
92 
 

DAFTAR PUSTAKA 

Afego, P., & Alagidede, I. (2021). CEO statements on racial inequity – (how) do 

they matter to shareholders? Society and Business Review, 17(2), 236–256. 

https://doi.org/10.1108/SBR-02-2021-0031 

Anisimova, T., Lee, Z., & Ramos da Silva, M. A. (2025). Brand activism in the era 

of permacrisis: Systematic literature review and future research agenda. 

Journal of Marketing Management, 41(5–6), 395–429. 

https://doi.org/10.1080/0267257X.2025.2488800 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2025). Survei penetrasi internet 

dan perilaku penggunaan internet. https://survei.apjii.or.id/ 

Bulmer, S., Palakshappa, N., Dodds, S., & Harper, S. (2024). Sustainability, brand 

authenticity and Instagram messaging. Journal of Business Research, 175. 

https://doi.org/10.1016/j.jbusres.2024.114547 

Cammarota, A., D’Arco, M., Marino, V., & Resciniti, R. (2023). Brand  activism: 

A literature review and future research agenda. In International Journal of 

Consumer Studies (Vol. 47, Number 5, pp. 1669–1691). John Wiley and Sons 

Inc. https://doi.org/10.1111/ijcs.12967 

Chin, W. W. (1998). Modern methods for business research (1st ed.). Psychology 

Press. https://doi.org/10.4324/9781410604385 

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). 

Lawrence Erlbaum Associate. 

https://doi.org/https://doi.org/10.4324/9780203771587 

Eilert, M., & Cherup, A. N. (2020). The activist company: Examining a company’s 

pursuit of societal change through corporate activism using an institutional 

theoretical lens. Journal of Public Policy and Marketing, 39(4), 461–476. 

https://doi.org/10.1177/0743915620947408 

Pengaruh Aktivisme Merek pada Sikap terhadap Merek dengan Evaluasi Moral sebagai Mediator
serta
Legitimasi Moral dan Ideologi Politik Konsumen sebagai Anteseden
Priska Yeni Silaban, Handini Audita, S.E., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



93 
 

Flight, R. L., & Coker, K. (2021). Birds of a feather: Brand attachment through the 

lens of consumer political ideologies. Journal of Product and Merek 

Management, 31(5), 731–743. https://doi.org/10.1108/JPBM-01-2020-2719 

Graham, J., Haidt, J., Koleva, S., Motyl, M., Iyer, R., Wojcik, S. P., & Ditto, P. H. 

(2013). Moral foundations theory: The pragmatic validity of moral pluralism. 

In Advances in Experimental Social Psychology (Vol. 47, pp. 55–130). 

Academic Press Inc. https://doi.org/10.1016/B978-0-12-407236-7.00002-4 

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., Sarstedt, Marko., Danks, N. P. ., & 

Ray, Soumya. (2021). Partial least squares structural equation modeling (PLS-

SEM) using R : a workbook (1st ed.). Springer Cham. 

Hashem E, A. R., Md Salleh, N. Z., Abdullah, M., Ali, A., Faisal, F., & Nor, R. M. 

(2022). Research trends, developments, and future perspectives in brand 

attitude: A bibliometric analysis utilizing the Scopus database (1944–2021). 

Heliyon, 9(1). https://doi.org/10.1016/j.heliyon.2022.e12765 

Hoppner, J. J., & Vadakkepatt, G. G. (2018). Examining Legitimasi moral in the 

marketplace: A conceptualization and framework. Journal of Business 

Research, 95, 417–427. https://doi.org/10.1016/j.jbusres.2018.07.045 

Hyun, H., Park, J. K., & Hong, E. (2024). Enhancing brand equity through 

multidimensional brand authenticity in the fashion retailing. Journal of 

Retailing and Consumer Services, 78. 

https://doi.org/10.1016/j.jretconser.2024.103712 

Kim, S., & He, H. (2025). The impact of brand activism on consumer behaviors: 

Examining the contrasting roles of admiration and anger. Journal of Business 

Research, 201. https://doi.org/10.1016/j.jbusres.2025.115704 

Klostermann, J., Hydock, C., & Decker, R. (2022). The effect of corporate political 

advocacy on brand perception: An event study analysis. Journal of Product 

and Merek Management, 31(5), 780–797. https://doi.org/10.1108/JPBM-03-

2021-3404 

Pengaruh Aktivisme Merek pada Sikap terhadap Merek dengan Evaluasi Moral sebagai Mediator
serta
Legitimasi Moral dan Ideologi Politik Konsumen sebagai Anteseden
Priska Yeni Silaban, Handini Audita, S.E., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



94 
 

Luna-Amador, J., Caraballo-Payares, A., & Escobar-Espinoza, A. (2025). Brand 

activism: Research trends and cluster analysis. European Research on 

Management and Business Economics, 31(2). 

https://doi.org/10.1016/j.iedeen.2025.100279 

Mirzaei, A., Wilkie, D. C., & Siuki, H. (2021). Woke brand activism authenticity or 

the lack of it. Journal of Business Research, 139, 1–12. 

https://doi.org/10.1016/j.jbusres.2021.09.044 

Neureiter, M., & Bhattacharya, C. B. (2021). Why do boycotts sometimes increase 

sales? Consumer activism in the age of political polarization. Business 

Horizons, 64(5), 611–620. https://doi.org/10.1016/j.bushor.2021.02.025 

Nguyen, H. N., & Nguyen, T. B. (2021). Sense of online betrayal, brand hate, and 

outrage customers’ anti-brand activism. Innovative Marketing, 17(4), 75–87. 

https://doi.org/10.21511/im.17(4).2021.07 

Sarkar, C., & Kotler, P. (2021). Brand activism: From purpose to action. IDEA BITE 

PRESS. 

Sibai, O., Mimoun, L., & Boukis, A. (2021). Authenticating brand activism: 

Negotiating the boundaries of free speech to make a change. Psychology and 

Marketing, 38(10), 1651–1669. https://doi.org/10.1002/mar.21477 

Sprout Social. (2025). How to define and share brand values (with examples). 

https://sproutsocial.com/insights/brand-

values/#:~:text=According%20to%20a%20Q3%202025,the%20boldest%20t

hing%20a%20company 

Verlegh, P. W. J. (2024). Perspectives: A research-based guide for brand activism. 

In International Journal of Advertising (Vol. 43, Number 2, pp. 388–402). 

Taylor and Francis Ltd. https://doi.org/10.1080/02650487.2023.2228117 

Vredenburg, J., Kapitan, S., Spry, A., & Kemper, J. A. (2020). Brands taking a stand: 

Authentic brand activism or woke washing? Journal of Public Policy and 

Marketing, 39(4), 444–460. https://doi.org/10.1177/0743915620947359 

Pengaruh Aktivisme Merek pada Sikap terhadap Merek dengan Evaluasi Moral sebagai Mediator
serta
Legitimasi Moral dan Ideologi Politik Konsumen sebagai Anteseden
Priska Yeni Silaban, Handini Audita, S.E., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



95 
 

Wannow, S., Haupt, M., & Ohlwein, M. (2023). Is brand activism an emotional 

affair? The role of moral emotions in consumer responses to brand activism. 

Journal of Merek Management, 31, 168–192. https://doi.org/10.1057/s41262-

023-00326-9 

Zhou, Z., & Dong, C. (2022). Matching words with actions: Understanding the 

effects of CSA stance-action consistency on negative consumer responses. 

Corporate Communications, 27(1), 167–187. https://doi.org/10.1108/CCIJ-

05-2021-0060 

  

  

Pengaruh Aktivisme Merek pada Sikap terhadap Merek dengan Evaluasi Moral sebagai Mediator
serta
Legitimasi Moral dan Ideologi Politik Konsumen sebagai Anteseden
Priska Yeni Silaban, Handini Audita, S.E., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/


	DAFTAR PUSTAKA

