Pengaruh Iklan Media Sosial Pada Niat Beli Kembali Konsumen Produk Sepeda Motor Honda
ANCA SEPTA MAULANA BAHAMA, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on
customer purchase intention. International Journal of Information Management, 42, 65-
77. d0i:10.1016/j.ijinfomgt.2018.06.001

Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2017). Factors influencing adoption of mobile
banking by Jordanian bank customers: Extending UTAUT2 with trust. International
Journal of Information Management, 37(3), 99-110.

Arikunto, S. 2010. Prosedur Penelitian: Suatu Pendekatan Praktik. Jakarta: Rineka Cipta.
Barker, M. 1999. General. Journal for the Study of the Old Testament. Vol. 24, No. 84, 1-21.

Barreda, A. A., Bilgihan, A., Nusair, K., & Okumus, F. (2016). Daring branding: Development
of hotel branding through interactivity theory. Tourism Management, 57(2016), 180—
192.

Berinato, S., & Clark, J. 2010. Six Ways to Find Value in Twitter's Noise. “Harvard Business
Publishing Education. Available at: https://hbsp.harvard.edu/product/F1006Z-PDF-
ENG?Ntt=&recommendedBy=SMR548-PDF-ENG, accessed on February 28, 2022.

Celsi, R. L., & Olson, J. C. (1988). The role of involvement in attention and comprehension
processes. Journal of Consumer Research, 15(2), 210-224.

Chang, Y. T., Yu, H., & Lu, H. P. (2015). Persuasive messages, popularity cohesion, and
message diffusion in social media marketing. Journal of Business Research, 68(4), 777—
782.

Chen, Y.H.,Hsu, I. C., & Lin, C. C. (2010). Website attributes that increase consumer purchase
intention: A conjoint analysis. Journal of Business Research, 63(9), 1007-1014.

Cooper & Schindler. 2014. Bussiners Research Method. New York: McGrawHill.

Drossos, D., & Giaglis, G. M. (2005). Factors that influence the effectiveness of mobile
advertising: The case of SMS. Panhellenic conference on informatics. Berlin,
Heidelberg: Springer278-285.

Dwivedi, Y. K., & Nerur, S. (2017). Advances in social media research: Past, present and
future. Information Systems Frontiers, 1-28.

Dwivedi, Y. K., & Slade, E. L. (2016). Social media in the marketing context: A state of the
art analysis and future directions. Amsterdam: Chandos Publishing.

Ghoazali, 1. 2006. Aplikasi Analisis Multivariate Dengan Program SPSS. Edisi 4. Semarang:
Badan Penerbit Universitas Diponegoro.

Giamanco, B & Gregoire, K. 2012. Tweet Me, Friend Me, Make Me Buy. Harvard Business
Review. Vol. 90, 7-8.

93


https://opac.perpusnas.go.id/ResultListOpac.aspx?pDataItem=Suharsimi%20Arikunto&pType=Author&pLembarkerja=-1&pPilihan=Author
https://hbsp.harvard.edu/search?action=&author=Scott%20Berinato
https://hbsp.harvard.edu/search?action=&author=Jeff%20Clark
https://hbsp.harvard.edu/product/F1006Z-PDF-ENG?Ntt=&recommendedBy=SMR548-PDF-ENG
https://hbsp.harvard.edu/product/F1006Z-PDF-ENG?Ntt=&recommendedBy=SMR548-PDF-ENG

Pengaruh Iklan Media Sosial Pada Niat Beli Kembali Konsumen Produk Sepeda Motor Honda
ANCA SEPTA MAULANA BAHAMA, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
%\Béf\nkw .A, & Habel, J. 2020. Mastering the Digital Transformation of Sales. California
Management Review. Vol. 62, No. 4, 57-85.

Guenzi, P., & Nijssen, E. 2020. Studying the Antecedents and Outcome of Social Media Use
by Salespeople Using a MOA Framework. Industrial Marketing Management. Vol. 90,
346-359.

Guesalaga, R. 2016. The Use of Social Media in Sales: Individual and Organizational
Antecedents, and the Role of Customer Engagement in Social Media. Industrial
Marketing Management. Vol. 54, 71-79.

Hartwick, J., & Barki, H. 1994. Explaining the Role of User Participation in Information
System Use. Management Science. Vol. 40, 440-465.

Hart, M., & Porter, G. (2004). The impact of cognitive and other factors on the perceived
usefulness of OLAP. Journal of Computer Information Systems, 45(1), 47-56.

Hawkins, K., & Vel, P. (2013). Attitudinal loyalty, behavioural loyalty and social media: An
introspection. The Marketing Review, 13(2), 125-141. He, J., & Shao, B. (2018).
Examining the dynamic effects of social network advertising: A semiotic perspective.
Telematics and Informatics, 35(2), 504-516.

Hayes, A. 2015. An Index and Test of Linear Moderated Mediation. Multivariate Behavioral
Research. Vol. 50, 1-22.

Itani, OS., Agnihotri, R., & Dingus, R. 2017. Social Media Use in B2B Sales and its Impact on
Competitive Intelligence Collection and Adaptive Selling: Examining the Role of
Learning Orientation as an Enabler. Industrial Marketing Management, VVol. 66, 64-79.

Ivanov, A. (2009). Perceived interactivity leading to e-loyalty: Development of a model for
cognitive-affective user responses. International Journal of Human-Computer Studies,
67(10), 850-869.

Jung, J., Shim, S. W,, Jin, H. S., & Khang, H. (2016). Factors affecting attitudes and
behavioural intention towards social networking advertising: A case of Facebook users
in South Korea. International Journal of Advertising, 35(2), 248-265.

Jobber, D., & Lancaster, G. 2009. Selling and Sales Management.. Prentice Hall/Financial
Times.

Jolson, M., & Wotruba, T. 2013. Selling and Sales Management in Action: Prospecting: A New
Look at this Old Challenge. Journal of Personal Selling and Sales Management. Vol. 12,
59-66.

Kim, H., & Niehm, L. S. (2009). The impact of website quality on information quality, value,
and loyalty intentions in apparel retailing. Journal of Interactive Marketing, 23(3), 221
233.

Kiousis, S. (2002). Interactivity: A concept explication. New Media & Society, 4(3), 355-383.
Kotler, P., & Keller, KL. 2016. Manajemen Pemasaran. Edisi 12. Jakarta: PT. Indeks.

Laroche, M., Habibi, M. R., & Richard, M. O. (2013). To be or not to be in social media: How
brand loyalty is affected by social media? International Journal of Information
Management, 33(1), 76-82.

94



Pengaruh Iklan Media Sosial Pada Niat Beli Kembali Konsumen Produk Sepeda Motor Honda
ANCA SEPTA MAULANA BAHAMA, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS

(I}_f\lgjrﬁ\él, W%\., Chen, H. Y., Du, T., Turban, E., & Li, Y. (2012). Effect of personalization on the
perceived usefulness of daring customer services: A dual-core theory. Journal of
Electronic Commerce Research, 13(4), 275-288.

Lee, T. (2005). The impact of perceptions of interactivity on customer trust and transaction
intentions in mobile commerce. Journal of Electronic Commerce Research, 6(3), 165—
180.

Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: Advertising
value perceptions among females. Journal of Research in Interactive Marketing, 6(3),
164-179.

Rafaeli, S. (1988). Interactivity: from new media to communication. In R. P. Hawkins, J. M.
Wiemann, & S. Pingree (Eds.). Advancing communication science: Merging mass and
interpersonal processes (pp. 110-134).

Rathore, A. K., llavarasan, P. V., & Dwivedi, Y. K. (2016). Social media content and product
co-creation: An emerging paradigm. Journal of Enterprise Information Management,
29(1), 7-18.

Rice, R. E., & Williams, F. (1984). Theories old and new: The study of new media. In R. E.
Rice (Ed.). The new media (pp. 55-80). Beverly Hills, CA: Sage Publications, Inc. A.A.
logan Alalwan International Journal of Information Management 42 (2018) 6577 76.

Rotzoll, K. B., & Haefner, J. E. (1990). Advertising in contemporary society (2nd ed.).
Cincinnati, OH: South-Western Publishing.

Schmidt, KH., Adamson, B., & Bird, A. 2015. Making the Consensus Sale. Harvard Business
Review. Vol. 93, 1-18.

Schillewaert, N., Ahearne, M., Frambach, R., & Moenaert, R. 2005. The Adoption of
Information Technology in the Sales Force. Industrial Marketing Management. Vol. 34,
No. 4, 323-336.

Sekaran, U. 2010. Research Methods for Business: A Skill-Building Approach. 4th Edition,
UK: John Wiley & Sons.

Sekaran, U., & Bougie, R. 2016. Research Methods for Business: A Skill-Building Approach.
7th Edition, West Sussex: John Wiley & Sons.

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2017). Social media
marketing: Comparative effect of advertisement sources. Journal of Retailing and
Consumer  Services. http://dx.doi.org/10.1016/j.jretconser.2017.11.001 (in  press)
Available at.

Sugiyono, 2010. Metode Penelitian Kuantitatif dan R&D. Alfabeta: Bandung.
Tanner, JF., & Raymond, MA. 2012. Principles of Marketing. Boston: Flat World Knowledge
Tuten, T. L., & Solomon, M. R. (2017). Social media marketing. New Jersey: Sage.

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information
technology: Extending the unified theory of acceptance and use of technology. MIS
Quarterly, 36(1), 157-178.

95


https://www.google.co.id/search?hl=id&tbo=p&tbm=bks&q=inauthor:%22John+F.+Tanner%22
https://www.google.co.id/search?hl=id&tbo=p&tbm=bks&q=inauthor:%22Mary+Anne+Raymond%22

Pengaruh Iklan Media Sosial Pada Niat Beli Kembali Konsumen Produk Sepeda Motor Honda
ANCA SEPTA MAULANA BAHAMA, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
DJAH

oorve ﬁ?’?—L A., Van Noort, G., & Duijn, M. (2013). Building brands with interactivity: The
role of prior brand usage in the relation between perceived website interactivity and brand
responses. Journal of Brand Management, 20(7), 608—622.

Wang, H., Meng, Y., & Wang, W. (2013). The role of perceived interactivity in virtual

communities: Building trust and increasing stickiness. Connection Science, 25(1), 55—
73.

Ziethaml, VA, Berry, LL., & Parasuraman, A. 1996. The Behavioral Consequences of Service
Quality. Journal of Marketing. Vol. 60, 31-46.

Zhu, Y. Q., & Chen, H. G. (2015). Social media and human need satisfaction: Implications for
social media marketing. Business Horizons, 58(3), 335-345.

96



	DAFTAR PUSTAKA



