DAFTAR PUSTAKA

Acar, A., Biiyiikkdag, N., Tiirten, B., Diker, E., & Calisir, G. (2024). The role of brand
identity, brand lifestyle congruence, and brand satisfaction on repurchase intention: a
multi-group structural equation model. Humanities and Social Sciences

Communications, 11(1102), 1-13.

Agency, C. L. (2025). The World Factbook: Indonesia. Central Intelligence Agency.

Agyekum, O., Addae, E. K., & Yeboah, A. (2025). Examining the nexus between self-
congruity, brand love and negative consumer behavioural outcomes. Cogent Business

and Management, 12(1), 1-15.

Alam, S. S., Wang, C. K., Masukujjaman, M., Ahmad, L., Lin, C. Y., & Ho, Y. H. (2023).
Buying Behaviour towards Eco-Labelled Food Products: Mediation Moderation
Analysis. Sustainability (Switzerland), 15(3), 1-20.

Anastasiei, B., Dospinescu, N., & Dospinescu, O. (2024). Individual and product-related
antecedents of electronic word-of-mouth. Aslib Journal of Information Management,

78(2), 449-469.

Ariyani, M. S., & Setyawan, A. A. (2024). Positive word of mouth: Analyzing the role of
value congruence and brand love in halal cosmetic products. Management Studies

and Entrepreneurship Journal, 5(2), 6071-6083.

Azzahra, Z. N., Firmansyah, Wanji, M., Pasaribu, F., & Rahayu, S. (2025). The influence
of word of mouth and brand trust marketing strategies on purchasing decisions and
customer loyalty. Proceeding International Seminar on Islamic Studies, 6(1), 276—

287.

Badan Pusat Statistik Provinsi Sumatera Barat. (2023). Luas Lahan dan Produksi Gambir
Menurut Kabupaten/Kota di Provinsi Sumatera Barat, 2021-2022. BPS Provinsi
Sumatera Barat. Diakses pada 23 Juni 2026.

Bairrada, C. M., Coelho, A., & Lizanets, V. (2019). The impact of brand personality on
consumer behavior: the role of brand love. Journal of Fashion Marketing and

Management, 23(1), 30—47.



Bappenas, & OECD. (2023). Indonesia Blue Economy Roadmap. Organisation for
Economic Co-operation and Development. Kementerian Perencanaan Pembangunan

Nasional/Bappenas

Barroga, E., & Matanguihan, G. J. (2022). A Practical Guide to Writing Quantitative and
Qualitative Research Questions and Hypotheses in Scholarly Articles. Journal of
Korean Medical Science, 37(16), 1-18.

Bartoli, C. (2022). Consumer self-concept and digitalization: what does this mean for

brands? ltalian Journal of Marketing, 2022(4), 419—437.

Bayram, Y. (2025). From ‘Know thyself!’ to ‘Be your true self’: free will belief as a
mediator in the relationship between internal state awareness, appearance
consciousness, style consciousness, and social anxiety with authenticity. Current

Psychology, 44(6), 4791-4805.

Bennett, R., & Vijaygopal, R. (2018). Consumer attitudes towards electric vehicles: Effects
of product user stereotypes and self-image congruence. European Journal of

Marketing, 52(34), 499-527.

Berger, J. (2025). What Gets Shared, and Why? Interpersonal Communication and word of
mouth. Annual Review of Psychology, 76(1), 559-581.

Cao, J., Qiu, H., & Morrison, A. M. (2023). Self-Identity Matters: An Extended Theory of
Planned Behavior to Decode Tourists’ Waste Sorting Intentions. International

Journal of Environmental Research and Public Health, 20(6), 1-19.

Coelho, A., Bairrada, C., & Peres, F./(2019). Brand communities ’ relational outcomes ,

through brand love. Journal of Product & Brand Management 28/2, 28(2), 154-165.

Cuong, P. H., Nguyen-Le, X.-D., Ngo, L. V., & Nguyen, P. N. (2024). How Brand
Innovativeness Generates Positive word of mouth. Australasian Marketing Journal,

32(1), 56-64.

Failisnur, F., Sofyan, S., & Silfia, S. (2022). Pemanfaatan Ekstrak Gambir (Uncaria gambir
Roxb) sebagai Pewarna Alami pada Kain Batik. Jurnal Litbang Industri, 12(1), 45-
54,

Fernandes, T., Guzman, F., & Mota, M. (2024). Purpose is the new branding:



understanding conscientious purpose-driven marketing and its impact on brand

outcomes. Journal of Product & Brand Management, 33(6), 761-782.

Gary, J. (2024). Examining the interplay of information, emotions, and behavior: PLS-

ANN analysis. Frontiers in Communication,9,1-20.

Gravelines, Z., Banyte, J., Dovaliene, A., & Gadeikiene, A. (2022). The Role of Green
Self-Identity and Self-congruity in Sustainable Food Consumption Behaviour.

Organizations and Markets in Emerging Economies, 13(2), 336-356.

Gunawan, H., Setyawati, T., Atmoko; T., Subarudi, Kwatrina, R. T., Yeny, L., Yuwati, T.
W., Effendy, R., Abdullah, L., Mukhlisi, Lastini, T., Arini, D. 1. D., Sari, U. K.,
Sitepu, B. S., Pattiselanno, F., & Kuswanda, W. (2024). A review of forest
fragmentation in Indonesia under the DPSIR framework for biodiversity conservation

strategies. Global Ecology and Conservation, 51(€02918), 1-21.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least
squares Structural Equation Modeling (PLS-SEM). Sage Publications.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data
Analysis (8th ed.). Cengage Learning.

Hamdi, H. N., Octavia, Y. F., & Puspaningrum, N. M. S. D. (2024). The influence of brand
love, trust and brand commitment on word of mouth on ms glow product. ShariaBiz

International Journal of Economics & Business, 1(2), 102—110.

Islam, A. D. D. (2020). Pengaruh Brand Love Terhadap word of mouth Serta Dampaknya
Terhadap Keputusan Pembelian Konsumen Muda Aluf Diniy Diyanatul Islam. Jurnal
Ilmu Manajemen, 5(2), 140-152.

Juhaidi, A., Syaifuddin, Salamah, Ma’ruf, H., Yuseran, M., Shapiah, Janah, R., Mudhiah,
Saputri, R. A., Muharramah, N., Fuady, M. N., Ramadan, W., & Lisdariani, R.
(2024b). The effect of brand personality, brand-self congruity, and brand love on e-
WOM in islamic higher education in Indonesia: a mediating effect of brand trust.

Social Sciences and Humanities Open, 10(3), 1-11.

Kementerian Koordinator Bidang Perekonomian Republik Indonesia.(2021). Komoditas

Gambir Indonesia Unggul di Mancanegara. ekon.go.id. Diakses 4 Maret 2025



Kementerian Perindustrian Republik Indonesia. (2019). Workshop Industri Kreatif
Kerajinan Batik Berbasis Pewarna Alami Gambir. kemperin.go.id. Diakses pada 24

Juni 2026.

Kementerian Pertanian Republik Indonesia. (2024). Mentan dan Plt. Dirjen Perkebunan
Tinjau Hilirisasi Gambir di Sumatera Barat. ditjenbun.pertanian.go.id. Diakses pada

24 Juni 2026.

Kharisma, A. D., & Nugroho, A. (2023). Strategi Pengembangan Produk Turunan Gambir
dalam Mendukung Industri Kreatif 'Daerah! |Jurnal Rekayasa dan Manajemen

Agroindustri, 11(2), 112-121.

Koentary, A. S. S., & Larissa. (2026). Prefer Profit Alone or Profit Together? The Effect
of Word of Mouth (WOM) Referral Types on Product Purchase Intention.
Psikobuletin: Buletin llmiah Psikologi, 7(1), 1-13.

Kraus, S., Breier, M., Lim, W. M., Dabi¢, M., Kumar, S., Kanbach, D., Mukherjee, D.,
Corvello, V., Pifieiro-Chousa, J., Liguori, E., Palacios-Marqués, D., Schiavone, F.,
Ferraris, A., Fernandes, C., & Ferreira, J. J. (2022). Literature reviews as independen
studies: guidelines for academic practice. Review of Managerial Science, 16(8),

2577-2595.

Kuhn, S. W., & Westhuizen, L. M. (2025). Exploring how South African handicraft
entrepreneurs can use self-schema and brand love to foster positive word-of-mouth
from customers. Journal of Research in Marketing and Entrepreneurship, 27(1), 1—

16.

Kumar, J., & Nayak, J. K. (2019). Brand engagement without brand ownership: a case of
non-brand owner community members. Journal of Product & Brand Management,

28(2), 216-230.

Li, M. (2024). Disaster risk management of cultural heritage: A global scale analysis of
characteristics, multiple hazards, lessons learned from historical disasters, and issues
in current DRR measures in world heritage sites. International Journal of Disaster

Risk Reduction, 110, 104633.

Liu, M., & Yan, J. (2022). The Effect of Brand Personality on Electronic Word-of-Mouth :
Mediation of Brand Love and Moderated Mediation of Brand Experience Sharing.



Frontiers in Psychology, 13(936033), 1-9.

Lourdes, J. R. P., & Ferdinand, A. T. (2024). Menelusuri jalan menuju brand loyalty: peran
self-congruity dalam customer experience (Studi Pada Pengguna Nike Di Kota

Semarang). Diponegoro Journal Of Management, 13(4), 1-4.

Markus, H. (1977). Self-schemata and processing information about the self. Journal of
Personality and Social Psychology, 35(2), 63—78.

Markus, H. R., & Kitayama, S. (1991). Culture and the Self: Implications for Cognition,
Emotion, and Motivation. Psychological Review, 98(2), 224-253.

Michel, G., Torelli, C. J., Dousteyssier, N. F., & Hubert, B. (2022). Self-Brand Value
Congruity and Incongruity: Their Impacts on Self-Expansion and

Consumers’Responses to Brand. Journal of Business Research, 142(301-316), 1-44.

Paruthi, M., Kaur, H., Islam, J. U., Rasool, A., & Thomas, G. (2022). Engaging consumers
via online brand communities to achieve brand love and positive recommendations.

Spanish Journal of Marketing- ESIC, 27(2), 138—157.

Prasetya, A. R., & Wardhana, A. (2020). Perilaku Konsumsi Simbolis pada Pengguna Batik
di Lingkungan Kerja Instansi. Jurnal Riset Manajemen dan Bisnis, 5(2), 289-298.

Prihatiningrum, R. Y., & Al Khadafi, S. N. (2023). The Effect of Brand Experience, Brand
Loyalty, and Self-congruity on Positive word of mouth with Brand Love as an
Intervening Variable: A Study in Banjarbaru Starbucks Customers. Open Access

Indonesia Journal of Social Sciences, 7(2), 1375-1380.

Purwanto, E., & Syam AR, M. M. (2022). Pengaruh Satisfaction, Brand Love terhadap
Brand Loyalty dan word of mouth. Jurnal Manajemen Strategi Dan Aplikasi Bisnis,
5(1), 17-32.

Rader, L., Gauggel, S., Drueke, B., Weise, L., Forster, S. D., & Mainz, V. (2024). Internal
and external Self-Affirmation resources: validation and assessment of psychometric
properties of the spontaneous Self-Affirmation measure using structural equation

modeling. Frontiers in Psychology, 15, 1-14.

Rodrigues, C., Brandao, A., Billore, S., & Oda, T. (2024). The mediating role of perceived

brand authenticity between brand experience and brand love: a cross-cultural



perspective. Journal of Brand Management, 31(3), 293-309.

Rodrigues, C., & Rodrigues, P. (2019). Brand love matters to Millennials : the relevance of
mystery , sensuality and intimacy to neo-luxury brands. Journal of Product & Brand

Management, 7(28), 830-848.

Rosah, S. Y., & Aesthetika, N. M. (2022). Utilization of Podcast as Media Content Creators
in Increasing Student Self-Development. Journal of Education, Humaniora and

Social Sciences (JEHSS), 5(1), 341-346.

Samala, N., & Singh, S. (2019).. Millennial’s engagement 'with fashion brands A
moderated-mediation model of brand engagement with self-concept, involvement and

knowledge. Journal of Fashion Marketing and Management, 23(1), 2—16.

Saragih, A.N, Miswanto, M., & Ximenes, S. (2024). Analysis of the Influence of Influencer
Marketing, Electronic word of mouth, and Brand Love on Product Purchase
Decisions. International Journal of Asian Business and Management (IJABM), 3(6),
803-816.

Saragih, R., Liu, R., Putri, C. A., Fakhri, M., & Pradana, M. (2022). The role of loyalty and
satisfaction in forming word-of-mouth influence in a B2B environment: Evidence
from the knitting industry of Indonesia. Journal of Eastern European and Central

Asian Research, 9(3), 543-553.

Sari, N. P. (2021). Komunikasi Artifaktual dalam Pembentukan Identitas Sosial melalui
Atribut Busana Tradisional. Jurnal Tata Busana, 10(2), 115-123.

Suhud, U., & Bajunaid, S. M. (2018). Satisfied, but Will They Spread a Word? The Role

of Customer Satisfaction at Jamu Café. Binus Business Review, 9(1), 1-8.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A skill-building
approach (7" ed.). John Wiley & Sons

Sherman, D. K., & Cohen, G. L. (2006). The Psychology of Self-defense: Self-Affirmation
Theory. Advances in Experimental Social Psychology, 38(06), 183-242.

Shimul, A. S. (2022). Brand attachment: a review and future research. Journal of Brand

Management, 29(4), 400—419.



Shimul, A. S., & Phau, 1. (2023). The role of brand self-congruence, brand love and brand
attachment on brand advocacy: a serial mediation model. Marketing Intelligence and

Planning, 41(5), 649-666.

Sohaib, M., Mlynarski, J., & Wu, R. (2023). Building Brand Equity: The Impact of Brand
Experience, Brand Love, and Brand Engagement—A Case Study of Customers’

Perception of the Apple Brand in China. Sustainability (Switzerland), 15(746), 1-19.

Steele, C. M. (1988). The Psychology of Self-Affirmation: Sustaining the Integrity of the
Self. Advances in Experimental Social Psychology, 21(C), 261-302.

Tikka, P., & Oinas-Kukkonen, H. (2019). Tailoring persuasive technology: A systematic
review of literature of self-schema theory and transformative learning theory in

persuasive technology context. Cyberpsychology, 13(3).

Wang, X., Chen, X., Miao, M., & Khayyam, M. (2025). “Sharing Is Bonding”: How
Influencer Self-Disclosure Fuels Word-of-Mouth via Consumer Identification.

Journal of Theoretical and Applied Electronic Commerce Research , 20(3), 1-27.

Westhuizen, L. M. van der, & Kuhn, S. W. (2024). Handmade clothing consumption as a
means of self-expression. Journal of Fashion Marketing and Management, 28(4),

759-T774.

Wibowo, A., Satiri, Ruliana, P., & Yulianto, K. (2022). Komunikasi word of mouth
(WOM) sebagai penentu keputusan pembelian konsumen. Humantech: Jurnal llmiah

Multidisiplin Indonesia, 2(3), 617-629.



