DAFTAR PUSTAKA

Ashraf, M., Ahmad, J., Sharif, W., Raza, A. A., Salman Shabbir, M., Abbas, M., &
Thurasamy, R. (2020). The role of continuous trust in usage of online product

recommendations. Online Information Review, 44(4), 745-766.

Bashir, N., Papamichail, K. N., & Malik, K. (2017). Use of Social Media
Applications for Supporting New Product Development Processes in
Multinational Corporations. Technological Forecasting and Social Change,
120, 176-183. https://doi.org/10.1016/j.techfore.2017.02.028

Bringula, R. P., Moraga, S. D., Catacutan, A. E., Jamis, M. N., & Mangao, D. F.
(2018). Factors influencing online purchase intention of smartphones: A
hierarchical regression analysis. Cogent Business and Management, 5(1), 1-
18. https://doi.org/10.1080/23311975.2018.1496612

Erkan, 1., & Evans, C. (2018). Social media or shopping websites? The influence
of eWOM on consumers’ online purchase intentions. Journal of Marketing
Communications, 24(6), 617-632.

Escobar-Rodriguez, T., & Bonsén-Fernandez, R. (2017). Analysing online
purchase intention in Spain: fashion e-commerce. Information Systems and e-
Business Management, 15(3), 599-622. https://doi.org/10.1007/s10257-016-
0319-6

Gruner, R. L., Vomberg, A., Homburg, C., & Lukas, B. A. (2019). Supporting New
Product Launches With Social Media Communication and Online
Advertising: Sales Volume and Profit Implications. Journal of Product
Innovation Management, 36(2), 172-195. https://doi.org/10.1111/jpim.12475

Hajli, M. N. (2014). A study of the impact of social media on consumers.

International journal of market research, 56(3), 387-404.

62



Hariguna, T., & Berlilana, B. (2017). Understanding of antecedents to achieve
customer trust and customer intention to purchase e-commerce in social media,
an empirical assessment. International Journal of Electrical and Computer
Engineering, 7(3), 1240-1245. https://doi.org/10.11591/ijece.v7i3.ppl240-
1245

Hidayanti, I., Herman, L. E., & Farida, N. (2018). Engaging Customers through
Social Media to Improve Industrial Product Development: The Role of
Customer Co-Creation Value. Journal of Relationship Marketing, 17(1), 17—
28. https://doi.org/10.1080/15332667.2018.1440137

Kijek, T., Angowski, M., & Skrzypek, A. (2020). Millennials Use of Social Media
in Product Innovation Purchasing Processes. Journal of Computer Information
Systems, 60(1), 9-17. https://doi.org/10.1080/08874417.2019.1604104

Lee, S. E., Jung, H. J., & Lee, K. H. (2021). Motivating collaborative consumption
in fashion: Consumer benefits, perceived risks, service trust, and usage

intention of online fashion rental services. Sustainability, 13(4), 1804.

Lee, W. I., Cheng, S. Y., & Shih, Y. T. (2017). Effects among product attributes,
involvement, word-of-mouth, and purchase intention in online shopping. Asia
Pacific Management Review, 22(4), 223-229.

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce
purchase intention: An empirical research. Computers in Human Behavior, 56,
225-237. https://doi.org/10.1016/j.chb.2015.11.057

Mainardes, E. W., & Cardoso, M. V. (2019). Effect of the use of social media in
trust, loyalty and purchase intention in physical stores. The International
Review of Retail, Distribution and Consumer Research, 29(4), 456-477.

Permatasari, A., & Kuswadi, E. (2017). The Impact of Social Media on Consumers’

63



Purchase Intention: A Study of Ecommerce Sites in Jakarta , Indonesia The
Impact of Social Media on Consumers ° Purchase Intention: A Study of
Ecommerce Sites in Jakarta , Indonesia. Review of Integrative Business and
Economics Research, 6(1), 321-335.

Sanny, L., Arina, A., Maulidya, R., & Pertiwi, R. (2020). Purchase intention on
Indonesia male’s skin care by social media marketing effect towards brand

image and brand trust. Management Science Letters, 10(10), 2139-2146.

Sarlija, N., & Harc, M. (2016). Volume 14 Number 2 Summer 2016 editor Suzana
Laporsek. Managing Global Transitions, 14(3), 251-266.

Tandon, U., Mittal, A., & Manohar, S. (2020). Examining the impact of intangible
product features and e-commerce institutional mechanics on consumer trust
and repurchase intention. Electronic Markets. https://doi.org/10.1007/s12525-
020-00436-1

Zhang, M., Zhao, X., & Lyles, M. (2018). Effects of absorptive capacity, trust and
information systems on product innovation. International Journal of
Operations  and Production Management, 38(2), 493-512.
https://doi.org/10.1108/IJOPM-11-2015-0687

Ziaullah, M., Feng, Y., & Akhter, S. N. (2014). E-Loyalty: The influence of product
quality and delivery services on e-trust and e-satisfaction in China.
International Journal of Advancements in Research & Technology, 3(10), 20-
31

64



	DAFTAR PUSTAKA

