
84 
 

DAFTAR PUSTAKA 

Aaker, D. A. (1996). Building Strong Brands. Free Press. 

Ahmad Syarief Iskandar, Hillman Wirawan, & Rudi Salam (2024). Students’   

perceived value in higher education institutions: Investigating the role of 

antecedents and context. Cogent Business & Management, 11(1). DOI: 

10.1080/23311975.2024.2313789. 

Amelia Ghadani, Ani Muwarni Muhar, & Ade Indah Sari (2022). Pengaruh brand 

ambassador dan brand image terhadap keputusan pembelian di Shopee dengan 

mediasi brand awareness. Quantitative, Linear Regression. 

Ashley, C., & Tuten, T. (2015). Creative strategies in social media marketing: An 

exploratory study of branded social content and consumer engagement. 

Psychology & Marketing, 32(1), 15–27. DOI: 10.1002/mar.20761. 

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–

1182. DOI: 10.1037/0022-3514.51.6.1173. 

Cindy Megasari Manik & Onan Marakali Siregar (2022). Pengaruh brand image 

dan brand awareness terhadap keputusan pembelian pada konsumen Starbucks 

di Kota Medan. Quantitative, Associative Approach. 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods (12th ed.). 

McGraw-Hill Education. 

David Chandra & Mega Mirasaputri Cahyanti (2021). Pengaruh viral marketing 

dan word of mouth terhadap keputusan pilihan kampus mahasiswa Institut 

Teknologi dan Bisnis Asia Malang. Quantitative, Linear Regression. 

Dillman, D. A., Smyth, J. D., & Christian, L. M. (2014). Internet, Phone, Mail, and 

Mixed-Mode Surveys: The Tailored Design Method (4th ed.). Wiley. 

Dr. Ravi Jeswani (2023). The role and importance of social media marketing in 

brand building. Irish Interdisciplinary Journal of Science & Research, 7(4), 1-

9. DOI: 10.46759/IIJSR.2023.7401. 

Eka Sri Wahyuni (2022). Pengaruh brand trust dan perceived value terhadap 

keputusan mahasiswa memilih program studi di IAIN Bengkulu. Quantitative, 

Linear Regression. 

https://doi.org/10.1080/23311975.2024.2313789
https://doi.org/10.1002/mar.20761
https://doi.org/10.1037/0022-3514.51.6.1173
https://doi.org/10.46759/IIJSR.2023.7401


85 
 

Fakhrul Hilman Ramadhan (2024). Pengaruh penggunaan social media marketing 

dan content marketing terhadap brand awareness di institusi pendidikan. 

Quantitative, Linear Regression. 

Farhan Saputra & Franciscus Dwikotjo Sri Sumantyo (2022). The role of marketing 

management in information industry: Corporate image, brand awareness, and 

promotion. Journal of Applied Management and Business, 3(2), 46-54. DOI: 

10.37802/jamb.v3i2.267. 

Fransisca Jovita Amelfdi & Elia Ardyan (2021). Pengaruh brand awareness, brand 

image, dan kualitas produk terhadap keputusan pembelian. Quantitative, 

Multiple Linear Regression. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 

(9th ed.). Universitas Diponegoro. 

Gunawan Bata Ilyas et al. (2020). Reflective model of brand awareness on 

repurchase intention and customer satisfaction. Journal of Asian Finance, 

Economics, and Business, 7(9), 427–438. DOI: 10.13106/jafeb.2020.vol 7.no 

9.427. 

Gujarati, D. N., & Porter, D. C. (2009). Basic Econometrics (5th ed.). McGraw-

Hill/Irwin. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2022). Multivariate Data 

Analysis. Pearson Education. 

Ita Munawaroh & R. A. Nurlinda (2023). Pengaruh social media marketing dan 

brand ambassador terhadap keputusan pembelian melalui brand image pada 

produk skincare Whitelab. Quantitative, Path Analysis. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges 

and opportunities of social media. Business Horizons, 53(1), 59–68. DOI: 

10.1016/j.bushor.2009.09.003. 

Keller, K. L. (2001). Building customer-based brand equity: A blueprint for 

creating strong brands. Marketing Science Institute Working Paper Series, 

01(107), 1–39. 

Keller, K. L. (2021). Strategic Brand Management: Building, Measuring, and 

Managing Brand Equity (5th ed.). Pearson Education. 

https://doi.org/10.1016/j.bushor.2009.09.003


86 
 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed.). Pearson 

Education. 

Kotler, P., & Fox, K. F. A. (1995). Strategic Marketing for Educational Institutions 

(2nd ed.). Prentice Hall. 

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

Education. 

Latan, H., & Ghozali, I. (2012). Partial Least Squares: Concepts, Techniques, and 

Applications. Universitas Diponegoro. 

Lisma Indriani & Kartini Harahap (2024). Pengaruh social media marketing, brand 

image, dan brand awareness terhadap keputusan pembelian Scarlett Whitening. 

Quantitative, Multiple Linear Regression. 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of 

the promotion mix. Business Horizons, 52(4), 357–365. 

Malhotra, N. K. (2010). Marketing Research: An Applied Orientation. Pearson 

Education. 

Monroe, K. B. (1991). Pricing: Making Profitable Decisions. McGraw-Hill. 

Oktavia, M., Pradana, M., Wardhana, A., & Joviano, R. (2025). Analysis of the 

Effect of E-Commerce Affiliate Marketing on Increasing Consumer Purchase 

Intention 2 Literature Review. 24, 326–334.  

Pulizzi, J. (2014). Epic Content Marketing: How to Tell a Different Story, Break 

Through the Clutter, and Win More Customers by Marketing Less. McGraw-

Hill Education. 

Putri, A. J., Syahputra, & Pradana, M. (2024). The influence of social presence on 

purchase intention in live video commerce (empirical study in Bandung City). 

Journal of Applied Business, Taxation and Economics Research (JABTER), 

4(1), 121–130. https://doi.org/10.54408/jabter.v4i1.380 

Rani, F. D., & Madiawati, P. N. (2022). Pengaruh Perilaku Konsumen, Brand 

Image Dan Rebranding Terhadap Keputusan Pembelian Pada Produk Iconnet 

Di Bandung. Publik: Jurnal Manajemen Sumber Daya Manusia, Administrasi 

Dan Pelayanan Publik, 9(2), 300–311. 

https://doi.org/10.54408/jabter.v4i1.380


87 
 

Ridho Ramadhani Irdasyah, Renny Risqiani, & Farah Margaretha (2022). The 

influence of social media marketing activities, brand awareness, brand image, 

against purchase intention. Quantitative, SEM using SmartPLS 3. 

Rubiyanti, N., Mohaidin, Z., & Murshid, M. A. (n.d.). Purchasing behaviour: 

Mediating roles of brand personality and religiosity in the purchase of halal 

cosmetics. Graduate School of Business, University Sains Malaysia. 

Sara Eslami (2020). The effect of brand experience on brand equity and brand 

loyalty through the mediating role of brand awareness, brand image, and 

perceived quality. Quantitative, SEM using PLS. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building 

Approach (7th ed.). Wiley. 

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The 

development of a multiple item scale. Journal of Retailing, 77(2), 203–220. 

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

Alfabeta. 

We Are Social & Meltwater. (2024). Digital 2024: Global Overview Report. 

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. 

 

 

 

 

 

 

 

 

 

 

 

 


