
 

 

132 

 

DAFTAR PUSTAKA 

Abdjul, F., Massie, J. D. D., & Mandagie, Y. (2022). Pengaruh Content Marketing, 

Search Engine Optimization dan Social Media Marketing Terhadap Keputusan 

Pembelian Mahasiswa FEB UNSRAT Di E-Commerce Sociolla. Jurnal 

EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 10(3), 225. 

https://doi.org/10.35794/emba.v10i3.41752 

Abidah, N. N., Fitri, A., & Triyono, D. (2024). Pengaruh Electronic Word of Mouth 

Terhadap Minat dan Keputusan Masyarakat Untuk Travelling (Studi Pada 

Wisatawan yang Berkunjung ke Daerah Istimewa Yogyakarta). Great: Jurnal 

Manajemen Dan Bisnis Islam, 1(2), 3032–7253. 

https://doi.org/10.62108/great.v1i1.737 

Adeliasari, Ivana, V., & Thio Sienny. (2014). Electronic Word-Of-Mouth (e-WOM) 

dan Pengaruhnya Terhadap Keputusan Pembelian Restoran dan Kafe di 

Surabaya. Jurnal Hospitality Dan Manajemen Jasa, 218–230. 

Ajeng Sintiya, M., Aziz, N., & Praharjo, A. (2023). The Influence of Electronic 

Word of Mouth (e-WOM) and Brand Awareness on Purchase Decision. 

Jamanika (Jurnal Manajemen Bisnis Dan Kewirausahaan), 3(02), 111–119. 

https://doi.org/10.22219/jamanika.v3i02.27361 

Alawiah, W., & Utama, A. P. (2023). Pengaruh Kualitas Produk, Harga, dan Citra 

Merek pada Keputusan Pembelian Mobil. Kajian Branding Indonesia, 5, 17–

34. 

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). Consumer attitudes 

towards online shopping: The effects of trust, perceived benefits, and 

perceived web quality. Internet Research, 25(5), 707–733. 

https://doi.org/10.1108/IntR-05-2014-0146 

Aldilla, F. A. (2021). Pengaruh Online Customer Review Dan Online Customer 

Rating Terhadap Purchase Intention Melalui Customer Trust Pada Konsumen 

E-Commerce Shopee. Universitas Islam Sultan Agung. 

Al-Gasawneh, J. A., & Al-Adamat, A. M. (2020). The mediating role of e-word of 

mouth on the relationship between content marketing and green purchase 

intention. Management Science Letters, 10(8), 1701–1708. 

https://doi.org/10.5267/j.msl.2020.1.010 

Alkharabsheh, O. H. M., & Zhen, B. H. (2021). The Impact of Content Marketing, 

Social Media Marketing and Online Convenience on Consumer Buying 

Decision Process. Conference on Management, Business, Innovation, 

Education and Social Science, 1(1). 

https://journal.uib.ac.id/index.php/combines 



133 

 

  

 

Amanah, D., & Harahap, D. A. (2018). Examining The Effect of Product 

Assortment and Price Discount Toward Online Purchase Decision of 

University Student in Indonesia. Jurnal Manajemen Dan Kewirausahaan, 

20(2), 99–104. https://doi.org/10.9744/jmk.20.2.99-104 

Amelia, S., Suhud, U., & Berutu, M. B. (2025). Analisis Pengaruh Store Badges, 

Product Quality, dan Price Perception terhadap Customer Trust serta Purchase 

Decision di Platform E-Commerce. Jurnal Semesta Ilmu Manajemen Dan 

Ekonomi, 2(1), 678–701. https://doi.org/10.71417/j-sime.v2i1.841 

Angel, V., & Natadirja, M. (2021). Effect of eWOM, Ease of Use, Trust on Purchase 

Decision (Case Study on Blibli.com). Jurnal Manajemen, 12(3), 446. 

https://doi.org/10.32832/jm-uika.v12i3.5142 

Arif, M. (2021). Pengaruh Social Media Marketing, Electronic Word of Mouth 

(EWOM) dan Lifestyle terhadap Keputusan Pembelian Online. SiNTESa: 

Seminar Nasional Teknologi Edukasi Dan Humaniora, 2021, 111–122. 

Ashari, R. M. H., & Sitorus, O. F. (2023). Pengaruh Content Marketing terhadap 

Customer Engagement Kopi Kenangan. Jurnal EMT KITA, 7(1), 38–46. 

https://doi.org/10.35870/emt.v7i1.726 

Bagus Nyoman Udayana, I., Tria Hatmanti Hutami, L., Imam Hanafi, F., 

Manajemen, P., Ekonomi, F., & Sarjanawiyata Tamansiswa, U. (2024). 

Dampak Influencer Marketing Dan Online Customer Reviews Terhadap 

Online Purchase Decisions Dimediasi Oleh Customer Trust. Jurnal 

Pendidikan Ekonomi Dan Kewirausahaan), 8(1), 206. 

https://doi.org/10.29408/jpek.v8i1.24913 

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

negative online word-of-mouth communication. Journal of Retailing and 

Consumer Services, 18(1), 38–45. 

https://doi.org/10.1016/j.jretconser.2010.09.003 

Bhale, U. A., & Bedi, H. S. (2018). SEM Model Fit Indices Meaning and 

Acceptance of Model Fit Indices Literature Sport. 

Bhandari, M., Rodgers, S., & Pan, P.-L. (2021). Brand feedback to negative eWOM 

messages: Effects of stability and controllability of problem causes on brand 

attitudes and purchase intentions. Telematics and Informatics, 58, 101522. 

https://doi.org/10.1016/j.tele.2020.101522 

Bu, Y., Parkinson, J., & Thaichon, P. (2021). Digital content marketing as a catalyst 

for e-WOM in food tourism. Australasian Marketing Journal, 29(2), 142–154. 

https://doi.org/10.1016/j.ausmj.2020.01.001 

Burke, C. S., Sims, D. E., Lazzara, E. H., & Salas, E. (2007). Trust in leadership: A 

multi-level review and integration. Leadership Quarterly, 18(6), 606–632. 

https://doi.org/10.1016/j.leaqua.2007.09.006 



134 
 

 
 

Chandra, A., & Tan, H. P. (2022). Analysis of Factors Affecting E-Loyalty with E-

Trust and E-Satisfaction as Mediation Variables on Halodoc Application Users 

in Indonesia. Quantitative Economics and Management Studies, 3(6), 983–

997. https://doi.org/10.35877/454RI.asci1272 

Christianto, N. C., & Agustini, M. Y. D. H. (2024). Consumer Trust: A Decisive 

Factor of Online Shopping. International Proceedings Universitas 

Tulungagung 2024. 

Christie, O. B., Kui, D. O. K., & Huliselan, J. J. (2022). Analisis Sistem Reward 

dan Punishment untuk Meningkatkan Motivasi Kerja dan Organizational 

Commitment Karyawan dengan Studi Kasus pada PT XYZ. Feedforward: 

Journal of Human Resource, 2(2). 

Datya, A. lefan, & Dewi, W. W. A. (2017). Analisis E-WOM (Aulia Iefan Datya, 

dkk) Analisis E-WOM (Electronic Word of Mouth) bagi Konsumen dalam 

Pembelian Notebook di Situs Belanja Online. Jurnal Teknologi Informasi-Aiti, 

57–68. www.batamtoday.com 

Dewi, N. P. A. D., Fajariah, F., & Suardana, I. M. (2023). Pengaruh Content 

Marketing dan Electronic of Mouth pada Platform TikTok terhadap Keputusan 

Pembelian di Shopee. Jurnal Ilmiah Ekonomi Dan Bisnis, 1, 178–190. 

Dharmayanti, D., & Theofilus, R. (2021). Analisa Pengaruh Content Marketing 

Terhadap Customer Advocacy dengan Brand Trust dan Customer Engagement 

Sebagai variabel Intervening pada Aplikasi Tiktok. Jurnal Strategi 

Pemasaran, 7. 

Dharomesz, V. Y. (2024). Content Marketing in Shaping Customer Engagement 

Through TikTok: Generation Z Male Perspective. Journal of 

Entrepreneurship, Management, and Industry (JEMI), 07(01), 31–44. 

https://doi.org/10.36782/jemi.v7i1.2576 

Dhea Eka Vitaloka Khoirunnisa, Sintya Dini Wilanda, Shinta Nurliana, Khairani 

Zikrinawati, & Zulfa Fahmy. (2023). Pengaruh Electronic Word of Mouth (E-

WOM) dan Brand Image Terhadap Keputusan Pembelian pada Pengguna 

Tokopedia. Jurnal Mahasiswa Kreatif, 1(2), 53–65. 

https://doi.org/10.59581/jmk-widyakarya.v1i2.749 

Djauhar, A., Tovan, & Suharlian. (2021). Pengaruh Brand Image Terhadap 

Keputusan Pembelian Motor Yamaha di Kabupaten Morowali. Sultra Journal 

of Economics and Business, 2. 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and 

Store Information on Buyers Product Evaluations. Journal of Marketing 

Research. 

Dwyer, P. (2007). Measuring The Value of Electronic Word of Mouth and It’s 

Impact in Consumer Communities. Journal of Interactive Marketing, 21(2). 

https://doi.org/10.1002/dir 



135 
 

 
 

Eddie Rahmat Taufik. (2023). Purchase Decision Analysis Through Price and 

Product Quality. International Journal of Social Science, 1(3), 337–344. 

https://doi.org/10.53625/ijss.v1i3.5612 

Ekawati, S., & Aryadirda, Y. (2015). Pengaruh Brand Image, Brand Awareness, dan 

Kualitas Produk Terhadap Keputusan Pembelian Produk Planet Popcorn pada 

Mahasiswa Fakultas Ekonomi Universitas Tarumanegara Jakarta. Jurnal 

Ekonomi, 414–427. 

Eko Prabowo, G., Didiek Wiet Aryanto, V., & Pakarti, P. (2024). Peran Brand 

Image, Kualitas Produk, Promosi Online dan Tingkat Kepercayaan Produk 

pada Pengambilan Keputusan Pembelian (Studi Kasus pada CV. Tenun Mulia 

Gemilang). Jurnal Riset Dan Inovasi Manajemen, 3(1), 48–62. 

https://doi.org/10.59581/jrim-widyakarya.v3i1.4414 

Fahimah, M., & Ningsih, L. A. (2022). Strategi Content Marketing dalam 

Membangun Customer Engagement. Benchmark, 3(1), 43–52. 

https://doi.org/10.46821/benchmark.v3i1.283 

Fahriza, V., & Rukiyah. (2023). Pengaruh Beauty Content Marketing pada Media 

Sosial Instagram terhadap Kemampuan Literasi Media Siswa SMA DK. 

ANUVA, 7(3), 403–418. 

Fatonah, S., Septian Panglipurningrum, Y., & Khristiana, Y. (2024). Pendampingan 

Strategi Content marketing Produk Pemanfaatan limbah Ternak Pada Peternak 

Sapi di Desa Pare Kabupaten Wonogiri. Eastasouth Journal of Positive 

Community Services, 2(02), 75–82. https://doi.org/10.58812/ejpcs.v2i02 

Firdaus, Martini, Sulistiyaningsih, S., & Effendi, M. (2023). The Role Of Consumer 

Trust as an Intervening Variable In Purchasing Decisions in Lazada E-

Commerce: A Study of Indonesian Society. International Conference on 

Digital Advance Tourism, Management and Technology, 1(1), 555–567. 

https://doi.org/10.56910/ictmt.v1i1.125 

Galang Eko Prabowo, Vincent Didiek Wiet Aryanto, Mahmud Mahmud, & Piji 

Pakarti. (2024). Peran Brand Image, Kualitas Produk, Promosi Online dan 

Tingkat Kepercayaan Produk pada Pengambilan Keputusan Pembelian. Jurnal 

Riset Dan Inovasi Manajemen, 3(1), 48–62. https://doi.org/10.59581/jrim-

widyakarya.v3i1.4414 

Ghaisani, F. A. P., & Purbawati, D. (2022). Pengaruh Citra Merek (Brand Image) 

dan Kualitas Website (Website Quality Terhadap Keputusan Pembelian 

(Purchase Decision) Melalui Kepercayaan (E-Trust) Sebagai Variabel 

Intervening (Studi Pada Konsumen E-Commerce Zalora.co.id di Kota 

Semarang). Jurnal Ilmu Administrasi Bisnis. 

https://doi.org/10.14710/jiab.2020.26328 

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 



136 
 

 
 

Hair, J. F., Ringle, C. M., Gudergan, S. P., Fischer, A., Nitzl, C., & Menictas, C. 

(2019). Partial least squares structural equation modeling-based discrete 

choice modeling: an illustration in modeling retailer choice. Business 

Research, 12(1), 115–142. https://doi.org/10.1007/s40685-018-0072-4 

Haji, W. H., Madiistriyatno, H., Widayati, C. C., & Usman, M. (2021). The 

Influence of Knowledge Management, Skill, and Attitude on Employee 

Performance. Dinasti International Journal of Digital Business Management, 

2(3), 569–579. https://doi.org/10.31933/dijdbm.v2i3 

Halodoc. (2025). Media: About Halodoc. Halodoc. 

https://www.halodoc.com/media 

Han, W. (2021). Purchasing Decision-Making Process of Online Consumers Based 

on the Five-Stage Model of the Consumer Buying Process. International 

Conference on Public Relations and Social Sciences, 545–548. 

Hanum, H., & Wiwoho, G. (2023). Pengaruh Kepercayaan Konsumen,  Kemudahan 

Penggunaan, dan Keamanan Transaksi Terhadap Keputusan Pembelian Online 

(Studi pada Pengguna Shopee di Kabupaten Kebumen). JIMMBA: Jurnal 

Ilmiah Mahasiswa Manajemen, Bisnis Dan Akuntansi, 465–480. 

Harjadi, D., Suhardi, D., & Aysiyah, N. (2019). Electronic Word of Mouth and 

Product Quality on Buying Interest Through Trust in Online Shops. 

Trikonomika, 18(2), 74. 

Hartono, L. V., & Dzikrah, R. (2025). Analisis Dampak Kebocoran Data Kesehatan 

terhadap Kepercayaan Publik dan Efektivitas Layanan Kesehatan Digital. 

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 

Hermiyenti, S., & Wardi, Y. (2019). A Literature Review on the Influence of 

Promotion, Price and Brand Image to Purchase Decision. Padang 

International Conference on Education, Economics, Business and Accounting, 

538–545. https://doi.org/10.2991/piceeba2-18.2019.34 

Ilham, Widjaja, W., Sutaguna, I. N. T., Rukmana, A. Y., & Yusuf, M. (2023). Digital 

Marketing’s Effect on Purchase Decisions Through Customer Satisfaction. 

CEMERLANG: Jurnal Manajemen Dan Ekonomi Bisnis, 3(2). 

Insan Waluya, A., Ali Iqbal, M., & Indradewa, R. (2019). How product quality, 

brand image, and customer satisfaction affect the purchase decisions of 

Indonesian automotive customers. In J. Services, Economics and Management 

(Vol. 10, Number 2). http://www.marklines.com 

Irawan, P. R., Abdillah, & Taryanto. (2022). Pengaruh Brand Image Terhadap 

Keputusan Pembelian Pada Home Industry Sandal Kulit Kandangwesi 

Collection Garut. Jurnal Muhammadiyah Manajemen Bisnis. 



137 
 

 
 

Irfansyah, M. (2023). Pengaruh Electronic Word of Mouth (E-WOM) Dan Brand 

Image Terhadap Keputusan Pembelian. Nusantara Journal of 

Multidisciplinary Science, 1(4). https://jurnal.intekom.id/index.php/njms 

Iskamto, D. (2021). Investigation of Purchase Decisions Based on Product Features 

offered. ADPEBI International Journal of Business and Social Science, 1(1), 

1–9. https://doi.org/10.54099/aijbs.v1i1.1 

Ismagilova, E., Dwivedi, Y. K., Slade, E., & Michael, D. W. (2017). Electronic Word 

of Mouth (eWOM) in the Marketing Context A State of the Art Analysis and 

Future Directions. https://doi.org/10.1007/978-3-319-52459-7 

Ismagilova, E., Rana, N. P., Slade, E. L., & Dwivedi, Y. K. (2021). A Meta-Analysis 

of the Factors Affecting eWOM Providing Behaviour. European Journal of 

Marketing, 55(4), 1067–1102. https://doi.org/10.1108/EJM-07-2018-0472 

Ismail, M., Khan, S., & Ahmad, A. (2025). The Interplay of Influencer Marketing 

and Electronic Word of Mouth to Effect Consumer Purchase Decision. The 

Critical Review of Social Sciences Studies, 3(1), 118–138. 

https://thecrsss.com/index.php/Journal/about 

Jr, J. F. H., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. 

(2021). Classroom Companion: Business Partial Least Squares Structural 

Equation Modeling (PLS-SEM) Using R AAWorkbook. 

https://doi.org/10.1007/978-3-030-80519-7 

Kajtazi, K., & Zeqiri, J. (2020). The effect of e-WOM and content marketing on 

customers’ purchase intention. In Int. J. Islamic Marketing and Branding (Vol. 

5, Number 2). 

Kamberaj, B. (2020). Consumer Trust in E-Commerce. 

https://www.researchgate.net/publication/339842847 

Kankaraš, M., & Capecchi, S. (2024). Neither agree nor disagree: use and misuse 

of the neutral response category in Likert-type scales. Metron. 

https://doi.org/10.1007/s40300-024-00276-5 

Karin Pradnya Larasati, P., Dwinda Kartika, K., Suci Rahayu, A., Khairunisa, P., 

Nyoman Larry Julianto, I., Komunikasi Visual, D., Seni Rupa dan Desain, F., 

& Seni Indonesia Denpasar, I. (2021). Efektivitas Content Creator dalam 

Strategi Promosi di Era Digital (Effectiveness of Content Creators in 

Promotion Strategies in this Digital Age). Seminar Nasional Desain (SANDI), 

1. 

Karr. (2016). How to Map Your Content to Unpredictable Customer Journeys. 

http://contentmarketinginstitute.com/wp-

content/uploads/2014/10/2015_B2C_Research.pdf 

Katadata Insight Center. (2022). Penggunaan Layanan Kesehatan & Telemedik di 

Indonesia. 

https://cdn1.katadata.co.id/template/frontend_template_v3/images/miniweb/d



138 
 

 
 

ua-tahun-

pandemi/file/KIC_Survei%202022_Penggunaan_Layanan_Telemedik.pdf 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity. In Source: Journal of Marketing (Vol. 57, Number 1). 

Khamitov, M., Rajavi, K., Huang, D. W., & Hong, Y. (2024). Consumer Trust: 

Meta-Analysis of 50 Years of Empirical Research. Journal of Consumer 

Research, 51(1), 7–18. https://doi.org/10.1093/jcr/ucad065 

Khnouf, V., Nasri, S., Karnit, L., & Shamandour, M. (2023). The Effect of Brand 

Image on Customer Purchase Decision. Article in Journal of Service 

Innovation and Sustainable Development, 4(1), 59–71. 

https://doi.org/10.33168/SISD.2023.0106 

Kitchen, P. J. (2017). Integrated Marketing Communications: Evolution, Current 

Status, Future Developments. In European Journal of Marketing (Vol. 51, 

Number 3, pp. 394–405). Emerald Group Publishing Ltd. 

https://doi.org/10.1108/EJM-06-2016-0362 

Kono, G. N., Fardiah, D., & Zakiah, K. (2022). The Effect of Brand Asset Valuator 

on Usage Decision of Halodoc Application. Budapest International Research 

and Critics Institute-Journal. https://doi.org/10.33258/birci.v5i2.5572 

Konten Ke Perdagangan, D., Peran, M., Konten, P., Penjualan, M., Merek, K., & 

Hadiyati, R. (2024). From Content to Commerce: Investigating the Role of 

Content Marketing in Driving Sales and Brand Engagement. In Management 

Studies and Business Journal (PRODUCTIVITY) (Vol. 1, Number 3). 

https://journal.ppipbr.com/index.php/productivity/index 

Koob, C. (2021). Determinants of Content Marketing Effectiveness: Conceptual 

Framework and Empirical Findings from a Managerial Perspective. In PLoS 

ONE (Vol. 16, Number 4 April). Public Library of Science. 

https://doi.org/10.1371/journal.pone.0249457 

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0 Moving from 

Traditional to Digital. 

Kotler, Philip., & Keller, K. Lane. (2016). Marketing management. Pearson. 

Kuvykaite, R., Dovaliene, A., & Navickiene, L. (2009). Impact of Package 

Elements on Consumer’s Purchase Decision. Economics & Management, 

441–447. 

Lada, S., Rizal, H., William, J. J., Suki, N. M., Rahman, R. A., & Tanakinjal, G. H. 

(2018). Brand Image Benefits and Satisfaction: Roles of Symbolic, Functional, 

Social, and Experiential Benefits. Labuan E-Journal of Muamalat and Society, 

178–188. 

Le, M. T. H., Thi Thao, V. N., Le Huynh Huu, A., Nguyen Tuan, H., Nguyen Ngoc 

Thanh, N., & Thi Hong, V. N. (2024). Establish Trust with Electronic Word-



139 
 

 
 

of-Mouth to Improve Brand Equity. SAGE Open, 14(4). 

https://doi.org/10.1177/21582440241292815 

Lestari, N., Barkah, C. S., Tresna, P. W., & Chan, A. (2022). Electronic Word of 

Mouth Marketing Strategy Analysis on Social Media Marketing Strategy 

Analysis on Social Media Instagram Nanine.Id. International Humanities and 

Applied Sciences Journal, 5(2), 15–25. 

https://doi.org/10.22441/ihasj.2022.v5i2.03 

Lestari, P., & Saifuddin, M. (2020). Implementasi Strategi Promosi Produk Dalam 

Proses Keputusan Pembelian Melalui Digital Marketing Saat Pandemi 

Covid’19. Jurnal Manajemen Dan Inovasi (MANOVA), 3(2), 23–31. 

https://doi.org/10.15642/manova.v3i2.301 

Liang, S. Z., Xu, J. L., & Huang, E. (2024). Comprehensive Analysis of the Effect 

of Social Influence and Brand Image on Purchase Intention. SAGE Open, 

14(1). https://doi.org/10.1177/21582440231218771 

Lou, C., & Xie, Q. (2021). Something social, something entertaining? How digital 

content marketing augments consumer experience and brand loyalty. 

International Journal of Advertising, 40(3), 376–402. 

https://doi.org/10.1080/02650487.2020.1788311 

Mandarić, D., Hunjet, A., & Vuković, D. (2022). The Impact of Fashion Brand 

Sustainability on Consumer Purchasing Decisions. Journal of Risk and 

Financial Management, 15(4). https://doi.org/10.3390/jrfm15040176 

Moh. Aep Nurjamad, & Abdi Kurniawan Gulo. (2023). The Influence of Ratings 

and Electronic Word of Mouth (EWOM) on Online Shop Customer Trust 

(Shopee). International Journal of Integrative Sciences, 2(7), 1079–1096. 

https://doi.org/10.55927/ijis.v2i7.5258 

Mubarrak, M. J., Yusuf, I., & Nurfitriya, M. (2023). Content marketing efforts in 

improving consumer purchase decision in Titip Weh. Enrichment: Journal of 

Management, 13(2). 

Mukarromah, U., Sasmita, M., & Rosmiati, L. (2022). Pengaruh Konten Marketing 

dan Citra Merek Terhadap Keputusan Pembelian dengan Dimediasi Minat Beli 

pada Pengguna Aplikasi Tokopedia. MASTER: Jurnal Manajemen Strategik 

Kewirausahaan, 2(1), 73–84. https://doi.org/10.37366/master.v2i1.444 

Murhum, N. N., Durachman, Y., & Fetrina, E. (2022). Pengukuran Penerimaan 

Pengguna Pada Aplikasi Kesehatan Halodoc dengan Menggunakan Model 

Unified Theory of Acceptance and Use of Technology 2. Jurnal Sains, Nalar, 

Dan Aplikasi Teknologi Informasi, 1(2). https://doi.org/10.20885/snati.v1i2.12 

Nabella, S. D. (2023). Improve Consumer Purchasing Decisions Through Quality 

of Service, Promotion and Quality of Information at PT. Ng Tech Supplies. 

International Journal Of Science, Technology & Management. 

http://ijstm.inarah.co.id 



140 
 

 
 

Nalindah, V., Chan, A., Tresna, P. W., & Barkah, C. S. (2022). Effect of Consumer 

Perception on The Purchase Decision of Children’s Football Clothing 

Products. KINERJA, 26(1), 82–97. 

https://doi.org/10.24002/kinerja.v26i1.5263 

Napitupulu, R. B. (2023). Brand Image Antecedents to Enhance Consumer Trust. 

Dinasti International Journal of Management Science, 1073–1088. 

https://doi.org/10.31933/dijms.v4i6 

Nataliani, N., & Oktaviani, V. (2024). The Influence of Brand Image and Price on 

Purchasing Decisions for bottled mineral water (AMDK). Jurnal Arastirma, 

4(2), 305–315. https://doi.org/10.32493/jaras.v4i2.36355 

Noviandi, A. (2021). Pengaruh E-Wom (Electronic Word Of Mouth) Terhadap 

Keputusan Pembelian Produk Food & Beverage Secara Online Pada 

Marketplace Tokopedia. In Business and Entrepreneurship Journal (BEJ) 

(Vol. 2, Number 1). 

Novita, D., & Wulandari, S. (2020). Pengaruh Dimensi Kepercayaan (Trust) 

Terhadap Partisipasi (Participation) Pelanggan Wulan Rent Car. Journal of 

Applied Business and Economics (JABE), 259–273. 

Nugroho, R. R., Fadillah F, N., & Kasofi, A. (2025). Studi Penerapan Model Delone 

and Mclean untuk Mengukur Kesuksesan Generative AI dalam Operasional 

UMKM di Jakarta. Indonesian Journal of Economy, Business, 

Entrepreneurship and Finance, 5(2), 457–475. https://doi.org/10.53067/ijebef 

Nur Safa, H., Pratikto, H., & Shinta Dhewi, T. (2023). The Role of Trust in 

Mediating Perceived Risk and Electronic Word-of-Mouth Variables Against 

Repurchase Intention. International Journal of Humanities Education and 

Social Sciences, 2(5), 1468–1480. https://ijhess.com/index.php/ijhess/ 

Nuraeni, I., & Manoarfa, H. (2022). The Effect of e-WOM Dimensions on Online 

Repurchase Intention: Survey on Generation Z (12 to 27 Years Old) of Online 

Travel Agent Users in Indonesia. Budapest International Research and Critics 

Institute-Journal. https://doi.org/10.33258/birci.v5i4.7293 

NyomanRusmiati, N., & Purnami, S. A. A. (2022). The Influence of Threat 

Emotion, Brand Trust, and Electronic Word of Mouth on Online Fashion 

Product Purchase Decisions on the Zalora Site. International Journal of 

Management Studies and Social Science Research, 04(05), 58–65. 

https://doi.org/10.56293/ijmsssr.2022.4508 

Oktaviani, S. A., Dwinar, L., Santika, N. F. L., Hafsiah, S., Kamila, M., Nadzim, 

M., Aliza, I. N., & Mulyanti, K. (2024). Pengaruh Promosi dan Brand Image 

Terhadap Keputusan Pembelian Pada E-Commerce Lazada Indonesia. Jurnal 

Pajak Dan Analisis Ekonomi Syariah, 1(3), 218–236. 

https://doi.org/10.61132/jpaes.v1i3.335 



141 
 

 
 

Osorio-Andrade, C., Rospigliosi, P. asher, & Zarco, A. J. (2025). eWOM and 

content marketing strategies: maximizing brand engagement among social 

media users in Spain. European Research on Management and Business 

Economics, 31(3). https://doi.org/10.1016/j.iedeen.2025.100293 

Othman, A. K. (2021). The Mediating Role of Customer Trust in Affecting the 

Relationship between Online Shopping Factors and Customer Purchase 

Decision. Journal of Information Technology Management, 13(3), 141–159. 

https://doi.org/10.22059/JITM.2021.83234 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of 

Service Quality and Its Implications for Future Research. Journal of 

Marketing, 49(4), 41. https://doi.org/10.2307/1251430 

Paudra, G. S. A. P., Nasution, N. L., & Zufrie. (2024). The Effect Of Electronic-

Work of Mouth (E-WoM), Price, Service Quality and Discounts on Consumer 

Shopping Interest in E-Commerce Tokopedia Labuhanbatu Regency. 

Management Studies and Entrepreneurship Journal, 5(2), 9485–9495. 

http://journal.yrpipku.com/index.php/msej 

Peter, G., & Pai, R. (2024). A Comprehensive Review of Integrated Marketing 

Communication Practices in Healthcare Organizations. Frontiers in Health 

Informatics, 13(6). www.healthinformaticsjournal.com 

Prastiwi, S. K., & Aminah, A. S. (2021). The Effect of Credibility, Electronic Word 

of Mouth Communication on Purchase Intentions. Journal of Business 

Management Review, 2(1), 038–056. https://doi.org/10.47153/jbmr21.832021 

Prawitra, I. B. G. A., & Swara, N. N. A. A. V. (2024). Meningkatkan Keputusan 

Pembelian Dengan Content Marketing dan Lifestyle Ni Nyoman Adityarini 

Abiyoya Vena Swara (2) (1)(2)(3). Jurnal Manajemen, Kewirausahaan Dan 

Pariwisata, 4(2), 183–194. 

Prista, D., Wilujeng, I. P., & Siswanto, E. (2025). The Effect of Content Marketing 

and Customer Relationship Management on Repurchase Intent and Trust as a 

Mediating Variable in TORTUIL Businesses. Management Studies and 

Entrepreneurship Journal, 6(3), 2629–2643. 

http://journal.yrpipku.com/index.php/msej 

Purwaningtyas, S. I., Ghofur, R. A., & Ermawati, L. (2024). Pengaruh Content 

Marketing, Fear of Missing Out (Fomo) dan Product Quality Terhadap 

Purchase Decision Produk Skincare Daviena dalam Perspektif Bisnis Islam. In 

ProBusiness: Management Journal (Vol. 15, Number 6). 

www.jonhariono.org/index.php/ProBisnis 

Purwanto, A. (2022). How The Role of Digital Marketing and Brand Image on Food 

Product Purchase Decisions? An Empirical Study on Indonesian SMEs in the 

Digital Era. Journal of Industrial Engineering & Management Research, 3(6). 

https://doi.org/10.7777/jiemar 



142 
 

 
 

Qhoirunnisa, O. N., & Azizah, N. (2024). The Influence of Social Information 

Processing and Perceived Usefulness in Building Customer Trust in Halodoc 

Users. International Journal of Economics (IJEC), 3(1), 555–562. 

https://doi.org/10.55299/ijec.v3i1.853 

Rachmawati, A. D., Hendrayati, H., & Gaffar, V. (2021). The Analysis of Brand 

Image and Brand Awareness on Purchase Decisions (Survey of Mayoutfit 

Bandung Consumers). Global Conference on Business, Management and 

Entrepreneurship, 187. https://doi.org/10.2991/aebmr.k.210831.092 

Rahmasari, F. F., Wigati, P. A., & Budiyanti, R. T. (2023). Analisis Pengaruh 

Keputusan Penggunaan Telemedicine Halodoc di Kota Bogor. Manajemen 

Kesehatan Indonesia, 190–202. 

Ramadhina, N. A., & Mangruwa, R. D. (2023). Do Brand Experience and 

Electronic Word of Mouth Leverage the Skincare Brand Trust? An 

Investigation from Indonesia. Jurnal Ekonomi, 619–628. 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Rihayana, I. G., Salain, P. P. P. S., Rismawan, P. A. E., & Antari, N. K. M. (2022). 

The Influence of Brand Image, and Product Quality on Purchase Decision. 

International Journal of Business Management and Economic Review, 04(06), 

342–350. https://doi.org/10.35409/ijbmer.2021.3345 

Rodiyah, M., Fadiyah, F., & Muzdalifah, L. (2025). Influence of Brand Image and 

Reviews on Pinkflash Purchase Decisions via Shopee with Trust Mediation. 

Airlangga Journal of Innovation Management, 6(3), 601–623. 

https://doi.org/10.20473/ajim.v6i3.79188 

Sa’diyah, K., Hidayatillah, R., & Lasiyono, U. (2022). Pengaruh Kepercayaan 

Pelanggan dan Penjualan Online Terhadap Keputusan Pembelian dengan 

Minat Beli sebagai Variabel Intervening Pada Mahasiswa Prodi Manajemen 

Universitas PGRI Adi Buana Surabaya. In Journal of Sustainability Business 

Research (Vol. 3, Number 1). www.danielsoper.com 

Sahil, M., Faisal, M., Tanjung, H., Pasaribu, H. K., & Rahayu, S. (2025). The 

Influence of Product Reviews, Electronic Word of Mouth on Purchasing 

Decisions on the Shopee Marketplace Platform. Proceeding International 

Seminar on Islamic Studies, 6(1), 1070–1081. 

Santoso, A., & Sispradana, A. (2021). Analysis toward purchase decision 

determinant factors. Asian Management and Business Review, 1(2), 155–164. 

https://doi.org/10.20885/ambr.vol1.iss2.art7 

Santuso, W., Al Musadieq, M., Hidayat, K., & Sunarti, . (2024). A Systematic 

Literature Review: Determinants Analysis of Purchase Decision. KnE Social 

Sciences. https://doi.org/10.18502/kss.v9i11.15774 

Santy, R. D., & Andriani, R. (2023). Purchase Decicion in Terms of Content 

Marketing and e-WOM on Social Medias. Journal of Eastern European and 



143 
 

 
 

Central Asian Research, 10(6), 921–928. 

https://doi.org/10.15549/jeecar.v10i6.1502 

Sari, I. G. A. E. P. S., Anggraini, N. P. N., & Ribek, P. K. (2022). Pengaruh Brand 

Image, Brand Trust dan Promosi Terhadap Keputusan Pembelian Jasa pada 

Visa Agent Bali, Canggu. Jurnal EMAS, 154–165. 

Sari, I., & Waruwu, F. S. (2020). Pengaruh Brand Image Benefits (Functional, 

Social, Symbolic, Experiental dan Appearance Enhances) Terhadap Kepuasan 

Konsumen dan Loyalitas Pembelian Lipstik Revlon di Wilayah Jakarta. 1. 

Sartika, D. (2021). The Effect of Trust and Ease on Online Purchase Decisions in 

Pekanbaru. Procuratio: Jurnal Ilmiah Manajemen, 9, 253–262. 

http://www.ejournal.pelitaindonesia.ac.id/ojs32/index.php/PROCURATIO/in

dex 

Septiano, R., & Sari, L. (2021). Determination. Dinasti International Journal of 

Digital Business Management, 2(3). https://doi.org/10.31933/dijdbm.v2i3 

Septiarini, N. M. A., & Gorda, A. A. V. E. S. (2018). Kecerdasan Intelektual, 

Kecerdasan Emosional, Kecerdasan Spiritual, Budaya Organisasi dan Kinerja 

Karyawan. Jurnal Manajemen Dan Bisnis, 15, 24–41. 

Shaw, G. B. (n.d.). Chapter 2: Integrated Marketing Communication. In Integrated 

Marketing Communication (pp. 21–78). 

Sidabutar, T. G. W. M., & Juardi, D. (2025). Analisis Sentimen Masyarakat 

Terhadap Penggunaan Halodoc sebagai Layanan Telemedicine di Indonesia. 

Jurnal Informatika Dan Teknik Elektro Terapan, 13(1). 

https://doi.org/10.23960/jitet.v13i1.5682 

Singh, N., Yu, J., Ariza-Montes, A., & Han, H. (2023). Exploring the impact of 

functional, symbolic, and experiential image on approach behaviors among 

state-park tourists from India, Korea, and the USA. Humanities and Social 

Sciences Communications, 10(1). https://doi.org/10.1057/s41599-023-01527-

y 

Singh, V. (2015). Consumer Trust in Retail: Development of a Multiple Item Scale. 

Journal of Economics, Business and Management, 3(10). 

https://doi.org/10.7763/joebm.2015.v3.318 

Siregar, A. I., Johannes, J., Yacob, S., & Octavia, A. (2024). Electronic Word of 

Mouth and Its Effects on Consumer Decision-Making: Insights from an 

Extensive Literature Review. Ekonomis: Journal of Economics and Business, 

8(2), 1561. https://doi.org/10.33087/ekonomis.v8i2.1994 

Siregar, Z. M. E. S., Parlaungan, A., Supriadi, Y. N., Ende, & Pristiyono. (2021). 

Structural Equation Modeling. Deepublish Publisher. 

Sobari, W., Pohan, I. A., & Priandani, N. D. (2023). Analysis of Industry 4.0 

Readiness among Regional Governments in Indonesia: The Worth of Digital 



144 
 

 
 

Wisdom and Values in Public Services. Jurnal Borneo Administrator, 19(2), 

117–130. https://doi.org/10.24258/jba.v19i2.1214 

Sonmezay, M., & Ozdemir, E. (2020). The Effect of The E-Commerce Companies 

Benevolence, Integrity and Competence Characteristics on Consumers 

Perceived Trust, Purchase Intention and Attitudinal Loyalty. Business and 

Economics Research Journal, 11(3), 807–821. 

https://doi.org/10.20409/berj.2020.283 

Sudaryanto, S., Hanim, A., Rosediana Dewi, I., Kartikasari, A. D., & Rusdiyanto, 

R. (2025). The mediating effect of customer trust of E-WOM and online 

customer reviews impacting purchase decision of household electronic 

products at a marketplace: evidence from Indonesia. Cogent Business and 

Management, 12(1). https://doi.org/10.1080/23311975.2025.2503093 

Sitorus, S. A., & Romli, N. A. (2020). Brand Marketing:The Art of Branding. Media 

Sains Indonesia. 

Sudirman, A. (2022). Consumer Behaviour: Essence, Position & Strategy. Media 

Sains Indonesia. https://www.researchgate.net/publication/358977003 

Sulanjari, B., & Tjahjaningsih, E. (2023). Online Purchasing Decisions Are 

Influenced by Utilitarian Value to Increase Purchase Satisfaction. Jurnal 

Ekonomi, 12(02), 2023. http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Surucu, L., Sesen, H., & Maslakci, A. (2023). Regression, Mediation/ Moderation, 

and Structural Equation Modeling with SPSS, AMOS, and PROCESS Macro. 

Suryandari, S. Y. (2006). Analisis Pengaruh Merek, Country of Design dan Country 

of Manufacture Pada Persepsi Kualitas dan Niat Beli. Universitas Gadjah 

Mada. 

Syah, R., Lina Auliana, & Rivani. (2024). Pengaruh Content Marketing Terhadap 

Customer Engagement pada Instagram @Dearmebeauty (PT Garland Cantik 

Indonesia). Jurnal Lentera Bisnis, 13(2), 1095–1105. 

https://doi.org/10.34127/jrlab.v13i2.1132 

Syifa, F. A. Y., & Ahmadi, M. A. (2025). Pengaruh Brand Image terhadap Purchase 

Intention Produk Le Minerale : dengan Peran Mediasi Social Influence. Pusat 

Publikasi Ilmu Manajemen, 3, 248–261. 

https://doi.org/10.59603/ppiman.v3i1.657 

Toendan, R. Y., & Nahan, N. (2023). The Role of Customer Trust in Mediating the 

Influence of Service Quality on Customer Loyalty of Express Laundry 

Members Palangka Raya. Jurnal Pengabdian Pancasila, 2(3), 169–184. 

https://doi.org/10.55927/jpp.v2i3.7384 

Ul Huda, I., Karsudjono, A. J., & Darmawan, R. (2021). Pengaruh Content 

Marketing Dan Lifestyle Terhadap Keputusan Pembelian Pada Usaha Kecil 

Menengah Di Media Sosial. Jurnal Komunikasi Bisnis Dan Manajemen, 8(1). 



145 
 

 
 

Umma, N., & Nabila, R. (2023). Pengaruh Online Customer Review, Citra Merek 

dan Religiusitas Terhadap Keputusan Pembelian Dengan Kepercayaan 

Konsumen Sebagai Variabel Intervening (Studi Pada Pengguna Marketplace 

Shopee Generasi Z). IQTISHADIA Jurnal Ekonomi & Perbankan Syariah, 

10(1), 30–47. https://doi.org/10.19105/iqtishadia.v10i1.8407 

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Thiam Hock, R. L., Aljaberi, M. A., 

Hasan, N., & Hamid, M. (2021). The effects of service quality, perceived value 

and trust in home delivery service personnel on customer satisfaction: 

Evidence from a developing country. Journal of Retailing and Consumer 

Services, 63. https://doi.org/10.1016/j.jretconser.2021.102721 

Wibowo, S., & Tama, F. (2023). The Effect of Content Marketing and Brand Image 

on Purchase Decisions with Trust as an Intervening Variable. American 

Journal of Humanities and Social Sciences Research, 201–210. 

www.ajhssr.com 

Wong, D. (2017). Pengaruh Ability, Benevolence dan Integrity terhadap Trust, serta 

Implikasinya terhadap Partisipasi Pelanggan E-Commerce: Studi Kasus 

Pelanggan E-Commerce di UBM. Jurnal Riset Manajemen Dan Bisnis 

(JRMB) FE UNIAT, 2(2), 155–168. www.internetworldstars.com/stat3.htm 

Xiao, L., Guo, F., Yu, F., & Liu, S. (2019). The effects of online shopping context 

cues on consumers’ purchase intention for cross-border E-Commerce 

sustainability. Sustainability, 11(10). https://doi.org/10.3390/su11102777 

Yani, A. S., & Safitri, N. C. (2022). The Effect of Customer Trust and Satisfaction 

on Customer Loyalty Moderated by Service Quality. Budapest International 

Research and Critics Institute-Journal. 

https://doi.org/10.33258/birci.v5i2.5303 

Yano, M. A., Ikhsani, M. M., Rahayu, T. S. M., & Kharismasyah, A. Y. (2025). 

Purchasing Decision: Do You Need Service Quality, Product Quality and Word 

Of Mouth. Business and Accounting Research (IJEBAR) Peer Reviewed-

International Journal, 7. www.kompas.id, 

Yudistira. (2022). Pengaruh Brand Image, Harga, Dan Word Of Mouth Terhadap 

Keputusan Pembelian Smartphone Merek Oppo Di Lumajang. Jobman: 

Journal of Organization and Business Management, 5, 125–131. 

Yunita, D., Widad, A., Diah, Y. M., & Farla, W. (2021). Pembuatan Content 

Marketing sebagai Strategi Menumbuhkan Brand Awareness bagi Pelaku 

Usaha di Era Pandemi Covid-19. Sricommerce: Journal of Sriwijaya 

Community Services, 2(2), 89–96. https://doi.org/10.29259/jscs.v2i2.38 

Yunita, P., & Indriyatni, L. (2022). Pengaruh Brand Image, Daya Tarik Iklan, Dan 

Celebrity Endorser Terhadap Keputusan Pembelian MS Glow (Studi Kasus 

Pada Pelanggan MS Glow Kota Semarang). 



146 
 

 
 

Zakiya, H. F., Suhud, U., & Berutu, M. B. (2025). Peran Perceived Risk, E-WOM, 

dan Brand Image dalam Membangun E-Trust dan Purchase Intention pada 

Aplikasi Buku Digital. Indonesian Journal of Economy, Business, 

Entrepreneurship and Finance, 5(2), 390–405. https://doi.org/10.53067/ijebef 

Zirena-Bejarano, P. P., & Zirena, E. M. C. (2024). From Consumer’s Attitude 

towards Online Purchase Decision: Influence of Friends and Reference 

Groups. Contemporary Management Research, 20(1), 1–24. 

https://doi.org/10.7903/cmr.23109 

  


