
Daftar Pustaka 

 

Ahrenz, J., J.R. Coyle, & M. A. Strahilevitz, (2011), “Electronic word of mouth: The effects of 

incentives on e-referrals by senders and receivers”’ European Journal of Marketing, Vol. 

47 No. 7, pp. 1034-1051 

Anderson, C.H., (1986), “Hierarchical Moderated Regression Analysis: A Useful Tool for Retail 

Management Decisions”, Journal of Retailing, Vol. 62, No. 2, pp 186-203 

Asosiasi Penyelengara Jasa Internet Indonesia, (2014), “Profil Pengguna Internet Indonesia”, 

Pusat Kajian Komunikasi Universitas Indonesia: Jakarta 

Assael, H., (2001), Consumer Behaviour and Marketing Action, Edisi kedua, Boston: Thomson 

& Learning 

Assael, H., (2004), Consumer Behavior: A Strategic Approach. Pensylvania State University. 

Houghton Mifflin. 

Bambauer-Sachse, S., & S. Mangold., (2011), “Brand equity dilution through negative online 

word-of-mouth communication”, Journal of retailing and consumer services, Vol.18, 

Issue 1, pp 38-45 

Baron, R, & D. Kenny,.(1986), “ The Moderator-Mediator Variable Distinction in Social 

Psychological Research: Conceptual, Strategic, and Statistical Considerations”,  Journal of 

Personality and Social Psychology, vol. 51, no. 6 

Belch, G. E. (1981), An Examination of Comparative and Noncomparative Television 

Commercials: The Effects of Claim Variation and Repetition on Cognitive Response and 

Message Acceptance. Journal of Marketing Research, Vol. 18, No. 3, pp. 333-349 

Belch, M. A. & L. A. Willis, (2001), “Family Decision at The Turn Of The Century: Has The 

Changing Structure Of Households Impacted The Family Decision-Making Process?”, 

Journal of Consumer Behaviour Vol. 2, No. 2, pp 111-124 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Berger, J., (2014), ”Word of mouth and interpersonal communication: A review and directions 

for future research”, Journal of Consumer Psychology Vol. 24 no. 4  p. 586–607 

Bitner, M. J. & V.A. Zeithaml, (2003), Service Marketing, 3
rd

 edition, New Delhi: McGraw Hill. 

Breazeale, M., (2008), “Word of mouse: an assessment of electronic word-of-mouth research”, 

International Journal of Market Research, Vol. 51 No. 3, pp. 297-318. 

Brown, J.J., & Reingen, P.H., (1987), “Social ties and word-of-mouth referral behavior”, Journal 

of Consumer Research, Vol. 14 No. 3, pp. 350-62. 

Brown, T.J., T.E. Barry, P. A. Dacin, & R. F. Gunst., (2005), “Spreading the word: Investigating 

antecedents of consumers' positive word-of-mouth intentions and behaviors in a retailing 

context”, Academy of Marketing Science. Spring Vol. 33, no. 2  pg. 123 

Budiman, A., H. Chhor, R. Raz&, & A. Sohoni, (2012), “The new Indonesian consumer”, 

Mckinsey Quarterly. December. 

Buffardi, L.E. & W.K. Campbell, (2008), “Narcissism and Social Networking Web Sites”, 

Personality And Social Psychology Bulletin, Vol. 34 No. 10 

Bughin, J, J. Doogan, , &  O. Vetvik., (2010), "A new way to measure word-of-mouth 

marketing." Mckinsey Quarterly no. 2 : 113-116 

Chang, J.B.,  J. L. Lusk, & F. B. Norwood, (2009), “How Closely Do Hypothetical Surveys And 

Laboratory Experiments Predict Field Behavior”, American Journal of Agricultural 

Economics, Vol. 91 no.2 pg. 518–534 

Chevalier, J.,& D. Mayzlin, (2006), “The effect of word of mouth on sales: online book 

reviews”, Journal of Marketing Research, Vol. 43(August). Pg. 345–354. 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Chu, S.C. & S. M. Choi., (2011), “Electronic Word-of-Mouth in Social Networking Sites: A 

Cross-Cultural Study of the United States and China”, Journal of Global Marketing, Vol. 

24 pg. 263–281 

Cooper, D., & P. Schindler, (2008), Business Research Method. Ninth edition. New York: 

McGraw-Hill Education 

country-of-origin image and brand image as drivers of purchase intentions: A test of alternative 

perspectives”, International Marketing Review, Vol. 28 No. 5 

 

 

Davidow, M, (2003), “Have you heard the word? The effect of word of mouth on perceived 

justice, satisfaction and repurchase intentions following complaint handling”, Journal of 

Consumer Satisfaction Dissatisfaction and Complaining Behavior, Vol. 16, pg. 67-80 

Depkominfo. (2013), “Potret Belanja Online di Indonesia (Kasus Jabodetabek, Bandung & 

Jogya), Pusat Data & Sarana Informatika Departemen Komunikasi & Informasi  

Diamantopoulos, A., B. Schlegelmilch, D. Palihawa&a, (2011), “The relationship between 

Doh, S.J., & J.S. Hwang, (2009), “How Consumers Evaluate eWOM (Electronic Word-of-

Mouth) Messages”, Cyber psychology & behavior. Vol. 12, No. 2 

Duhan, D. F., S. D. Johnson, J. B. Wilcox,& G. D. Harrell,. (1997),” Influences on consumer use 

of word-of-mouth recommendation sources”, Academy of Marketing Science, Fall Vol. 25 

no. 4 

Duncan, T., (2005), Principles of Advertising & IMC, Second Edition. McGraw-Hill, Inc. 

Dunn, M. & S.M. Davis, (2002), Building Brand-Driven Business, 1
st
 edition, San Fransisco: 

Jossey-Bass 

Engel, J. F., R. J. Kegerreis, & R. D. Blackwell. (1969). Word-of-Mouth Communication by the 

Innovator. Journal of Marketing, Vol. 33, No. 3 pg. 15-19 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Engel, J.F., R.D. Blackwell, & P.F. Minard, (1995),  Consumer Behaviour. Eight Edition. New 

York: The Dryden Press 

Fan, Y.W. & Y.F. Miao., (2012). “Effect of electronic word-of-mouth on consumer purchase 

intention: the perspective of gender differences”, International Journal of Electronic 

Business Management, Vol. 10, No. 3, pp. 175-181 

Filieri, R. & F. McLeay, (2013), “E-WOM and Accommodation: An Analysis of the Factors 

That Influence Travelers' Adoption of Information from online review”, Journal of 

Travel Research, Vol. 53 no. 44 

Floyd, K., R. Freling, S. Alhoqail, H. Y. Cho,& T, (2014),”Freling. How Online Product 

Reviews Affect Retail Sales: A Meta-analysis”, Journal of Retailing Vol. 90 (2) pg. 217–

232  

Gauri, D. K., A. Bhatnagar, & R. Rao, (2008), “Role of Word of Mouth in Online Store Loyalty: 

Comparing online store ratings with other e-store loyalty factors”, Communications of the 

acm. Vol. 51, No. 3 

Godes, D., & D. Mayzlin. (2004), “Using Online Conversations to Study Word of Mouth 

Communication”. Marketing Science 23 (4): 545-560 

Graeff, T. R., (1997), “Consumption Situations and the Effects of Brand Image on Consumers' 

Brand Evaluations”, Psychology & Marketing, Vol. 14, No. 1 

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

Seventh Edition. New Jersey: Prentice hall 

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, pg. 60-75 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Hawkins, D.I,  R. Best, & K.A. Coney, (2004), Consumer behavior: Building marketing 

strategy, ninth edition. Boston: McGraw-Hill  

Hennig-Thurau, T., C. Wiertz, & F. Feldhaus, (2014), “Does Twitter matter? The impact of 

microblogging word of mouth on consumers’ adoption of new movies”, Academy of 

Marketing Science. April 2014 

Hennig-Thurau, T., E. C. Malthouse, C. Friege, S. Gensler, L. Lobschat, A. Rangaswamy, & B. 

Skiera., (2010), “The Impact of New Media on Customer Relationships”, Journal of 

Service Research Vol. 13 pg. 311 

Hennig-Thurau, T., K.P. Gwinner., G. Walsh, & D.D. Gremler, (2004), “Electronic word-of-

mouth via consumer-opinion platforms: what motivates consumers to articulate 

themselves on the internet?”, Journal of Interactive Marketing, Vol. 18 No. 1, pp. 38-52.  

Hoch, S.J. & J. Deighton, (1989), “Managing What Consumers Learn from Experience”, Journal 

of Marketing, Vol. 53, No. 2, pp. 1-20  

Jalilvand, M. R. & N. Samiei, (2012). “The effect of electronic word of mouth on brand image 

and purchase intention”, Marketing Intelligence & Planning, Vol. 30 no. 4 pg. 460 – 476 

Jeong, E.H., & C.J. Soo (Shawn), (2011), “Restaurant experiences triggering positive electronic 

word-of-mouth (eWOM) motivations”, International Journal of Hospitality Management 

Vol. 30 pg. 356–366 

Kamtarin, M., (2012), “The Effect of Electronic Word of Mouth: Trust and Perceived Value on 

Behavioral Intention from the Perspective of Consumers”, International Journal of 

Academic Research in Economics and Management Sciences. Vol. 1, No. 4 ISSN: 2226-

3624 

Keller, E., & B. Libai. (2009). “A Holistic Approach to the Measurement of WOM: It’s Impact 

on Consumer’s Decisions”. Worldwide Multi-Media Measurement, ESOMAR: Stockholm 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Keller, K. L., (1998), Strategic Brand Management : Building, Measuring, and Managing Brand 

Equity, 2
nd

 edition, New Jersey: Prentice Hall. 

King, D. L., (2012), “Running the Digital Branch: Guidelines for Operating the Library 

Website”, Library technology reports vol. 48 no. 6 

Kinnear, T. C. & J. Taylor, (1995), Marketing Research: An Applied Approach. Fifth edition. 

New York: McGraw-Hill Companies 

Kotler, P. & G. Amstrong, (2001). Prinsip-Prinsip Pemasaran, jilid 2, edisi ke-8, Jakarta: 

Penerbit Erlangga. 

Kotler, P. (2003). Marketing Management: International Edition. 11
th

  Edition. New Jersey: 

Prentice Hall Inc. 

Kotler, P. ; K.L. Keller, & S.H. Ang, (2009), Marketing Management: An Asian Perspective, 4th 

Edition, Singapore: Pearson Prentice Hall Inc. 

Kotler, P., J.Bowen, & J. Makens., (1999). Marketing for Hospitality and Tourism. Second 

Edition. Prentice Hall Inc. New Jersey: Upper Saddle River 

Laurent, G. & J.N. Kapferer, (1985), “Measuring Consumer Involvement Profiles”, Journal of 

Marketing Research, Vol. 22, No. 1, pp. 41-53 

Lim, B.C. & C.M.Y. Chung, (2014), “Word-of-mouth: The use of source expertise in the 

evaluation of familiar and unfamiliar brands”. Asia Pacific Journal of Marketing and 

Logistics. Vol. 26 no. 1 pp. 39 – 53 

Mazzarol, T., J. C. Sweeney, G. N. Soutar. (2007), “Conceptualizing word‐of‐mouth activity, 

triggers and conditions: an exploratory study”, European Journal of Marketing Vol. 41 

no. 11/12 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Moore, S. G., (2013).”Some Things Are Better Left Unsaid: How Word of Mouth Influences the 

Storyteller”, Journal of consumer research, Inc. Vol. 38 

Mowen, & Minor, M., (2002), Perilaku Konsumen, cetakan kedua, Jakarta: Penerbit Erlangga 

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

New Jersey: Pearson/Allyn and Bacon  

Oliver, R.L., (1993), “A Conceptual Model of Service Satisfaction: Compatible Goals, Different 

Concept”, Advanced Service Marketing Management. Vol. 2, pg 65-85  

Ono, C., S. Nishiyama, K. Kim,  B. C. Paulson, M. Cutkosky, & C J. Petrie, (2003), “Trust-

Based Facilitator: Handling Word-of-Mouth Trust for Agent-Based E-Commerce”, 

Electronic Commerce Research, Jul-Oct, Vol. 3, pg. 201 

Peter, P.J., & J. C. Olson, (2010). Consumer Behavior & Marketing Strategy. Ninth edition. New 

York: McGraw-Hill 

Rahmanita, U., S. Lestari, A. Fitriani, (2014), “Perbedaan Kecenderungan Narsistik Antara Laki-

Laki & Perempuan Pengguna Jejaring Sosial Instagram”, Jurnal Psikologi, Vol. 5, No. 4 

Razdan.R., M. Dias, & A. Sohoni., (2013), “The Evolving Indonesian Consumer”. McKinsey 

Quarterly: Asia Consumer Insights Center 

Sekaran, U & R. Bougie, (2010), Research Methods for Business: A Skill Building Approach. 

Fifth edition. New York: John Wiley & Sons 

Sen, S., (2011), “Determinants of Consumer Trust of Virtual Word-of-Mouth: An Observation 

Study from a Retail Website”, The Journal of American Academy of Business, 

Cambridge , Vol. 14 , No. 1 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Shao, C.Y., J. Baker, J. A. Wagner, (2004), “The effects of appropriateness of service contact 

personnel dress on customer expectations of service quality and purchase intention: The 

moderating influences of involvement and gender”. Journal of Business Research Vol. 57 

pg. 1164– 1176 

Shukla, P., (2011), “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, Vol. 46, Issue 2 

Sohn, D., & J D. Leckenby, (2005), “Product class knowledge as a moderator of consumer's 

electronic word-of-mouth behavior”, American Academy of Advertising. Conference. 

Proceedings, pg. 20 

Sotiriadis, M. D. & C. Van Zyl, (2013), “Electronic word-of-mouth and online reviews in 

tourism services: the use of twitter by tourists”, Electronic Commerce Research Vol. 13 

p.103–124 

Strauss, J. & R. Frost. 2009. E-Marketing. 5th Edition. New Jersey: Pearson Education. 

Sugiyono, (2007), Statistik untuk Penelitian, Bandung : ALFABETA. 

Suh, J.C. & Y.J. Yi., (2006). “When Brand Attitudes Affect the Customer Satisfaction-Loyalty 

Relation: The Moderating Role of Product Involvement”, Journal of consumer 

psychology, Vol. 16 no.2, pg. 145–155 

Swastha, B. & H. Handoko, (2008), Manajemen Pemasaran: Analisa Perilaku Konsumen Edisi 

pertama. Yogyakarta: BPFE. 

Sweeney, J.C., G.N. Soutar, & T. Mazzarol, (2012), “Word of mouth: measuring the power of 

individual messages”, European Journal of Marketing, Vol. 46 No. 1/2, pg. 237-257 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



Sweeney, J.C., G.N. Soutar, T. Mazzarol, (2014), “Factors enhancing word-of-mouth influence: 

positive and negative service-related messages”.,European Journal of Marketing. Vol. 48 

no. 1/2, pp. 336 – 359 

Tjiptono, F., (2008), Strategi Pemasaran, Cetakan kedua, Yogyakarta: Penerbit Andi 

Wangenheim, F. V., & T. Bayon, (2007), “Behavioral Consequences of Overbooking Service 

Capacity”. Journal of Marketing. Vol. 71, No. 4, pg. 36-47. 

World Internet User, Miniwatts Marketing Group. available at:  

http://www.internetworldstats.com/asia.htm#id, accessed on June, 30, 2015. 

 

 

Yoon, S.J., (2012), “A social network approach to the influences of shopping experiences on e-

wom”, Journal of Electronic Commerce Research, Vol. 13, no. 3 

Zaichkowsky, J.L., (1985), “Measuring the Involvement Construct”, Journal of Consumer 

Research, Vol. 12, No. 3, pp. 341-352 

Zhang, J. & W.N. lee., (2012), “Exploring the Influence of Cultural Value Orientations on 

Motivations of Electronic Word-of-Mouth Communication”, Journal of Internet 

Commerce, Vol. 11 pg.117–138 

 

PENGARUH GETOK TULAR ELEKTRONIK MELALUI MEDIA SOSIAL PADA NIAT PEMBELIAN ULANG
PRAMATATYA R. WIDYA, Dr. Sahid Susilo Nugroho, M.Sc.,M.Phill.
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/


