
73 

 

REFERENCES 

Ahdiat, A. (2024, January 10). 5 E-Commerce dengan Pengunjung 

Terbanyak Sepanjang 2023. Databoks. 

https://databoks.katadata.co.id/datapublish/2024/01/10/5-e-

commerce-dengan-pengunjung-terbanyak-sepanjang-2023 

AJ Marketing. (2023). Indonesia digital marketing 2023 : Where to 

start. https://www.ajmarketing.io/post/indonesia-digital-marketing-

2023-where-to-start 

Albayrak, M., & Ceylan, C. (2021). Effect of eWom on purchase 

intention: Meta-analysis. Data Technologies and Applications, 

55(5), 810–840. https://doi.org/10.1108/DTA-03-2020-0068 

Anggela, L. N. (2024, January 5). Kemendag Ramal Transaksi E-

Commerce di RI Tembus Rp533 Triliun. Kementrian Perdagangan 

Republik Indonesia. https://www.kemendag.go.id/berita/pojok-

media/kemendag-ramal-transaksi-e-commerce-di-ri-tembus-rp533-

triliun 

Augusto, M., & Torres, P. (2018). Effects of brand attitude and eWOM 

on consumers’ willingness to pay in the banking industry: 

Mediating role of consumer-brand identification and brand equity. 

Journal of Retailing and Consumer Services, 42, 1–10. 

https://doi.org/10.1016/j.jretconser.2018.01.005 

Babić Rosario, A., Sotgiu, F., De Valck, K., & Bijmolt, T. H. A. (2016). 

The Effect of Electronic Word of Mouth on Sales: A Meta-Analytic 

Review of Platform, Product, and Metric Factors. Journal of 

Marketing Research, 53(3), 297–318. 

https://doi.org/10.1509/jmr.14.0380 

Bae, S., Jung, T., Moorhouse, N., Suh, M., & Kwon, O. (2020). The 

influence of mixed reality on satisfaction and brand loyalty: A 

brand equity perspective. Brand Equity. 

https://doi.org/10.20944/preprints202001.0384.v1 



74 

 

Beneke, J., de Sousa, S., Mbuyu, M., & Wickham, B. (2016). The effect 

of negative online customer reviews on brand equity and purchase 

intention of consumer electronics in South Africa. The 

International Review of Retail, Distribution and Consumer 

Research, 26(2), 171–201. 

https://doi.org/10.1080/09593969.2015.1068828 

Bougie, R., & Sekaran, U. (2020). Research methods for business. 

Wiley. 

Cacaflyindonesia. (2023, July 24). Bisnis Makanan Hewan Mengalami 

Kenaikan Pasca-Pandemi. Cacafly Metrodata Indonesia. 

https://cacaflymetrodata.com/id/bisnis-makanan-hewan-

mengalami-kenaikan-pasca-pandemi/ 

Carrizo Moreira, A., Freitas, P. M., & Ferreira, V. M. (2017). The effects 

of brand experiences on quality, satisfaction and loyalty: an 

empirical study in the telecommunications multiple-play service 

market. Innovar, 27(64), 23–36. 

https://doi.org/10.15446/innovar.v27n64.62366 

Chen, Y.-L., Chang, C.-L., & Sung, A.-Q. (2021). Predicting eWOM’s 

influence on purchase intention based on helpfulness, credibility, 

information quality and professionalism. Sustainability, 13(13), 

7486. https://doi.org/10.3390/su13137486 

Chetioui, Y., Butt, I., & Lebdaoui, H. (2021). Facebook advertising, 

eWOM and consumer purchase intention-Evidence from a 

collectivistic emerging market. Journal of Global Marketing, 

34(3), 220–237. https://doi.org/10.1080/08911762.2021.1891359 

Chomiak-Orsa, I., & Liszczyk, K. (2020). Digital marketing as a digital 

revolution in marketing communication. Informatyka 

Ekonomiczna, 2020(2), 9–19. https://doi.org/10.15611/ie.2020.2.01 

Civelek, M. E., & Ertemel, A. V. (2019). The role of brand equity and 

perceived value for stimulating purchase intention in B2C e-



75 

 

Commerce web sites. Social Science Research Network. 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3332956 

Daowd, A., Hasan, R., Eldabi, T., Rafi-ul-Shan, P. M., Cao, D., & 

Kasemsarn, N. (2021). Factors affecting eWOM credibility, 

information adoption and purchase intention on Generation Y: a 

case from Thailand. Journal of Enterprise Information 

Management, 34(3), 838–859. https://doi.org/10.1108/JEIM-04-

2019-0118 

Dwiputra, R. C., Handayani, P. W., Snnarso, F. P., & Hilman, M. H. 

(2021). The Influence of Electronic Word-of-Mouth Information 

Quality Dimensions on Consumer Product Purchase in Online 

Marketplace. 2021 International Conference on Advanced 

Computer Science and Information Systems (ICACSIS), 1–6. 

https://doi.org/10.1109/ICACSIS53237.2021.9631356 

Eagle, L., Czarnecka, B., Dahl, S., & Lloyd, J. (2020). Marketing 

communications. Routledge. 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media 

on consumers’ purchase intentions: An extended approach to 

information adoption. Computers in Human Behavior, 61, 47–55. 

https://doi.org/10.1016/j.chb.2016.03.003 

Fachrurazi, F., Silalahi, S. A. F., Hariyadi, H., & Fahham, A. M. 

(2023a). Building halal industry in Indonesia: the role of electronic 

word of mouth to strengthen the halal brand image. Journal of 

Islamic Marketing, 14(8), 2109–2129. 

https://doi.org/10.1108/JIMA-09-2021-0289 

Fachrurazi, F., Silalahi, S. A. F., Hariyadi, H., & Fahham, A. M. 

(2023b). Building halal industry in Indonesia: The role of 

electronic word of mouth to strengthen the halal brand image. 

Journal of Islamic Marketing, 14(8), 2109–2129. 

https://doi.org/10.1108/JIMA-09-2021-0289 



76 

 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking 

sites and impact on purchase intention and brand image in Iran. 

Journal of Advances in Management Research, 15(2), 161–183. 

https://doi.org/10.1108/JAMR-05-2017-0062 

Farzin, M., Ghaffari, R., & Fattahi, M. (2022). The influence of social 

network characteristics on the purchase intention. Business 

Perspectives and Research, 10(2), 267–285. 

https://doi.org/10.1177/22785337211009661 

Febrian, A., & Fadly, M. (2021). The impact of customer satisfaction 

with ewom and brand equity on e-commerce purchase intention in 

Indonesia moderated by culture. Binus Business Review, 12(1), 41–

51. https://doi.org/10.21512/bbr.v12i1.6419 

Firmansyah, A. [Dr. M. A. F. SE. MM. ]. (2019). Pemasaran produk 

dan merek. Penerbit Qiara Media. 

Ghozali, I. (2021). Partial Least Squares : Konsep, Teknik dan Aplikasi 

Menggunakan Program SmartPLS 3.2.9 Untuk Penelitian Empiris 

(3rd ed.). Badan Penerbit Universitas Diponegoro. 

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. 

https://doi.org/10.1002/cjas.129 

Hair Jr, J. F., Hulk, G. T. M., Ringl, C. M., & Sarstedt, M. (2022). A 

Primer on Partial Least Squares Structural Equation Modeling 

(PLS-SEM) (T. L. Paulsen, Ed.; 3rd ed., Vol. 1). SAGE Publication. 

Hoang, L. N., & Tung, L. T. (2023). Electronic word of mouth, brand 

image and young customers’ online purchase intention during 

the COVID-19 pandemic. Journal of Advances in Management 

Research, 20(5), 883–895. https://doi.org/10.1108/JAMR-02-2023-

0059 



77 

 

Indrawati. (2015). Metode penelitian manajemen dan bisnis : 

Konvergensi teknologi komunikasi dan informasi. 

Indrawati. (2017). Perilaku konsumen individu : Dalam mengadopsi 

layanan berbasis teknologi informasi dan komunikasi (Indrawati, 

Ed.; 1st ed., Vol. 1). Refika Aditama. 

Indrawati, I., Camilien, F. A., & Pillai, S. K. B. (2023). Measurement of 

Variables to Predict Purchase Decisions Toward Halal Product: 

Study at Inglot (pp. 283–289). https://doi.org/10.2991/978-94-

6463-292-7_17 

Indrawati, Khoirunnisa, A., Ahmad, F., Brilliany, K., Hazim, Z., & 

Kurniawan, K. (2023). Komunikasi pemasaran digital: Konsep, 

strategi, kasus, dan penelitian (1st ed.). Refika Aditama. 

Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the 

TikTok application and its influence on the purchase intention of 

somethinc products. Asia Pacific Management Review, 28(2), 174–

184. https://doi.org/10.1016/j.apmrv.2022.07.007 

Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D. (2017a). 

Electronic word of mouth (eWOM) in the marketing context. 

Springer International Publishing. https://doi.org/10.1007/978-3-

319-52459-7 

Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D. (2017b). 

Traditional Word-of-Mouth (WOM). In E. Ismagilova, Y. K. 

Dwivedi, E. Slade, & M. D. Williams (Eds.), Electronic Word of 

Mouth (eWOM) in the Marketing Context: A State of the Art 

Analysis and Future Directions (pp. 5–15). Springer International 

Publishing. https://doi.org/10.1007/978-3-319-52459-7_2 

Kannan, P. K., & Li, H. “Alice.” (2017). Digital marketing: A 

framework, review and research agenda. International Journal of 

Research in Marketing, 34(1), 22–45. 

https://doi.org/10.1016/j.ijresmar.2016.11.006 



78 

 

Khan, Z., Khan, A., Nabi, M. K., Khanam, Z., & Arwab, M. (2023). The 

effect of eWOM on consumer purchase intention and mediating 

role of brand equity: A study of apparel brands. Research Journal 

of Textile and Apparel. https://doi.org/10.1108/RJTA-11-2022-0133 

Kompas. (2023, April 17). Minat Belanja Lewat Marketplace Gen Y dan 

Z Terus Meningkat. Kompas.ID. 

https://www.kompas.id/baca/adv_post/minat-belanja-lewat-

marketplace-gen-y-dan-z-terus-meningkat 

Kotler, M., Cao, T., Wang, S., & Qiao, C. (2020). Marketing strategy in 

the digital age: Applying Kotler’s strategies to digital marketing. 

World Scientific. 

Kotler, P., & Armstrong, G. (2021). Principles of marketing, global 

edition (18th ed.). Pearson. 

Kotler, P., & Keller, K. L. (2016). Marketing management 15th ed. 

http://digilib.perbanas.id/index.php?p=show_detail&id=10252 

Kotler, P., Keller, K. L., & Chernev, A. (2021). Marketing management. 

Pearson. 

Lee, J., Park, D.-H., & Han, I. (2008). The effect of negative online 

consumer reviews on product attitude: An information processing 

view. Electronic Commerce Research and Applications, 7(3), 341–

352. https://doi.org/10.1016/j.elerap.2007.05.004 

Liu, H., Jayawardhena, C., Shukla, P., Osburg, V.-S., & Yoganathan, V. 

(2024). Electronic word of mouth 2.0 (eWOM 2.0) – The evolution 

of eWOM research in the new age. Journal of Business Research, 

176, 114587. https://doi.org/10.1016/j.jbusres.2024.114587 

Magpie. (2024). Magpie Data Indonesia - Cat Food. 

Mahrinasari, M. S., Marquette, C., & Bangsawan, S. (2017). Impact of 

electronic word-of-mouth communication on building brand 

equity: an Indonesian perspective. J. for Global Business 

Advancement, 10(5), 527. 

https://doi.org/10.1504/JGBA.2017.088938 



79 

 

Majeed, M., Owusu-Ansah, M., & Ashmond, A.-A. (2021). The 

influence of social media on purchase intention: The mediating 

role of brand equity. Cogent Business & Management, 8(1). 

https://doi.org/10.1080/23311975.2021.1944008 

Nor, K. M., & Pearson, J. M. (2008). An exploratory study into the 

adoption of internet banking in a developing country: Malaysia. 

Journal of Internet Commerce, 7(1), 29–73. 

https://doi.org/10.1080/15332860802004162 

Paramita, R., Noviansyah, R., & Riza, S. (2021). Metode penelitian 

kuantitatif: Buku ajar perkuliahan metodologi peneli Tian bagi 

mahasiswa akuntansi & manajemen (3rd ed.). WIDYA GAMA 

PRESS. 

Petty, R. E., & Cacioppo, J. T. (1984). The effects of involvement on 

responses to argument quantity and quality: Central and peripheral 

routes to persuasion. Journal of Personality and Social 

Psychology, 46(1), 69–81. https://doi.org/10.1037/0022-

3514.46.1.69 

Prasetio, A., Witarsyah, N. A., & Indrawati, I. (2024). The effect of e-

WOM on purchase intention in e-commerce in Indonesia through 

the expansion of the information adoption model. International 

Journal of Data and Network Science, 8(3), 1959–1968. 

https://doi.org/10.5267/j.ijdns.2024.1.017 

Prasetyo, A. Y. (2023). Peluang bisnis hewan peliharaan di indonesia. 

https://www.kompas.id/baca/riset/2023/08/03/peluang-bisnis-

hewan-peliharaan-di-indonesia 

Puthuserry, A. D. (2020). Digital Marketing: An Overview (1st ed., Vol. 

1). Notion Press. 

Richan, A. L. (2024, February 27). Aplikasi belanja online sebagai 

media transisi dari era Tradisional ke digital. Purwadhika Digital 

Technology School. https://purwadhika.com/en/blog/aplikasi-



80 

 

belanja-online-sebagai-media-transisi-dari-era-tradisional-ke-

digital 

Sea Limited. (2024). Shopee. Sea Limited. 

https://www.sea.com/products/shopee 

Sekaran, U., & Bougie, R. (2016). Research methods for business. John 

Wiley & Sons. 

Shopee. (2024). About Shopee. Shopee Career. 

https://careers.shopee.co.id/about 

Sijoria, C., Mukherjee, S., & Datta, B. (2018). Impact of the antecedents 

of eWOM on CBBE. Marketing Intelligence & Planning, 36(5), 

528–542. https://doi.org/10.1108/MIP-10-2017-0221 

Sinaga, B. A., & Sulistiono, S. (2020). Pengaruh electronic word of 

mouth dan promosi media sosial terhadap minat beli pada produk 

fashion Eiger. Jurnal Ilmiah Manajemen Kesatuan, 8(2), 79–94. 

https://doi.org/10.37641/jimkes.v8i2.329 

Siregar, S. (2017). Metode Pemilihan Kuantitatif: Dilengkapi dengan 

Perbandingan Perhitungan Manual & SPSS (4th ed., Vol. 1). 

Kencana. 

SmartPLS. (2024). Model Fit. 

https://www.smartpls.com/documentation/algorithms-and-

techniques/model-fit 

Statista. (2024). Makanan hewan - Indonesia. 

https://www.statista.com/outlook/cmo/food/pet-food/indonesia 

Sugiyono, Prof. Dr. (2023). Metode penelitian kuantitatif, kualitatif, dan 

R&D (2nd ed., Vol. 5). ALFABETA. 

Swami, K. Y. (2023). Why Every Business Needs a Digital Marketing 

Strategy. International Journal For Multidisciplinary Research, 

5(1). https://doi.org/10.36948/ijfmr.2023.v05i01.1805 

Thakur, R. (2019). The moderating role of customer engagement 

experiences in customer satisfaction–loyalty relationship. 



81 

 

European Journal of Marketing, 53(7), 1278–1310. 

https://doi.org/10.1108/EJM-11-2017-0895 

Tiago, M. T. P. M. B., & Veríssimo, J. M. C. (2014). Digital marketing 

and social media: Why bother? Business Horizons, 57(6), 703–708. 

https://doi.org/10.1016/j.bushor.2014.07.002 

Top Brand Award. (2022). Metodologi survey top brand index. 

Top Brand Award. (2023). Top brand index beserta kategori lengkap | 

Top Brand Award. https://www.topbrand-award.com/top-brand-

index/?tbi_year=2023&type=subcategory&tbi_find=MAKANAN

%20KUCING 

Turban, E., Whiteside, J., King, D., & Outland, J. (2017). Introduction 

to Electronic Commerce and Social Commerce (4th ed.). Springer. 

Wang, X., Teo, H.-H., & Wei, K. K. (2015). Simultaneity and 

interactivity of the effects of communication elements on 

consumers’ decision making in EWOM systems. Journal of 

Electronic Commerce Research, 16(3), 153–174. 

http://web.csulb.edu/journals/jecr/issues/20153/Paper1.pdf 

Whiskas Indonesia. (2024a). Kenapa whiskas. 

Whiskas Indonesia. (2024b). Tentang | WHISKAS®. 

https://www.whiskasindonesia.com/tentang 

Winarno, K. O., & Indrawati, I. (2022). Impact of social media 

marketing and electronic word of mouth (E-WOM) on purchase 

intention. Jurnal Aplikasi Manajemen, 20(3). 

https://doi.org/10.21776/ub.jam.2022.020.03.15 

Zuhriyah, U. (2024, January 16). Perbedaan Ecommerce vs 

Marketplace, Mana yang Lebih Baik? Tirto.Id. 

https://tirto.id/perbedaan-ecommerce-vs-marketplace-gUuE 

  

 

  


