
 

130 
 

DAFTAR REFERENSI 

 

 Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS): alternatif 

structural equation modeling (SEM) dalam penelitian bisnis (22nd ed.). 

Penerbit Andi. 

Ahmad, S. Z., Abu Bakar, A. R., & Ahmad, N. (2019). Social media adoption and 

its impact on firm performance: the case of the UAE. International Journal of 

Entrepreneurial Behaviour and Research, 25(1), 84–111. 

https://doi.org/10.1108/IJEBR-08-2017-0299 

Alhadid, A. Y., & Alhadeed, A. Y. (2017). The Impact of Social Media Marketing 

on Purchase Intention. In International Business Management (Vol. 11, p. 11). 

Amalia, Hartini, S., & Syahril, M. (2017). Analisis Perilaku Konsumen terhadap 

Proses Keputusan Pembelian Ponsel (Studi Kasus Mahasiswa Prodi 

Manajemen Universitas Pakuan Bogor). 1(1), 12.  

Amanah, D., Hurriyati, R., Gaffar, V., Layla, A. A., & Harahap, D. A. (2018). Effect 

of Price and Product Completeness to Consumer Purchase Decision at 

Tokopedia.com. December, 34–37. 

https://doi.org/10.5220/0007114300340037 

Ambarwati, Y., Rachma, N., & Rahman, F. (2020). Pengaruh Pemilihan Tata Letak 

Produk, Harga Dan Kelengkapan Produk Terhadap Keputusan Pembelian 

Pada Royal ATK (Studi Kasus Mahasiswa FEB Angkatan 2016 Universitas 

Islam Malang). Angewandte Chemie International Edition, 6(11), 951–952., 

2013–2015. 

Anggita, R., & Ali, H. (2017). The Influence of Product Quality, Service Quality 

and Price to Purchase Decision of SGM Bunda Milk (Study on PT. Sarihusada 

Generasi Mahardika Region Jakarta, South Tangerang District). Scholars 

Bulletin (A Multidisciplinary Journal), 3(6), 261–272. 

https://doi.org/10.21276/sb 

Ardiansyah, F., & Sarwoko, E. (2020). How social media marketing influences 

consumers purchase decision? A mediation analysis of brand awareness. 

JEMA: Jurnal Ilmiah Bidang Akuntansi Dan Manajemen, 17(2), 156. 

https://doi.org/10.31106/jema.v17i2.6916 

Aripin, N., Arifin, R., & Slamet, A. R. (2017). Pengaruh Faktor Lokasi, 

Kelengkapan Produk Dan Harga Terhadap Pembelian Ulang Konsumen. 

Jurnal Ilmiah Riset Manajemen. 

Arta, I. G. S., & Yasa, N. N. K. (2019). the Role of Purchase Intention on Mediating 

the Relationship of E-Wom and E-Wom Credibility To Purchase Decision. 

Russian Journal of Agricultural and Socio-Economic Sciences, 86(2), 33–39. 

https://doi.org/10.18551/rjoas.2019-02.06 

As’ad, H. A.-R., & Alhadid, A. Y. (2014). The Impact of Social Media Marketing 



 

131 
 

on Brand Equity: An Empirical Study on Mobile Service Providers in Jordan 

Corrent Journal of Applied Sciences and Technology, ISSN;-24571024, 09), 

334–345. 

Bugis, M., Kembauw, E., Sangadji, M., Djunaidi, F. G., Chairul Basrun Umanailo, 

M., Nur, H., & Tang, B. (2021). Analysis of completeness products and prices 

on the decision of buying atk (Office stationery) at ud. pemancar ilmu store in 

Namlea city. Proceedings of the International Conference on Industrial 

Engineering and Operations Management, 6115–6122. 

Chen, A., Lu, Y., & Wang, B. (2017). Customers’ purchase decision-making 

process in social commerce: A social learning perspective. International 

Journal of Information Management, 37(6), 627–638. 

https://doi.org/10.1016/j.ijinfomgt.2017.05.001 

Danniswara, R., Sandhyaduhita, P., & Munajat, Q. (2017). The impact of EWOM 

referral, celebrity endorsement, and information quality on purchase decision: 

A case of Instagram. Information Resources Management Journal, 30(2), 23–

43. https://doi.org/10.4018/IRMJ.2017040102 

Djaharuddin, D. (2021). The Impact of Quality of Service and Promotion upon the 

Online Consumer Buying Decisions. 52–59. 

Dumitrescu, L., Orzan, G., & Fuciu, M. (2016). Understanding The Online 

Consumer Behaviour And The Usage Of The Internet As A Business 

Environment – A Marketing Research. January 2015. 

Fahmi, S. N., Mulyaningsih, H. D., & Malik, M. (2022). Analisis Pengaruh Social 

Media Marketing terhadap Keputusan Pembelian Secara Online yang 

Dimoderasi Oleh Website Quality. 792–796. 

Ghozali, I. (2008). SEM Metode Alternatif dengan PLS. Badan Penerbit Universitas 

Diponegoro. 

Ghozali, I., & Latan, H. (2015). Partial least squares konsep, teknik dan aplikasi 

menggunakan program smartpls 3.0 untuk penelitian empiris. Semarang: 

Badan Penerbit UNDIP. 

Hair, J. F, Hult, G. T. M., Ringle, C. m., & Sarstedt, M. (2017). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM) (2nd ed.). 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in 

business research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

Hanaysha, J. R. (2018). An examination of the factors affecting consumer’s 

purchase decision in the Malaysian retail market. PSU Research Review, 2(1), 

7–23. https://doi.org/10.1108/prr-08-2017-0034 

Handi, H., Hendratono, T., Purwanto, E., & Ihalauw, J. J. O. I. (2018). The effect 

of E-WOM and perceived value on the purchase decision of foods by using 

the go-food application as mediated by trust. Quality Innovation Prosperity, 



 

132 
 

22(2), 112–127. https://doi.org/10.12776/qip.v22i2.1062 

Harahap, D. A., Amanah, D., & Agustini, F. (2018). Effect of Product 

Completeness and Price Effect of Product Completeness and Price on 

Consumer Purchasing Decision in SMEs Market Medan. Jurnal Manajemen, 

XXII(01), 47–61. 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

word-of-mouth via consumer-opinion platforms: What motivates consumers 

to articulate themselves on the Internet? Journal of Interactive Marketing, 

18(1), 38–52. https://doi.org/10.1002/dir.10073 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). The impact of user 

interactions in social media on brand awareness and purchase intention: The 

case of MINI on Facebook. Journal of Product and Brand Management, 22(5), 

342–351. https://doi.org/10.1108/JPBM-05-2013-0299 

Ismail, A. R. (2017). The influence of perceived social media marketing activities 

on brand loyalty: The mediation effect of brand and value consciousness. Asia 

Pacific Journal of Marketing and Logistics, 29(1), 129–144. 

https://doi.org/10.1108/APJML-10-2015-0154 

Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on 

a tourism destination choice. 22(5), 591–612. 

https://doi.org/10.1108/10662241211271563 

Jeong, E. H., & Jang, S. C. S. (2011). Restaurant experiences triggering positive 

electronic word-of-mouth (eWOM) motivations. International Journal of 

Hospitality Management, 30(2), 356–366. 

https://doi.org/10.1016/j.ijhm.2010.08.005 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media 

influencer marketing. Marketing Intelligence and Planning, 37(5), 567–579. 

https://doi.org/10.1108/MIP-09-2018-0375 

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

and opportunities of Social Media. Business Horizons, 53(1), 59–68. 

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

Kemp, S. (2021a). Digital 2021: Global Overview Report. Datareportal.Com. 

https://datareportal.com/reports/digital-2021-global-overview-report 

Kemp, S. (2021b). Digital 2021: Indonesia. Datareportal.Com. 

https://datareportal.com/reports/digital-2021-indonesia 

Kotler & Keller. (2016). Capturing Marketing Insights (Electronic Version). In 

Marketing Management. 

Kotler, P., & Armstrong, G. (2010). Principles of Marketing (The Prenti). Pearson. 

https://books.google.co.id/books?id=ZW2u5LOmbs4C 

Le, Q. H., Thanh, L., Nguyen, T., Tram, N., & Pham, A. (2019). The Impact of 

Click and Collect ’ s Service Quality on Customer Emotion and Purchase 

Decision : A Case Study of Mobile World in Vietnam. 6, 195–203. 



 

133 
 

https://doi.org/10.13106/jafeb.2019.vol6.no1.195 

Linnworks. (2021). 5 ecommerce trends you need to know for 2021 (based on 

Linnworks research). Linnworks.Com. 

https://www.linnworks.com/blog/ecommerce-trends-survey 

Munir, J., Shafi, K., Khan, F. A., & Ahmed, U. S. (2018). Elucidating the 

relationship of social media usage and e-WOM with brand related purchase 

decision involvement: an integrated meta-framework approach. WALIA 

Journal, 34(1), 59–64. www.Waliaj.com 

Munthe, R., & Peranginangin, A. M. (2020). The Effect of Service Quality and 

Facilities on Purchasing Decisions at UD . Bintang Petani Jaya in 

Pematangsiantar. 2474–2487. 

Nafisah, F. R. (2021). Pengaruh E-Wom Dan Brand Image Terhadap Keputusan 

Pembelian Dengan Price Discount Sebagai Variabel Moderasi ( Studi Empiris 

Pada Konsumen Shopee Di Kota Magelang ). September, 301–309. 

Nasution, A. P., & Ramadhan, D. A. (2019). Effect Of Competitive Prices, 

Completeness Of Products, And Locations On Consumer Purchasing 

Decisions At Metro Electronics & Furniture Rantauprapat. BMC Public 

Health, 5(1), 1–8. 

Nur, A., Basri, H., Ahmad, R., Anuar, F. I., & Ismail, K. A. (2016). Effect of Word 

of Mouth Communication on Consumer Purchase Decision : Malay upscale 

restaurant. Procedia - Social and Behavioral Sciences, 222, 324–331. 

https://doi.org/10.1016/j.sbspro.2016.05.175 

Nurzana, N., & Bustami. (2021). The Influence of Product Completeness on 

Consumer Purchase Decisions at Supermarkets 88 Bengkalis (Case Study on 

Bengkalis City Community). Inovbiz: Jurnal Inovasi Bisnis, 9, 86–92. 

Oktafani, F., M, N. N. K., Saputri, M. E., & Gilang, T. (2020). Social Media 

Marketing , Electronic Word of Mouth , and its Effect on Purchase Decision 

Process on The Warunk Upnormal Consumer. 

Prasad, S., & Garg, A. (2018). Purchase decision of generation Y in an online 

environment. https://doi.org/10.1108/MIP-02-2018-0070 

Prasad, S., Gupta, I. C., & Totala, N. K. (2017). Social media usage, electronic word 

of mouth and purchase-decision involvement. Asia-Pacific Journal of 

Business Administration, 9(2), 134–145. https://doi.org/10.1108/APJBA-06-

2016-0063 

Pratiwi, W. A., & Yasa, N. N. K. (2019). The Role of Brand Image in Mediating 

the Effect of Electronic Word of Mouth on Brand Attitude of Shopee Fashion 

E-Commerce in Denpasar. 1905(2016), 89–96. https://doi.org/10.7176/EJBM 

Ryu, K., Lee, H.-R., & Kim, W. G. (2012). The influence of the quality of the 

physical environment, food, and service on restaurant image, customer 

perceived value, customer satisfaction, and behavioral intentions. 

International Journal of Contemporary Hospitality Management, 24(2), 175–



 

134 
 

199. https://doi.org/10.1108/09596111211206141 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building 

approach. john wiley & sons. 

Seo, E., & Park, J. (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(September 2017), 36–41. 

https://doi.org/10.1016/j.jairtraman.2017.09.014 

Setiadi, N. J. (2019). Perilaku Konsumen: Perspektif Kontemporer pada Motif, 

Tujuan, dan Keinginan Konsumen Edisi Ketiga Volume 3 dari Perilaku 

Konsumen. Prenada Media. 

https://books.google.co.id/books?id=DZLyDwAAQBAJ&dq=perilaku+kons

umen+adalah&lr=&hl=id&source=gbs_navlinks_s 

Simamora, B. (2008). Panduan Riset Perilaku Konsumen. Gramedia Pustaka 

Utama. 

Singarimbun, M., & Effendi, S. (1989). Metode Penelitian Survai. LP3ES. 

Slack, N., Singh, G., & Sharma, S. (2020). The effect of supermarket service quality 

dimensions and customer satisfaction on customer loyalty and disloyalty 

dimensions. International Journal of Quality and Service Sciences, 12(3), 

297–318. https://doi.org/10.1108/IJQSS-10-2019-0114 

Slamet, Prasetyo, B. P. W., & Azmala, I. (2022). The Impact of Electronic Word of 

Mouth and Brand Image on Online Purchase Decisions Moderated by Price 

Discount. 7(2), 139–148. 

Sucipto, & Amboningtyas, D. (2017). Effect Of Completeness Of Product, 

Location, And Price On Decision Of Purchase On Minimarket In Region Of 

Tembalang City Of Semarang. 32, 1–6. 

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Penerbit 

Alfabeta. 

Suhari, Y. (2010). E-Commerce : Model Perilaku Konsumen. Jurnal Dinamika 

Informatika, 2(2). 

Vongurai, R., Elango, D., & Phothikitti, K. (2018). Social Media Usage, Electronic 

Word of Mouth and Trust Influence Purchase-Decision Involvement in Using 

Traveling Services. Asia Pasific Journal of Multidisiplin Research, 6(4), 32–

37. 

Wenzl, M. (2021). Understanding Online Consumer Behaviors for a Better 

Customer Journey. Shipbob.Com. https://www.shipbob.com/blog/online-

consumer-behavior/ 

Wu, P. C. S., Yeh, G. Y., & Hsiao, C. (2011). The effect of store image and service 

quality on brand image and purchase intention for private label brands. 

Australasian Marketing Journal (AMJ), 19(1), 30–39. 

https://doi.org/10.1016/j.ausmj.2010.11.001 



 

135 
 

Yong, K., & Hassan, R. A. (2019). The Relationships Between Social Media 

Marketing and Entrepreneurial Success: A Conceptual Study on Homestay 

Business in Sabah, Malaysia. Review of Integrative Business and Economics 

Research, 8(1), 25–39. 

Zikrurrahman, F., Naufal, R. M., & Chaniago, H. (2021). The Effect of Product 

Completeness and Pricing on Consumer Purchase Decisions at Nano Stores 

During the COVID-19 Pandemic in Bandung Regency, Indonesia. 

International Journal Administration, Business & Organization, 2(1), 1–7. 

https://ijabo.a3i.or.id 

 


