
79 

 

DAFTAR PUSTAKA 

A. Muri Yusuf. (2014). metode penelitian kuantitatif, kualitatif & penelitian gabungan. 

Balakrishnan, B. K., Dahnil, M. I., & Yi, W. J. (2013). The Impact of Social Media 

Marketing Medium toward Purchase Intention and Brand Loyalty among 

Generation Y. Procedia - Social and Behavioral Sciences. 

https://doi.org/10.1016/j.sbspro.2014.07.032 

Banjarnahor, A. R., Purba, B., Sudarso, A., Sahir, S. H., Munthe, R. N., Kato, I., 

Gandasari, D., Purba, S., Muliana, Ashoer, M., Tjiptadi, D. D., Hendra, Simarmata, 

H. M. P., Berlien, R., & Hasyim. (2021). Manajemen Komunikasi Pemasaran. 

Bataineh, A. Q. (2015). The Impact of Perceived e-WOM on Purchase Intention: The 

Mediating Role of Corporate Image. International Journal of Marketing Studies, 

7(1). https://doi.org/10.5539/ijms.v7n1p126 

Choudhary, D. N., Gautam, C., & Arya, V. (2020). Digital Marketing Challenge and 

Opportunity with Reference to Tiktok a New Rising Social Media Platform. 

https://www.researchgate.net/publication/350687355 

Damayanti, T., & Gemiharto, I. (2019). Kajian Dampak Negatif Aplikasi Berbagi Video 

bagi Anak-Anak di Bawah Umur di Indonesia. 

Dewa, C. B., & Safitri, L. A. (2021). Pemanfaatan Media Sosial Tiktok Sebagai Media 

Promosi Industri Kuliner Di Yogyakarta Pada Masa Pandemi Covid-19 (Studi 

Kasus Akun TikTok Javafoodie). Khasanah Ilmu - Jurnal Pariwisata Dan Budaya, 

12(1), 65–71. https://doi.org/10.31294/khi.v12i1.10132 

Elseidi, R. I., & El-Baz, D. (2016). Electronic Word of Mouth Effects on Consumers 

Brand Attitudes, Brand Image and Purchase Intention: An Empirical Study in 

Egypt. 7(5). 

Firmansyah, A. (2020). Buku Komunikasi Pemasaran. 

Hasena, C., & Sakapurnama, E. (2021). Leveraging Electronic Word of Mouth on 

TikTok: Somethinc Skin Care Product Innovation to Increase Consumer Purchase 

Intention. Hasanuddin Economics and Business Review, 5(1), 19. 

https://doi.org/10.26487/hebr.v5i1.2746 

Indarto, A. T. (2016). Pengaruh Citra Merek pada Kesediaan Konsumen untuk 

Membayar Harga Premium Produk Starbuks. 



80 

 

Jacobson, J., Gruzd, A., & Hernandez-Garcia, A. A. (2020). Social media marketing: 

Who is watching the watchers? Journal of Retailing and Consumer Services, 53. 

https://doi.org/10.1016/j.jretconser.2019.03.001 

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. 30. 

Josephine, A., & Yuniarti, T. (2021). Pengaruh e-WoM Melalui TikTok terhadap Citra 

Perusahaan e-Commerce Sociolla. www.sociolla.com 

Kamboj, S., Sarmah, B., Gupta, S., & Dwivedi, Y. K. (2017). In the S-O-R model, 

“organism” refers to humans’ affective and cognitive intermediary states that 

mediate the influence of the stimulus on individuals’ responses. International 

Journal of Information Management, 169–185. 

Kayode, O. (2014). Marketing Communications. 

King, R. A., Racherla, P., & Bush, V. D. (2014). What We Know and Don’t Know about 

Online Word-of-Mouth: A Review and Synthesis of the Literature. 28(3). 

https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2014.02.001 

Kotler, P., & Armstrong, G. (2012). Prinsip - Prinsip Pemasaran (B. Sabran (ed.)). 

Erlangga. 

Kotler, P., & Keller, K. L. (2012). Management marketing. In Agrekon (Vol. 11, Issue 

1). 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.,). Londot : Perason 

Education. 

Kurniawan, A. W., & Puspitaningtyas, Z. (2016). Metode Penelitian Kuantitatif. 

Pandiva Buku. 

Lestari, E. D., & Gunawan, C. (2021). Pengaruh E-Wom Pada Media Sosial Tiktok 

Terhadap Brand Image Serta Dampaknya Pada Minat Beli. Jurnal Ekonomi, 

Manajemen, Bisnis, Dan Sosial, 1(2), 75–82. https://embiss.com/index.php/embiss 

Marianne Kulmala, Nina Mesiranta, P. T. (2013). Organic and amplified eWOM in 

consumer fashion blogs. Journal of Fashion Marketing and Management, 17, 20–

37. 

Mulitawati, I. M., & Retnasary, M. (2020). Strategi Komunikasi Pemasaran dalam 



81 

 

Membangun Brand Image Melalui Sosial Media Instagram (Studi kasus deskriptif 

komunikasi pemasaran prodak polycrol forte melalui akun instagram 

@ahlinyaobatmaag). Komunikologi: Jurnal Pengembangan Ilmu Komunikasi Dan 

Sosial, 4(1), 23. https://doi.org/10.30829/komunikologi.v4i1.7616 

Nasrullah, R. (2015). Media sosial Perspektif Komunikasi ,Budaya, dan Sosioteknologi. 

Permatasari, N., & Trijayanto, D. (2017). Motif Eksistensi melalui Penggunaan Hashtag 

( #OOTD ) di Media Sosial Instagram. 2, 252–273. 

Sannya, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase Intention 

on Indoensia Male’s Skin Care by Social Media Marketing Effect Towards Brand 

Image and Brnad Trust. Management Sciense Letters, 10(10). 

https://doi.org/0.5267/j.msl.2020.3.023 

Semuel, H., & Lianto, A. S. (2014). Analisis eWOM, Brand Image, Brand Trust dan 

Minat Beli Produk Smartphone di Surabaya. Jurnal Manajemen Pemasaran, 8(2). 

Sipahutar, E. K. S., & Nugrahani, R. U. (2021). Pengaruh Eletronic Word of Mouth (E-

WOM) terhadap Brand Image Dear Me Beauty. 

Sugiyono. (2013). metode penelitian kuantitatif kualitatif & rd. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. 

Sukma Wijaya, B. (2013). Dimensions of Brand Image: A Conceptual Review from the 

Perspective of Brand Communication. European Journal of Business and 

Management, 5(31). 

Surokim. (2017). Internet, Media Sosial, dan Perubahan Sosial di Madura. Malang : 

Inteligensia Media, 2017. 

Syifa, P., & Rinawati, R. (2022). Pemanfaatan Media Sosial Tiktok sebagai Media 

Promosi Brand El Petri. 2. https://doi.org/10.29313/bcscm.v2i2.4198 

Widyawati, D. D. (2017). Pengaruh Electronic Word of Mouth Terhadap Brand Image 

Dan Purchase Intention Pada Produk Starbucks (Studi Pada Pengguna Instagram 

Di Kota Malang). www.halomalang.com 

Wisnuadi, K. (2022). Data Statistik Jumlah Pengguna Tiktok (April 2022). 

Dipstrategy.Co.Id. https://dipstrategy.co.id/blog/data-statistik-jumlah-pengguna-

tiktok-april-2022-lengkap/ 

 


