
 

39 

 

DAFTAR PUSTAKA 

 

Ahmadi, A. (2019). Thai Airways: key influencing factors on customers’ word of 

mouth. International Journal of Quality and Reliabilit Management, Vol. 36, 

No. 1, pp. 40–57. 

Alamsyah, D. P., & Angliawati, R. Y. (2015). Buying Behavior Of Organic 

Vegetables Product The Effects Of Perceptions Of Quality and Risk. 

International Journal of Scientific & Technology Research, Vol. 4, No. 8, pp. 

28–35. 

Asshidin, N. H. N., Abidin, N., & Borhan, H. B. (2016). Consumer Attitude and 

Uniqueness towards International Products. Procedia Economics and 

Finance, Vol. 35, (October 2015), pp. 632–638. 

Badan Pusat Statistik Kota Surakarta. (2019). Kecamatan Banjarsari Dalam 

Angka 2019. 

Badan Pusat Statistik Kota Surakarta. (2019). Kecamatan Jebres Dalam Angka 

2019. 

Badan Pusat Statistik Kota Surakarta. (2019). Kecamatan Laweyan Dalam Angka 

2019. 

Badan Pusat Statistik Kota Surakarta. (2019). Kecamatan Pasar Kliwon Dalam 

Angka 2019. 

Badan Pusat Statistik Kota Surakarta. (2019). Kecamatan Serengan Dalam Angka 

2019. 

Ferdinand, Augusty, 2006, “Metode Penelitian Manajemen : PedomanPenelitian 

Untuk  Penulisan Skripsi, Tesis, dan Disertasi IlmuManajemen”, BP Undip, 

Semarang. 

Ferrinadewi, E. (2007). Pengaruh Threat Emotion Konsumen Dan Brand Trust 

Pada Keputusan Pembelian Produk Susu Anlene Di Surabaya. Jurnal 

Kewirausahaan, Vol. 1 No. 2, pp. 1–8. 

Fitriani, D. W., & Yulianto, E. (2017). PENGARUH CITRA MEREK 

TERHADAP FAKTOR PSIKOLOGIS DAN KEPUTUSAN KEPUTUSAN 

PEMBELIAN ( Survei pada Mahasiswa S1 Jurusan Administrasi Bisnis 

Angkatan 2012 / 2013 Fakultas Ilmu Administrasi Universitas Brawijaya 

Malang yang Membeli dan Menggunakan Handphone Merek Samsung. 

Jurnal Administrasi Bisnis, Vol.50 No. 1, pp 25–30. 

Fowler, J. G., & Weiser, J. (2018). Back to the Future: Revisiting the Foundations 

of Marketing. In Society for marketing advances. Org. 



40 

 

 

Ghozali, Imam. 2011. Aplikasi Analisis Multivariat dengan Program IBM SPSS 

19. Semarang: Badan Penerbit Universitas Udayana. 

Habibi, M. R., Laroche, M., & Richard, M. O. (2014). The roles of brand 

community and community engagement in building brand trust on social 

media. Computers in Human Behavior, Vol. 37, pp. 152–161. 

Hair, J.F., Black, W. C., Babin, B.J., Anderson, R.E., & Tarham, R.I. (2006). 

Multivariate data analysis, Vol. 6. 

Harrison-Walker, L. J. (2001). The Measurement of Word-of-Mouth 

Communication and an Investigation of Service Quality and Customer 

Commitment As Potential Antecedents. Journal of Service Research, Vol. 4, 

No. 1, pp. 60–75. 

Lardier, D. T., Opara, I., Bergeson, C., Herrera, A., Garcia-Reid, P., & Reid, R. J. 

(2019). A study of psychological sense of community as a mediator between 

supportive social systems, school belongingness, and outcome behaviors 

among urban high school students of color. Journal of Community 

Psychology, Vol. 47, No. 5, pp. 1131–1150. 

Kasiram, M. (2008).Metodologi Penelitian Kualitatif dan Kuantitatif. Malang: 

UIN-Maliki Press 

Madupu, V., & Cooley, D. O. (2010). Antecedents and consequences of online 

brand community participation: A conceptual framework. Journal of Internet 

Commerce, Vol. 9, No. 2, pp. 127–147. 

Muniz, A. M., & O’Guinn, T. C. (2013). Brand Comunity. Journal of Consumer 

Reaserch, Vol. 27, No. 4, pp. 412–432. 

Neuman, W.L., (2006). Social Research Methods: Qualitative and Quantitative 

Approaches, USA: Pearson Education, inc. 

Ortiz, J., Chih, W. H., & Teng, H. C. (2017). Electronic word of mouth in the 

Taiwanese social networking community: participation factors. Internet 

Research, Vol. 27, No. 5, pp. 1058–1084. 

Polyorat, K., & Kaen, K. (2015). The influence of brand personality dimensions 

on perceived service quality and perceived service value. The Business and 

Management Review, Vol. 6, No. 4, pp. 10–11. 

Sousa, M. S., Lopes, C. S., Silveira, D. S., & Correia-Neto, J. da S. (2015). 

Business and Management Review. Business and Management Review, Vol. 

4, pp. 344–352. 

Southworth, S. S., & Ha-Brookshire, J. (2016). The impact of cultural authenticity 

on brand uniqueness and willingness to try: The case of Chinese brands and 

US consumers. Asia Pacific Journal of Marketing and Logistics, Vol. 28, No. 

4, pp.724–742. 



41 

 

 

Sugiyono. 2018. Metode Penelitian Manajemen. Bandung: Penerbit Alfabeta. 

Sweeney, J., Soutar, G., & Mazzarol, T. (2014). Factors enhancing word-of-

mouth influence: Positive and negative service-related messages. European 

Journal of Marketing, Vol. 48, No. 1, pp. 336–359. 

Swimberghe, K., Darrat, M. A., Beal, B. D., & Astakhova, M. (2018). Examining 

a psychological sense of brand community in elderly consumers. Journal of 

Business Research, Vol. 82, pp. 171–178. 

Swimberghe, K. R., Astakhova, M., & Wooldridge, B. R. (2014). A new dualistic 

approach to brand passion: Harmonious and obsessive. Journal of Business 

Research, Vol. 67, No. 12, pp. 2657–2665. 

Terry, R., Townley, G., Brusilovskiy, E., & Salzer, M. S. (2019). The influence of 

sense of community on the relationship between community participation 

and mental health for individuals with serious mental illnesses. Journal of 

Community Psychology, Vol. 47, No. 1, pp.163–175. 

Westbrook, R. A. (1997). Marketing management : analysis, planning, 

implementation and control. Journal of Marketing Management (Vol. 7). 

Journal of Marketing Research, Vol. XXIV, pp. 258–270. 

Williams, M. (2007). Word-Of-Mouth A Definition of Communication. 

Zhang, J. Q., Craciun, G., & Shin, D. (2010). When does electronic word-of-

mouth matter? A study of consumer product reviews. Journal of Business 

Research, Vol. 63, No. 12, pp. 1336–1341. 

  

 

 

 

 

 

 

 

 

 

 


