
 
 

128 
 

DAFTAR PUSTAKA 

Aldrin Akbar, M., Khotimah, K., Pasolo, F., & Labo, I. A. (2019). ELECTRONIC 

WORD OF MOUTH (e-WOM) PENGARUHNYA TERHADAP PURCHASE 

INTENTION MELALUI BRAND IMAGE PADA SMARTPHONE XIAOMI (Studi 

Pada Mahasiswa di Kota Jayapura). https://www.thenational.ae/business/technol 

Budhiasa, S. (2016). ANALISIS STATISTIK MULTIVARIATE DENGAN APLIKASI SEM 

PLS SMARTPLS 3.2.6. 

Budiastuti, D. (2018). Validitas dan Reabilitas Instrumen. 

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic word-

of-mouth: The adoption of online opinions in online customer communities. 

Internet Research, 18(3), 229–247. https://doi.org/10.1108/10662240810883290 

Choi, M. S., Daugherty, T., Yongjun, S., Wilcox, G. B., & Williams, J. D. (2011). 

Determinants of Consumer Engagement in Electronic Word-of-Mouth in Social 

Networking Sites Committee: Sejung. 

Choi, Y. (2018). A study of the role of e-WOM on social commerce. International 

Journal of E-Collaboration, 14(3), 1–18. https://doi.org/10.4018/IJeC.2018070101 

D., K. A. (2022). Profil - Twitter. https://m.merdeka.com/twitter/profil 

Delone, W. H., & Mclean, E. R. (2003). The DeLone and McLean Model of Information 

Systems Success: A Ten-Year Update. In Information Systems Research, Journal 

of Management Information Systems (Vol. 19, Issue 4). 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ 

purchase intentions: An extended approach to information adoption. Computers in 

Human Behavior, 61, 47–55. https://doi.org/10.1016/j.chb.2016.03.003 

Ferdinand, A. (2012). Pengembangan Minat Beli Merek Ekstensi. Semarang: Badan 

Penerbit Universitas Diponegoro. 

Gliem, J. A., & Gliem, R. R. (2003). Midwest Research to Practice Conference in Adult, 

Continuing, and Community Education. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). E-WOM scale: Word-of-

mouth measurement scale for e-services context. Canadian Journal of 

Administrative Sciences, 27(1), 5–23. https://doi.org/10.1002/cjas.129 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM) Second Edition. 



129 
 

 
 

Harahap, L. K. (2020). Analisis SEM (Structural Equation Modelling) Dengan 

SMARTPLS (Partial Least Square). 

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

word-of-mouth via consumer-opinion platforms: What motivates consumers to 

articulate themselves on the Internet? Journal of Interactive Marketing, 18(1), 38–

52. https://doi.org/10.1002/dir.10073 

Hevner, A. R., March, S. T., Ram, S., & Jinsoo, P. (2004). Design Science In Information 

Systems Research. In Source: MIS Quarterly (Vol. 28, Issue 1). 

Ismagilova, E., D.Williams, M., Slade, E., & K.Dwivedi, Y. (2017). SPRINGER BRIEFS 

IN BUSINESS Electronic Word of Mouth (eWOM) in the Marketing Context A State 

of the Art Analysis and Future Directions. http://www.springer.com/series/8860 

Jansen, B. J., Zhang, M., Sobel, K., & Chowdury, A. (2009). Twitter power: Tweets as 

electronic word of mouth. Journal of the American Society for Information Science 

and Technology, 60(11), 2169–2188. https://doi.org/10.1002/asi.21149 

Kang, J. W., & Namkung, Y. (2019). The information quality and source credibility 

matter in customers’ evaluation toward food O2O commerce. International Journal 

of Hospitality Management, 78, 189–198. 

https://doi.org/10.1016/j.ijhm.2018.10.011 

Lee, D., Hosanagar, K., & Nair, H. S. (2018). Advertising content and consumer 

engagement on social media: Evidence from Facebook. Management Science, 

64(11), 5105–5131. https://doi.org/10.1287/mnsc.2017.2902 

Leong, C. M., Loi, A. M. W., & Woon, S. (2022). The influence of social media eWOM 

information on purchase intention. Journal of Marketing Analytics, 10(2), 145–157. 

https://doi.org/10.1057/s41270-021-00132-9 

Made, N., Rukmiyati, S., & Ketut Budiartha, I. (2016). PENGARUH KUALITAS 

SISTEM INFORMASI, KUALITAS INFORMASI DAN PERCEIVED 

USEFULNESS PADA KEPUASAN PENGGUNA AKHIR SOFTWARE 

AKUNTANSI (STUDI EMPIRIS PADA HOTEL BERBINTANG DI PROVINSI 

BALI). 

Metzger, M. J., & Flanagin, A. J. (2013). Credibility and trust of information in online 

environments: The use of cognitive heuristics. Journal of Pragmatics, 59, 210–220. 

https://doi.org/10.1016/j.pragma.2013.07.012 

Park, C., Wang, Y., Yao, Y., & Kang, Y. R. (2011). Factors Influencing eWOM Effects: 

Using Experience, Credibility, and Susceptibility. International Journal of Social 

Science and Humanity, 74–79. https://doi.org/10.7763/ijssh.2011.v1.13 

Park, D. H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on 

consumer purchasing intention: The moderating role of involvement. In 



130 
 

 
 

International Journal of Electronic Commerce (Vol. 11, Issue 4, pp. 125–148). 

M.E. Sharpe Inc. https://doi.org/10.2753/JEC1086-4415110405 

Park, T. (2020). How information acceptance model predicts customer loyalty?: A study 

from perspective of eWOM information. Bottom Line, 33(1), 60–73. 

https://doi.org/10.1108/BL-10-2019-0116 

Prendergast, G., Ko, D., & Yuen, S. Y. v. (2010). Online word of mouth and consumer 

purchase intentions. International Journal of Advertising, 29(5), 687–708. 

https://doi.org/10.2501/s0265048710201427 

Puspitarini, D. S., & Nuraeni, R. (2019). PEMANFAATAN MEDIA SOSIAL 

SEBAGAI MEDIA PROMOSI (Studi Deskriptif pada Happy Go Lucky House). In 

Jurnal Common | (Vol. 3). 

Rafaeli, S., & Raban, D. R. (2005). Information sharing online: a research challenge. In 

Int. J. Knowledge and Learning (Vol. 1, Issue 2). http://infosoc.haifa.ac.il 

Ringle, Christian M., Wende, Sven, & Becker, Jan-Michael. (2022). SmartPLS 3. 

Oststeinbek: SmartPLS. Retrieved from https://www.smartpls.com 

Rohmiyati, Y. (2018). Analisis Penyebaran Informasi Pada Sosial Media. ANUVA, 2(1), 

29–42. 

Sari, N., Saputra, M., & Husein, J. (2017). Pengaruh Electronic Word of Mouth Terhadap 

Keputusan Pembelian Pada Toko Online Bukalapak.Com. Jurnal Manajemen 

Magister, 03(01), 96–106. 

Sarstedt, M., Hair, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019). How to 

specify, estimate, and validate higher-order constructs in PLS-SEM. Australasian 

Marketing Journal, 27(3), 197–211. https://doi.org/10.1016/j.ausmj.2019.05.003 

Siswoyo Haryono. (2012). Metodologi Penelitian Bisnis & Manajemen Teori & 

Aplikasi. www.sugestipower.com. 

Song, B. L., Liew, C. Y., Sia, J. Y., & Gopal, K. (2021). Electronic word-of-mouth in 

travel social networking sites and young consumers’ purchase intentions: an 

extended information adoption model. Young Consumers, 22(4), 521–538. 

https://doi.org/10.1108/YC-03-2021-1288 

Sugiyono. (2015). Metode Penelitian Pendidikan. 

Sussman, S. W., & Siegal, W. S. (2003). Informational influence in organizations: An 

integrated approach to knowledge adoption. Information Systems Research, 14(1), 

47–65. https://doi.org/10.1287/isre.14.1.47.14767 

Tien, D. H., Amaya Rivas, A. A., & Liao, Y. K. (2019). Examining the influence of 

customer-to-customer electronic word-of-mouth on purchase intention in social 



131 
 

 
 

networking sites. Asia Pacific Management Review, 24(3), 238–249. 

https://doi.org/10.1016/j.apmrv.2018.06.003 

Tjongirin, R., Gianto, M., & Sihombing, S. O. (2020). Applying the information 

acceptance model to predict purchase intention in social media. Jurnal Manajemen 

Dan Pemasaran Jasa, 13(2), 263–280. https://doi.org/10.25105/jmpj.v13i2.6324 

Tulodo, B. A. R., & Solichin, A. (2019). ANALISIS PENGARUH KUALITAS SISTEM, 

KUALITAS INFORMASI DAN PERCEIVED USEFULNESS  TERHADAP 

KEPUASAN PENGGUNA APLIKASI CARE DALAM UPAYA PENINGKATAN 

KINERJA KARYAWAN (Studi Kasus PT. Malacca Trust Wuwungan Insurance, 

Tbk.). 

Wolny, J., & Mueller, C. (2013). Analysis of fashion consumers’ motives to engage in 

electronic word-of-mouth communication through social media platforms. Journal 

of Marketing Management, 29(5–6), 562–583. 

https://doi.org/10.1080/0267257X.2013.778324 

  
 

 


