
 

71 
 

DAFTAR PUSTAKA 

Ajzen, I. (2005). Attitudes, Personality, and Behavior. 2nd Edition. New York: Open 

University Press. 

Almana, M., and Mirza, A. (2013). The Impact of Electronic Word of Mouth on 

Consumer’s Purchasing Decisions. International Journal of Computer 

Applications, Vol.82, No.9, pp.23-31. 

Babin, J. B., Lee, Y.K., Kim, E., Griffin, M. (2005). Modelling Consumer satisfaction 

and word-of-mouth: restaurant patronage in Korea. Journal of Service 

Marketing, Vol.19, pp 133-139. 

Baron, R.M., dan Kenny, D.A. (1986). The Moderator-Mediator Variable Distinction 

in Social Psychological Research: Conceptual, Strategic, and Statistical 

Considerations. Journal of Personality and Social Psychology, Vol. 51, pp. 

1173-1182. 

Bataineh, A. Q. (2015), The Impact of Perceived e-WOM on Purchase Intention: The 

Mediating Role of Corporate Image. International Journal of Marketing 

Studies, Vol.7, No.1, pp.126-137. 

Charo, N., Sharma, P., Shaikh, S., Haseeb, A., and Sufya,M.Z. (2015). Determining 

the Impact of Ewom on Brand Image and Purchase Intention through 

Adoption of Online Opinions. International Journal of Humanities and 

Management Sciences (IJHMS) Vol. 3, No.1, pp.41-46. 

Cheung, C.M.K. & Thadani, D.R. (2012). The Impact of Electronic Word-Of-Mouth 

Communication: A Literature Analysis and Integrative Model. Decision 

Support Systems, Vol.54, pp.461-470. 

Chevalier, J.A. & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: Online 

Book Reviews. Journal of Marketing Research, Vol.43 No.3, pp.345-354. 

Consuegra, D.M., Molina, A., and Esteban,A. (2007). An Integrated Model of Price, 

Satisfaction and Loyalty: An Empirical Analysis in the Service Sector. 

Journal of Product & Brand Management, Vol.16 No.7, pp.459-468. 

https://doi.org/10.1108/10610420710834913    

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

72 
 

Cooper, D. R. and Schindler, P. S. (2019) Business Research Methods. 13th edition. 

New York: McGraw Hill. 

Cretu, A.E. and Brodie, R.J. (2007), The influence of brand image and company 

reputation where manufacturers market to small firms: a customer value 

perspective, Industrial Marketing Management, Vol. 36 No. 2, pp. 230-240. 

Davis, D.F. et al. (2009), Measuring brand equity for logistics services. The 

International Journal of Logistics Management, Vol.20 No.2, pp. 201-212. 

Doh, S.J. and Hwang, J.S. (2009), How consumers evaluate eWOM (electronic word-

of-mouth) messages. Cyber Psychology and Behavior, Vol.12, No.2 

,pp.193-197. 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and impact 

on purchase intention and brand image in Iran. Journal of Advances in 

Management Research, Vol.15, No.2, pp.161–183. 

Ghozali, Imam. (2011) Aplikasi Analisis Multivariate dengan Program IBM SPSS 

19. Semarang: Badan Penerbit Universitas Diponegoro. 

Gruen,T.W., Osmonbekov, T., and Czaplewski, A.J. (2006), e-WOM: the impact of 

customer-to customer online know how exchange on customer value and 

loyalty, Journal of Business Research, Vol. 59, No.4, pp. 449-456. 

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

Analysis, 7th edition. Pearson Practice Hall. 

Hawkins, D.I and D.L. Mothersbaugh (2010), Consumer Behaviour: Building 

Marketing Strategy. 11th ed. New York: McGraw-Hill.   

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

Word-of-Mouth Via Consumer-Opinion Platforms: What Motive 

Consumers to Articulate Themselves On the Internet. Journal of Interactive 

Marketing. Vol. 18, No 1. pp. 38-52. 

Herr, P.M., Kardes, F.R. and Kim, J. (1991). Effects of Word-of-Mouth and Product-

Attribute Information on Persuasion: An Accessibility-Diagnosticity 

Perspective. Journal of Consumer Research, Vol.17 No.4, pp.454-462. 

https://doi.org/10.1086/208570. 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

73 
 

Hogan, S. (2005). Employees and Image: Bringing Brand Image to Life. The 2nd 

Annual Strategic Public Relations Conference. Chicago: Lippincot Mercer. 

Huete-Alcocer, N. (2017). A literature review of word of mouth and electronic word 

of mouth: implications for consumer behavior. Frontiers in Psychology, 

Vol.8, article 1256, pp.1-4. 

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

brand image and purchase intention: an empirical study in the automobile 

industry in Iran. Marketing Intelligence and Planning, Vol.30 No.4, pp.460-

476. 

Jan, M.T., Abdullah, K., and Shafiq, A. (2013). The impact of Customer Satisfaction 

on Word of Mouth: Conventional Banks of Malaysia Investigated. 

International Journal of Information Technology & Computer Science, 

Vol.10, No.3, pp.18-23. 

Kaur, H. and Kaur, K. (2019). Connecting the dots between brand logo and brand 

image, Asia-Pacific Journal of Business Administration, Vol. 11 No. 1, pp. 

68-87. https://doi.org/10.1108/APJBA-06-2018-0101 

Kim, E.E.K., Lee, C.H. and Cobanoglu, C. (2015). “How do consumers process 

online hotel reviews? The effects of eWOM consensus and sequence”. 

Journal of Hospitality and Tourism Technology, Vol. 6 No. 2, pp. 113-126. 

Kotler, P., & Keller, K. L. (2016). Marketing Management, 15th Edition New Jersey: 

Pearson Pretice Hall, Inc. 

Kudeshia, C., and Kumar, A. (2017). Social eWOM: does it affect the brand attitude 

and purchase intention of brands?. Management Research Review, Vol.40 

No.3, pp.310-330. 

Kunja, S. R., & GVRK, A. (2017). Examining the effect of eWOM on the customer 

purchase intention through value co-creation (VCC) in social networking 

sites (SNSs): A study of select Facebook fan pages of smartphone brands 

in India. Management Research Review, Vol.43 No.3, pp.245–26. 

Lee, J., Park, D.H., and Han, I. (2011). The different effects of online consumer 

reviews on consumers’ purchase intentions depending on trust in online 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

74 
 

shopping malls: an advertising perspective. Internet Research, Vol.21 No.2, 

pp.187-206. 

Liang, C.J., and Wang, W.H. (2007). An insight into the impact of retailer’s 

relationship efforts on customers attitude and behavioral intention. 

International Journal Bank Mark, Vol. 24 No.5, pp.336-366 

Lind, Douglas A., Marchal, William G., Wathen, Samuel A. (2015). Statistical 

techniques in business and economics (16th ed.). New York: McGraw Hill. 

Lu, L. C., Chang, W. P., and Chang, H. H. (2014). Consumer attitudes toward 

blogger’s sponsored recommendations and purcahse intention: The effect 

of sponsorship type, and brand awareness. Computers in Human Behavior, 

Vol.34, pp.258-266. 

Molinari, L.K., Abratt, R. and Dion, P. (2008), Satisfaction, quality and value and 

effects on repurchase and positive word‐of‐mouth behavioral intentions in 

a B2B services context, Journal of Services Marketing, Vol. 22 No. 5, pp. 

363-373. https://doi.org/10.1108/08876040810889139 

Ratri, L.E.  (2007). Hubungan Antara Citra Merek (Brand Image) operator Seluler 

Dengan Loyalitas Merek (Brand Loyalty) Pada Mahasiswa Pengguna 

Telepon Seluler Di Fakultas Ekonomi Reguler Universitas Diponegoro 

Semarang. Fakultas Psikologi Undip Semarang. 

Rizky, M.F. and Yasin, H. (2014), Pengaruh Promosi dan Harga Terhadap Minat Beli 

Perumahan Obama PT. Nailah Adi Kurnia Sei Mencirim Medan. Journal 

of Management & Business, Vol. 14, No.2, pp. 135-143. 

Sangadji, E.M., dan Sopiah. (2013). Perilaku Konsumen: Pendekatan Praktis 

Disertai: Himpunan Jurnal Penelitian. Yogyakarta: Penerbit Andi. 

Schiffman, L.G., and Kanuk, L.L. (2013). Consumer Behaviour. 8th edition. Prentice 

Hall New Jersey. 

Sernovitz, A. (2009). Word of Mouth Marketing:How Smart Companies Get People 

Talking (Revised Edition). New York : Kaplan Publishing. 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

75 
 

Serra, C. A., and Salvi, F. (2014). New consumer behavior: a review of research on 

eWOM and hotels. International Journal of Hospitality Management, Vol. 

36, pp. 41-51. 

Shah, S., Shahzad, A., Ahmed, T., Ahmed, I. (2012). Factors affecting pakistan’s 

university student purchase intention toward foreign apparel brand. Journal 

of Management, vol 17, pp. 1-14. 

Shukla, P. (2012). Impact of Interpersonal Influences, Brand Origin and Brand Image 

on Luxury Purchase Intentions: Measuring Interfunctional Interactions and 

A Cross-national Comparison. Journal of World Business, No.46, pp. 242-

252. 

Sugiyono. (2014). Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif, 

dan R&D. Bandung: Alfabeta.  

Sujianto, A. E. (2009). Aplikasi Statistik dengan SPSS 16.0. Jakarta : Prestasi Pustaka 

Susilo, H., and Herawati, A. (2013). Pengaruh Tingkat Asosiasi Merek terhadap 

Tingkat Kesediaan melakukan E-WOM (studi eksplanatif Pengaruh 

Tingkat Asosiasi merek Produk Fashion Bonvieux terhadap Tingkat 

Kesediaan Melakukan E-WOM). Atmajaya University, pp. 1-12. 

Tjiptono, F. (2005). Strategi Pemasaran. Andi Offset, Yogyakarta. 

Torlak, O. et al (2014). The Effect of Electronic Word of Mouth on Brand Image and 

Purchase Intention: An Application Concerning Cell Phone Brands for 

Youth Consumers in Turkey. Journal of Marketing Development and 

Competitiveness, Vol. 8 No. 2, pp. 61-68  

Widjono. (2005). Bahasa Indonesia Mata Kuliah Pengembangan Kepribadian di 

Perguruan Tinggi. Jakarta: PT Grasindo. 

Yang, F.X. (2017). Effects of restaurant satisfaction and knowledge sharing 

motivation on eWOM intentions: the moderating role of technology 

acceptance factors, Journal of Hospitality & Tourism Research, Vol. 41 No. 

1, pp. 93-127. 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

76 
 

Yoo, B. & Donthu, N. (2001). Developing and validating a multidimensional 

consumer-based brand equity scale. Journal of Business Research, 52, (1), 

pp.1–14. 

Zhu, F. and Zhang, X. (2010). Impact of online consumer reviews on sales: the 

moderating role ofproduct and consumer characteristics. Journal of 

Marketing, Vol. 74 No. 2, pp. 133-148. 

https://money.kompas.com/read/2020/06/14/130100926/saat-penjualan-sepeda-

melonjak-di-tengah-pandemi-?page=all diakses pada tanggal 13 Juli 2021 

https://dukcapil.kemendagri.go.id/berita/baca/809/distribusi-penduduk-indonesia-

per-juni-2021-jabar-terbanyak-kaltara-paling-sedikit diakses pada tanggal 

10 September 2021 

https://news.detik.com/berita/d-4991485/kapan-sebenarnya-corona-pertama-kali-

masuk-ri diakses pada tanggal 21 September 2021 

https://promkes.kemkes.go.id/informasi-tentang-virus-corona-novel-coronavirus 

diakses pada tanggal 10 September 2021 

https://bpsdm.pu.go.id/bacaartikel-bersepeda-cara-menjaga-kebugaran-yang 

menyenangkan1#sthash.lvnex7zE.dpbs diakses pada tanggal 14 September 

2021 

https://covid19.go.id/tanyajawab?search=Apa%20yang%20dimaksud%20dengan%

20pandemi diakses pada tanggal 14 September 2021 

https://bisnisindonesia.id/article/tak-lagi-jadi-primadona-industri-sepeda-merana 

diakses pada tanggal 10 September 2021 

https://economy.okezone.com/read/2021/09/16/320/2472329/tak-lagi-booming-

pedagang-sepeda-gigit-jari-penjualan-anjlok-30?page=1 diakses pada 

tanggal 18 September 2021 

https://wartakota.tribunnews.com/2021/06/06/diprediksi-penjualan-sepeda-hanya-

lima-juta-unit-di-tahun-2021-berikut-ini-penjelasan-ketua-apsindo?page=3 

diakses pada tanggal 18 September 2021 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



 

77 
 

https://www.igi-global.com/dictionary/online-word-of-mouth-

reviews/44013#:~:text=1.,definitions%20using%20our%20Dictionary%20

Search diakses pada tanggal 19 September 2021 

https://databoks.katadata.co.id/datapublish/2021/08/12/survei-80-ibu-indonesia-

paling-sering-belanja-online-di-shopee diakses pada tanggal 19 September 

2021 

https://databoks.katadata.co.id/datapublish/2021/10/14/pengguna-internet-

indonesia-peringkat-ke-3-terbanyak-di-asia diakses pada tanggal 20 

November 2021  

https://kominfo.go.id/index.php/content/detail/6441/Indonesia+Akan+Jadi+Pemain

+Ekonomi+Digital+Terbesar+di+Asia+Tenggara/0/berita_satker diakses 

tanggal 20 November 2021 

https://bppk.kemenkeu.go.id/content/berita/pusdiklat-keuangan-umum-ecommerce-

untuk-umkm-dan-pertumbuhan-ekonomi-indonesia-2019-11-05-ebe6e220 

diakses tanggal 10 November 2021   

 

 

 

 

 

 

 

 

 

 

 

PENGARUH GETOK TULAR DARING POSITIF PADA NIAT BELI DENGAN CITRA MEREK SEBAGAI
PEMEDIASI PADA PRODUK
SEPEDA MEREK POLYGON
MARIO RAMBUHATMAJA, BAYU AJI ARITEJO, S.E., M.M., M.SI., PH.D.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/


