S. (2021). The role of cognitive and affective
responses in the relationship between internal and external stimuli on online impulse
buying behavior. Journal of Retailing and Consumer Services, 61(February),
102567. https://doi.org/10.1016/j.jretconser.2021.102567

Kline, R. . (2011). Principles and Practice of Structural Equation Modeling. Guilford



97

Press, New York.

Liyanapathirana F, Y. M. (2021). Viral Marketing and Impulse Buying with the
Mediating  Effect of Online  Trust. September 2021, 411-426.
http://ir.lib.ruh.ac.lk/xmlui/bitstream/handle/iruor/3721/31_100_Author
proof_MM.pdf?sequence=1

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility
Affect Consumer Trust of Branded Content on Social Media. Journal of Interactive
Advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501

Maulana, T., & Susandy, G. (2019). the Influence of Viral Marketing and Price
Discounts Through Social Media Instagram To Purchase Decision on Marketplace
Shopee. DIMENSIA (Diskursus llmu Manajemen STIESA), 16(2), 8-8.
http://www.ojs.stiesa.ac.id/index.php/dimensia/article/view/115

Mulyaputri, V. M., & Sanaji, S. (2021). Pengaruh Viral Marketing dan Brand Awareness
terhadap Niat Beli Merek Kopi Kenangan di Kota Surabaya. Jurnal Ilmu
Manajemen, 9(1), 91. https://doi.org/10.26740/jim.v9n1.p91-101

Muzakki, M. R. (2019). Informativeness, Entertainment dan Irritation Isi lklan di
Facebook terhadap Attitude Toward Advertising: dengan Mediator Advertising
Value pada Generasi Milenial -
https://dspace.uii.ac.id/handle/123456789/16194%0Ahttps://dspace.uii.ac.id/bitstre
m/handle/123456789/16194/15311109.pdf?sequence=13&isAllowed=y

Nguyen, C., & Nguyen, D. (2020). A study of factors affecting brand awareness in the
context of viral marketing in Vietnam. International Journal of Advanced Science
and Technology, 29(5), 5401-5411. https://doi.org/10.2139/ssrn.3930643

Nik Najib, N. M., Kasuma, J., & Bibi, Z. B. H. (2016). Relationship and Effect of
Entertainment, Informativeness, Credibility, Personalization and Irritation of
Generation Y’s Attitudes towards SMS Advertising. November, 213-224.
https://doi.org/10.15405/epsbs.2016.11.02.20

Pujiastuti, N., Reza, R., & Astuti, R. F. (2022). Pengaruh literasi ekonomi dan
lingkungan sosial terhadap perilaku pembelian impulsif pada mahasiswa. Jurnal
Riset Pendidikan Ekonomi, 7(1), 107-117. https://doi.org/10.21067/jrpe.v7il1.6710

Rahayu, et al. (2021). Pengaruh Viral Marketing Melalui Aplikasi Instagram Terhadap
Keputusan Pembelian. Jurnal Manajemen Dan Bisnis (JMB), 3(1), 2745-2892.

Rao, Venkateswara (P, K. L. U., & Kumar, Venkata Naga Siva 9C, K. L. U. (2022).



98

Customer Attitude Towards Digital Marketing: A Structural Snapshot On
Marketing. Academy of Marketing Studies Journal, 26(January), 1-8.

Risgiani, R. (2017). Antecedents and Consequences of Impulse Buying Behavior.
Business and Entrepreneurial Review, 15(1), 1-20.
https://doi.org/10.25105/ber.v15i1.2083

Riza Dwiatmaja, A., & Setiosuci Perbawani, P. (2021). Endorser Laki-Laki Produk
Kosmetik Perempuan Dan Pengaruhnya Terhadap Sikap Khalayak. Jurnal
Komunikasi, 15(2), 79-90. https://doi.org/10.20885/komunikasi.vol15.iss2.art1

Rizqullah, M. R., & Indrawati, 1. (2022). the Influence of Viral Marketing Through
Tiktok on Consumers’ Attitude At Shopee. Journal of Global Business and
Management Review, 4(1), 66. https://doi.org/10.37253/jgbmr.v4i1.6369

Salim, M., Oktaviany, P., & Hayu, R. S. (2021). Study of Online Impulsive Buying in
Indonesia During Covid-19 Pandemic Outbreak. Asia Pacific Management and
Business Application, 010(02), 125-136.
https://doi.org/10.21776/ub.apmba.2021.010.02.1

Santini, F. D. O., Ladeira, W. J., Vieira, V. A., Araujo, C. F., & Sampaio, C. H. (2019).
Antecedents and consequences of impulse buying: a meta-analytic study. RAUSP
Management Journal, 54(2), 178-204. https://doi.org/10.1108/RAUSP-07-2018-
0037

Satya, M. T., Karamoy, A. K., & Fidayan, A. (2021). Effect of Cognitive , Afective ,
Conative and E-Satisfaction on Repurchase Intention. Journal of Management,
11(2), 297-304.

Sharma, P., Sivakumaran, B., & Marshall, R. (2010). Impulse buying and variety
seeking: A trait-correlates perspective. Journal of Business Research, 63(3), 276—
283. https://doi.org/10.1016/j.jbusres.2009.03.013

Sobel, M. . (1982). Asymptotic Confidence Intervals for Indirect Effects in Structural
Equation Models. Sociological Methodology. 13, 290-321.
https://doi.org/https://doi.org/10.2307/270723

Suliyanto. (2011). Ekonometrika Terapan: Teori dan Aplikasi dengan SPSS. Penerbit
ANDI.

Suliyanto. (2018a). Metode Penelitian Bisnis. Andi.

Suliyanto. (2018b). Metodologi Penelitian.



99

Uyan, O., & Hamidi, F. A. (2020). The Affect of Viral Marketing Factors on Impulse
Purchasing Behavior within the Scope of International Electronic Commerce
Applications. Turkish Studies - Economy, 15(3), 1655-1673.
https://www.academia.edu/download/65721413/The_Affect_of Viral_Marketing_F
actors_on_Impulse_Purchasing_Behavior.pdf

Virvilaité, R., Saladiené, V., & Zvinklyté, J. (2011). The impact of external and internal
stimuli on impulsive purchasing. Economics and Management, 16(1991), 1329-
1336. http://www.ktu.lt/It/mokslas/zurnalai/ekovad/16/1822-6515-2011-1329.pdf

Voss, K.E., Spangenberg, E.R. and Grohmann, B. (2003), “Measuring the hedonic and
utilitarian dimensions of consumers attitude”, Journal of Marketing Research,
Vol.40 No.3, pp. 310-320.

Wandoko, W., & Panggati, I. E. (2020). Analisa Faktor-Faktor Yang Mempengaruhi
Sikap Konsumen Pada Iklan Digital Di Indonesia. Infotech: Journal of Technology
Information, 5(1), 25-30. https://doi.org/10.37365/jti.v5i1.55

Wang, X., Wang, H., & Zhang, C. (2022). Systems_thinking_Perspective.

Wati, R. A., Basalamah, M. R., & Rahmawati. (2018). Pengaruh Lingkungan Teman
Sebaya, Viral Marketing, Dan Customer Online Review Terhadap Keputusan
Pembelian Impulsif Secara Online Di Shopee (Studi Kasus Mahasiswa Fakultas
Ekonomi Dan Bisnis Angkatan 2018 Universitas Islam Malang). Riset Manajemen,
10(13), 120-133.

Zernigah, Kiani Irshad; Sohail, Kamran. Management & Marketing; Bucharest Vol. 7,
Iss. 4, (2012): 645-6. (2012). Towards Viral Marketing in Pakistan. 7(4), 19.



	Page 1

