
 

 

REFERENCE 

Alfian, N., & Nilowardono, S. (2019). The Influence of Social Media Marketing Instagram, 

Word of Mouth and Brand Awareness of Purchase Decisions on Arthenis Tour and 

Travel. IJEBD (International Journal Of Entrepreneurship And Business 

Development), 2(2), 218–226. https://doi.org/10.29138/ijebd.v2i2.770  

Ayuningtyas, L. L., & Sijabat, R. (2022). Brand Awareness Mediate the Influence of Social 

Media Marketing and Online Advertising on Purchase Decision. Budapest 

International Research and Critics Institute-Journal(BIRCI-Journal), 5, 29658–

29668. https://doi.org/10.33258/birci.v5i4.7118 

Bank Indonesia. (2023). Residential Property Prices Increasing Residential Property Prices 

in the Third Quarter of 2023. Graph 1, 1–9. 

https://www.bi.go.id/en/publikasi/laporan/Pages/SHPR_Tw_III_2023.aspx  

Basuki, S. A. R., Sampurno, D. H. A., & ... (2023). Pengaruh Digital Marketing Terhadap 

Keputusan Pembelian Properti Dan Brand Image Sebagai Mediasi Serta WOM 

Sebagai Moderasi Di Perumahan Grand Wisata. Jurnal Ekonomi …, 08(02), 204–212. 

https://journal.lppmpelitabangsa.id/index.php/jespb/article/view/807%0Ahttps://journ

al.lppmpelitabangsa.id/index.php/jespb/article/download/807/309 

Belch. (2020). Advertising and. In Director (Issue October). 

BİLGİN, Y. (2018). the Effect of Social Media Marketing Activities on Brand Awareness, 

Brand Image and Brand Loyalty. Business & Management Studies: An International 

Journal, 6(1). https://doi.org/10.15295/v6i1.229  

Dirjen Pekerjaan Umum dan Perumahan, “Generasi Milenial dan Generasi Z, Banyak 

Memanfaatkan KPR Bersubsidi,” Kementerian Pekerjaan Umum dan Perumahan 

Rakyat, 2021. https://pembiayaan.pu.go.id/news/detail/124/Generasi-Milenial-dan-Z-

https://doi.org/10.29138/ijebd.v2i2.770
https://doi.org/10.33258/birci.v5i4.7118
https://www.bi.go.id/en/publikasi/laporan/Pages/SHPR_Tw_III_2023.aspx
https://journal.lppmpelitabangsa.id/index.php/jespb/article/view/807%0Ahttps:/journal.lppmpelitabangsa.id/index.php/jespb/article/download/807/309
https://journal.lppmpelitabangsa.id/index.php/jespb/article/view/807%0Ahttps:/journal.lppmpelitabangsa.id/index.php/jespb/article/download/807/309
https://doi.org/10.15295/v6i1.229


 

 

Banyak Memanfaatkan-KPR-Bersubsidi  

Ghozali, I. (2012). Konsep, teknik dan Aplikasi SmartPLS 2.0 M3. Badan Penerbit 

Universitas Diponegoro. 

Hair, J. F. Jr., R. E. Anderson, R. L. Tatham, and W. C. Black. (2010). Multivariate Data 

Analysis. 5th edition. New York: Prentice Hall. 

Hair, J. F., M.Hult, G. T., M.RIngle, C., Sarstedst, M., P.Danks, N., & Ray, S. (2022). Review 

of Partial Least Squares Structural Equation Modeling (PLS-SEM) Using R: A 

Workbook. In Structural Equation Modeling: A Multidisciplinary Journal (Vol. 30, 

Issue 1). https://doi.org/10.1080/10705511.2022.2108813  

Hidayatullah, S., Tiyas, S. W., Alvianna, S., Sugeha, A. Z., & Rachmawati, I. K. (2019). 

Peran Mediasi Brand Images Pada Hubungan Antara Social Media Marketing Dan 

Kualitas Produk Terhadap Keputusan Pembelian (Studi Pada Wisatawan Yang 

Berbelanja Di Krisna Toko Oleh- Oleh Khas Bali). Pariwisata Pesona, 04(1), 1–10. 

Khotimah Harahap, L. (2020). Analisis SEM (Structural Equation Modelling) Dengan 

SMARTPLS (Partial Least Square) Oleh. 

Kotler, P.,Keller,L. Keller. (2016). A Framework for Marketing Management, 6th Edition. 

Global Edition : Pearson Education Limited. 

Kotler, & Keller. (2021). Intisari Manajemen Pemasaran (A. Pramesta (Ed.)). Pnenerbit Andi. 

Kotler, P., & Keller, K. L. (2019). Manajemen Pemasaran, Edisi 13, Jilid 1. 

Kristiawan, T. A., & Keni, K. (2020). Pengaruh Packaging, Social Media Marketing Dan 

Electronic Word of Mouth Terhadap Keputusan Pembelian Busana Brand Lokal [the 

Effect of Packaging, Social Media Marketing and Electronic Word of Mouth on 

Purchase Decisions on Local Brand Fashion]. DeReMa (Development Research of 

https://doi.org/10.1080/10705511.2022.2108813


 

 

Management): Jurnal Manajemen, 15(2), 244. 

https://doi.org/10.19166/derema.v15i2.2445  

Kurdi, B. Al, Alshurideh, M., Akour, I., Alzoubi, H. M., Obeidat, B., & Alhamad, A. (2022). 

The role of digital marketing channels on consumer buying decisions through eWOM in 

the Jordanian markets. International Journal of Data and Network Science, 6(4), 1175–

1185. https://doi.org/10.5267/j.ijdns.2022.7.002  

Latan, H., & Ghozali, I. (2015). Partial Least Squares: Concepts, Techniques and 

Applications using SmartPLS 3. 

Latief, Rusman. (2018). Word of Mouth Communication: Penjualan Produk. Surabaya: 

Media Sahabat Cendikia. 

Maghfiroh, K. (2019). Pengaruh Harga, Kualitas Produk Dan Word of Mouth Terhadap 

Kepuasan Konsumen Serta Implikasinya Pada Keputusan Pembelian Smartphone 

Xiaomi. Business Management Analysis Journal (BMAJ), 2(2), 34–44. 

https://doi.org/10.24176/bmaj.v2i2.4075 

Mulyansyah, G. T., & Sulistyowati, R. (2020). Pengaruh Digital Marketing Berbasis Sosial 

Media terhadap Keputusan Pembelian Kuliner di Kawasan G-Walk Surabaya. 

Pendidikan Tata Niaga, 9(1), 1097–1103. 

https://jurnalmahasiswa.unesa.ac.id/index.php/jptn/article/view/36056  

Maria, S., Pusriadi, T., & Darma, D. (2020). The Effect of Social Media Marketing, Word of 

Mouth, and Effectiveness of Advertising on Brand Awareness and Intention to Buy. 

KnE Social Sciences, 19(2), 107–122. https://doi.org/10.18502/kss.v4i3.6373  

Mustakim, S. A. (2019). Analisis Pengaruh Word of Mouth , Brand Awareness dan Region o 

f Origin terhadap Keputusan Pembelian di Warung Lesehan Bebek. 5(1), 20–29. 

https://doi.org/10.19166/derema.v15i2.2445
https://doi.org/10.5267/j.ijdns.2022.7.002
https://doi.org/10.24176/bmaj.v2i2.4075
https://jurnalmahasiswa.unesa.ac.id/index.php/jptn/article/view/36056
https://doi.org/10.18502/kss.v4i3.6373


 

 

Ningsi, W. P. W., & Ekowati, S. (2021). Pengaruh Promosi Di Media Sosial Dan Word Of 

Mouth Terhadap Keputusan Pembelian Skincare MS GLOW. Jurnal Manajemen Modal 

Insani Dan Bisnis (JMMIB), 2(1), 50–57. www. jurnal.imsi.or.id  

Philip, K., Keller, Lane, K., & Chernev, A. (2007). Marketing management. In Gestión y 

Estrategia (Vol. 31). https://doi.org/10.24275/uam/azc/dcsh/gye/2007n31/sanchez  

Pratama, A., & Yudhira, A. (2022). Pengaruh Gaya Hidup Dan Orientasi Pasar Terhadap 

Keputusan Pembelian Properti Di Pt. Rizki Mandiri. Value, 3(1), 36–47. 

https://doi.org/10.36490/value.v3i1.309  

Putri, A. V., & Bambang. (2022). Pengaruh Persepsi Harga, Lokasi, dan Word of Mouth 

Terhadap Keputusan Pembelian di Tahu Gejrot Mitoha Galak. Formosa Journal of 

Multidisciplinary Research, 1(3), 835–850. https://doi.org/10.55927/fjmr.v1i3.798  

Samudro, A., & Hamdan, H. (2023). Analysis Security, Location, and Word of Mouth of the 

Purchase Decision for Pantai Indah Kapuk 2 Housing. Dinasti International Journal of 

Management Science, 5(1), 44–56. https://doi.org/10.31933/dijms.v5i1.2009  

Saputri, A. A., Yacob, S., Feb, M., & Jambi, U. (2023). Model Keputusan Pembelian Rumah 

Subsidi Melalui Fasilitas Dimoderasi Oleh Citra Perusahaan (Studi Pada Konsumen 

Rumah Subsidi Kota Jambi). Jurnal Manajemen Terapan Dan Keuangan (Mankeu, 

12(04), 1027–1040.  

Setyawati, R., Suhartono, S., & Asmoro, P. N. (2022). Analisis Pengaruh Kualitas Produk 

Dan Harga Terhadap Keputusan Pembelian Konsumen Dalam Memilih Real Property 

Melalui Digital Marketing Sebagai Variabel Intervening Di Yogyakarta. Jurnal Riset 

Manajemen Sekolah Tinggi Ilmu Ekonomi Widya Wiwaha Program Magister 

Manajemen, 9(1), 68–84. https://doi.org/10.32477/jrm.v9i1.402  

https://doi.org/10.24275/uam/azc/dcsh/gye/2007n31/sanchez
https://doi.org/10.36490/value.v3i1.309
https://doi.org/10.55927/fjmr.v1i3.798
https://doi.org/10.31933/dijms.v5i1.2009
https://doi.org/10.32477/jrm.v9i1.402


 

 

Sekaran, U., & Bougie., R. (2017). Metode Penelitian Untuk Bisnis. Pendekatan 

Pengembangan-Keahlian, Edisis , Buku 2. Salemba Empat. 

Shofiyah Khairunnisa. (2022). Pengaruh Sosial Media Marketing Instagram, Brand Image, 

Dan Kualitas Produk Terhadap Keputusan Pembelian Pada Ms Glow (Studi Kasus Pada 

Konsumen Distributor Ms Glow Panakukkang Di Kota Makassar). CEMERLANG : 

Jurnal Manajemen Dan Ekonomi Bisnis, 2(4), 110–126. 

https://doi.org/10.55606/cemerlang.v2i4.502  

Soumena, F. Y., & Qayyum, N. (2022). Determinan Variabel Word of Mouth (Wom) Dan 

Islamic Brand Image Terhadap Keputusan Pembelian Properti Syariah (the Mata 

Residence Kabupaten Gowa). OIKONOMIKA : Jurnal Kajian Ekonomi Dan Keuangan 

Syariah, 3(1), 11–31. https://doi.org/10.53491/oikonomika.v3i1.268 

Syntha Noviyana, Mella Sri Kencanawati, Reni Anggraini, L. A. I. G. (2022). Pengaruh 

Social Media Marketing, Celebrity Endorser, Brand Image, Electronic Word of Mouth, 

Dan Inovasi Produk Terhadap Keputusan Pembelian Produk Wardah. Jurnal Ekonomi 

Dan Bisnis, 11(1), 906–912. 

Thoyibie, L. (2016). Psikologi Social Media. Retrieved from komunikasiindonesia.org. 

 

https://doi.org/10.55606/cemerlang.v2i4.502
https://doi.org/10.53491/oikonomika.v3i1.268

