
 

160 

DAFTAR PUSTAKA 

 

Al-Dmour, R., Alkhatib, O. H., Al-Dmour, H., & Basheer Amin, E. (2023). The 

Influence of Social Marketing Drives on Brand Loyalty via the Customer 

Satisfaction as a Mediating Factor in Travel and Tourism Offices. Sage 

Open, 13(2), 21582440231181433. 

https://doi.org/10.1177/21582440231181433 

Amirah Kamila Safitri, Mohamad Rizan, & Rahmi. (2023). Peranan E-Service 

Quality, Rates Dan Customer Trust Bagi Repurchase Intention Jasa Kurir. 

Jurnal Ekonomi, 28(2), 234–254. https://doi.org/10.24912/je.v28i2.1646 

Aparicio, M., Costa, C. J., & Moises, R. (2021). Gamification and reputation: Key 

determinants of e-commerce usage and repurchase intention. Heliyon, 7(3), 

e06383. https://doi.org/10.1016/j.heliyon.2021.e06383 

Apidana, Y., & Prasetyo, A. (2023). The Influence of E-trust and E-Servqual on E-

Repurchase Intention with E-Satisfaction as an Intervening Variable. Jurnal 

Ilmiah Manajemen Kesatuan, 11(3), 1075–1086. 

https://doi.org/10.37641/jimkes.v11i3.2241 

Basuki, R., Tarigan, Z. J. H., Siagian, H., Limanta, L. S., Setiawan, D., & Mochtar, 

J. (2022). The effects of perceived ease of use, usefulness, enjoyment and 

intention to use online platforms on behavioral intention in online movie 

watching during the pandemic era. International Journal of Data and 

Network Science, 6(1), 253–262. https://doi.org/10.5267/j.ijdns.2021.9.003 

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022). 

Factors affecting repurchase intentions in retail shopping: An empirical 

study. Heliyon, 8(9), e10619. 

https://doi.org/10.1016/j.heliyon.2022.e10619 

Chuah, S. H.-W., Sujanto, R. Y., Sulistiawan, J., & Aw, E. C.-X. (2022). What is 

holding customers back? Assessing the moderating roles of personal and 

social norms on CSR’S routes to Airbnb repurchase intention in the 

COVID-19 era. Journal of Hospitality and Tourism Management, 50, 67–

82. https://doi.org/https://doi.org/10.1016/j.jhtm.2021.12.007 



 

161 

Do, A. D., Ha, D. L., Pham, M. T., Khuat, M. A. T., Le, V. A. T., Nguyen, D. N. 

D., & La, T. Q. (2025). Impacts of e-RLSQ on repurchase intention in 

Vietnam’s e-commerce market: The mediating role of customer satisfaction 

and trust. International Journal of Information Management Data Insights, 

5(2), 100346. https://doi.org/10.1016/j.jjimei.2025.100346 

Faculty of Economics, Universitas Islam Sultan Agung, Semarang, Indonesia, 

Nurcholis, L., Miftaqulkismay, S., & Faculty of Economics, Universitas 

Islam Sultan Agung, Semarang, Indonesia. (2021). THE CONCEPT OF 

FLOW AS MEDIATING VARIABLES ON THE RELATIONSHIPS 

BETWEEN PERCEIVED USEFULNESS WITH REPURCHASE 

INTENTION. Jurnal Aplikasi Manajemen, 19(1), 187–197. 

https://doi.org/10.21776/ub.jam.2021.019.01.17 

Fahrezi, M. A. (n.d.). SYSTEMATIC LITERATURE REVIEW: PERAN HASHTAG 

DALAM MENINGKATKAN VISIBILITAS KONTEN SOSIAL MEDIA 

(STUDI KASUS: INSTAGRAM). 

Fan, C., Yao, J., Zhang, Y., & Dai, H. (2025). What Are the Factors Influencing 

Customers’ Repurchase Intention?—Taking Smartphone Brands as an 

Example. Sustainability, 17(17), 7607. https://doi.org/10.3390/su17177607 

Fathonah, S. M., & Rahayu, W. P. (2025). Customer Satisfaction as a Mediator: 

The Impact of Social Media Marketing and E-Service Quality on 

Repurchase Intention Among Netflix Users in East Java. 

Febrian, A., Nani, D. A., Lina, L. F., & Husna, N. (2022). The Role of Social Media 

Activities to Enhance Brand Equity. Journal of Economics, Business, & 

Accountancy Ventura, 25(1), 20–30. 

https://doi.org/10.14414/jebav.v25i1.2881 

Garson, G. D. (2016). Partial Least Squares. 

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

(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM) 

Using R: A Workbook. Springer International Publishing. 

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



 

162 

Hojjati, M., Mirzaei, A., Hemmati, N., & Goodarzi Shamsabadi, B. (2025). 

Predicting Consumers’ Intention and Behavior Towards Industrial Dairy 

Products: A Study Based on an Extended Theory of Planned Behavior. 

SSRN. https://doi.org/10.2139/ssrn.5138393 

Hu, T.-L., Chao, C.-M., & Lin, C.-H. (2024). The Role of Social Media Marketing 

in Green Product Repurchase Intention. Sustainability, 16(14), 5916. 

https://doi.org/10.3390/su16145916 

International Journal of Academic Research in Management. (2019). 8(1). 

Iskandar, R. I., Astuti, Y., & Indrajaya, D. (2024). The influence of Customer 

Expectation, Perceived Enjoyment, Perceived Ease of Use, and customer 

satisfaction on Repurchase Intention of vidio.com Streaming Service 

Providers. Journal of Law and Sustainable Development, 12(1), e2137. 

https://doi.org/10.55908/sdgs.v12i1.2137 

Jazula, F. I., Mugiono, & Isharina, I. K. (2025). The Effect of Social Media 

Marketing on Repurchase Intention: Mediating Roles of Satisfaction and 

Brand Image. Jurnal Ilmiah Manajemen Kesatuan, 13(5), 3651–3662. 

https://doi.org/10.37641/jimkes.v13i5.3765 

Junianingrum, S., Apriliyanto, N., & Abdullah, L. Z. (2023). Repurchase Intention 

Based On E-Service Quality And Customer Trust At Three Top Brand E-

Commerce Indonesia. IQTISHADUNA: Jurnal Ilmiah Ekonomi Kita, 12(2), 

226–240. https://doi.org/10.46367/iqtishaduna.v12i2.1513 

Malik, A. N. A., & Annuar, S. N. S. (2021). The Effect of Perceived Usefulness, 

Perceived Ease of Use, Reward, and Perceived Risk toward E-Wallet Usage 

Intention. In M. H. Bilgin, H. Danis, & E. Demir (Eds.), Eurasian Business 

and Economics Perspectives (Vol. 17, pp. 115–130). Springer International 

Publishing. https://doi.org/10.1007/978-3-030-65147-3_8 

Mayasari, H., & Afriani, D. (n.d.). Social Media Marketing and Brand Image on 

Repurchase Intention in Wardah Product. 

Mirbabaei1, S. M., Ahmadinejad, B., Hajmalek, M., Shojaeifard, M., & 

Laalkazemian, E. (2023). Investigating the Impact of Social Media 

Marketing Activities on Customer Satisfaction with the Mediating Role of 



 

163 

Brand Equity and Perceived Value. Asian Journal of Business and 

Accounting, 16(6), 257–279. https://doi.org/10.22452/ajba.vol16no2.9 

Moedeen, S., Aw, E. C.-X., Alryalat, M., Wei-Han Tan, G., Cham, T.-H., Ooi, K.-

B., & Dwivedi, Y. K. (2024). Social media marketing in the digital age: 

Empower consumers to win big? Asia Pacific Journal of Marketing and 

Logistics, 36(1), 66–84. https://doi.org/10.1108/APJML-09-2022-0784 

Muhammad Rizky, Yuliati, L. N., & Hasanah, N. (2023). Pengaruh Social Media 

Marketing Instagram Terhadap Repurchase Intention Melalui Experiential 

Marketing dan Brand Trust: Influence of Instagram Social Media Marketing 

on Repurchase Intention Through Experiential Marketing and Brand Trust. 

Jurnal Aplikasi Bisnis dan Manajemen, 9(2), 658. 

https://doi.org/10.17358/jabm.9.2.658 

Munawaroh, N. A. (2023). Netflix In Indonesia: Customer Willingness To Pay in 

Video Streaming Service. 6(1). 

Nuralam, I. P., Yudiono, N., Fahmi, M. R. A., Yuliaji, E. S., & Hidayat, T. (2024). 

Perceived ease of use, perceived usefulness, and customer satisfaction as 

driving factors on repurchase intention: The perspective of the e-commerce 

market in Indonesia. Cogent Business & Management, 11(1), 2413376. 

https://doi.org/10.1080/23311975.2024.2413376 

Nurcholis, L., & Ferdianto, R. (2021). How to Expand Repurchase Intention? The 

Intervening Impact of Attitude towards Mobile Shopping. Binus Business 

Review, 12(1), 11–19. https://doi.org/10.21512/bbr.v12i1.6454 

Olivia, M., & Marchyta, N. K. (2022). The Influence of Perceived Ease of Use and 

Perceived Usefulness on E-Wallet Continuance Intention: Intervening Role 

of Customer Satisfaction. 24(1). 

Pancasila University, Indonesia, Rachbini, W., Anggraeni, D., Pancasila 

University, Indonesia, Wulanjani, H., & Pancasila University, Indonesia. 

(2021). The Influence of Electronic Service Quality and Electronic Word of 

Mouth (eWOM) toward Repurchase Intention (Study on E-Commerce in 

Indonesia). Jurnal Komunikasi: Malaysian Journal of Communication, 

37(1), 42–58. https://doi.org/10.17576/JKMJC-2021-3701-03 



 

164 

Pop, R.-A., Săplăcan, Z., & Alt, M.-A. (2020). Social Media Goes Green—The 

Impact of Social Media on Green Cosmetics Purchase Motivation and 

Intention. Information, 11(9), 447. https://doi.org/10.3390/info11090447 

Prasetyo, K. W., Pratamal, R. P., & Aditya, A. (2022). Analyzing e-Service Quality 

and e-Satisfaction Effects on Customer Loyalty at An Indonesian Digital 

Marketplace. JOURNAL OF INFORMATICS AND 

TELECOMMUNICATION ENGINEERING, 6(1), 126–134. 

https://doi.org/10.31289/jite.v6i1.7265 

Purnamasari, D. S., & Fadli, J. A. (2024). The Influence Of Perceived Quality On 

Repurchase Intention With The Mediating Customer Satisfaction And 

Perceived Value Of Cosmetic Products In Jabodetabek. Jurnal Ilmiah 

Manajemen Kesatuan, 11(3). https://doi.org/10.37641/jimkes.v11i3.2311 

Ranni Iqlima Putri & Yuli Kartika Dewi. (2026). Customer Satisfaction as an 

Intervening Variable in the Effect of Social Media Marketing and Brand 

Trust on Repurchase Intention. Jurnal  Manajemen Bisnis, 13(1), 703–717. 

https://doi.org/10.33096/jmb.v13i1.1417 

Revaldi, A., Hayuningtyas, L., Suhardi, P. K., & Gantini, A. (n.d.). THE EFFECTS 

OF BRAND EXPERIENCE ON BRAND LOYALTY MEDIATED BY 

BRAND PASSION, SELF-BRAND CONNECTION, BRAND AFFECTION, 

AND CUSTOMER SATISFACTION ON SMARTPHONE USERS IN 

INDONESIA. 

Risma, P., Verinita, V., & Alfitman, A. (2024). Pengaruh Customer Experience dan 

E-service Quality pada Online re-purchase Intention melalui Customer 

Satisfaction. Journal of Accounting and Finance Management, 5(3), 416–

429. https://doi.org/10.38035/jafm.v5i3.694 

Ritonga, S. E., & Digdowiseiso, K. (2023). Mediation Effect of Customer 

Satisfaction on The Relationship Between Price Perception, Social Media, 

Brand Awareness, and Repurchase Decisions. JMKSP (Jurnal Manajemen, 

Kepemimpinan, Dan Supervisi Pendidikan), 8(1), 486–499. 

https://doi.org/10.31851/jmksp.v8i1.12628 



 

165 

Safitri, O., Yuliati, Y., & Muzni, N. (2024). Analisis Fenomenologi Audiens dalam 

Media Digital. Syntax Literate ; Jurnal Ilmiah Indonesia, 9(2), 1465–1475. 

https://doi.org/10.36418/syntax-literate.v9i2.14216 

Sapria, N. Y. (2023). THE EFFECT OF PERCEIVED RISK ON REPURCHASE 

INTENTION MEDIATED BY ONLINE TRUST AND PERCEIVED 

USEFULNESS AT TOKOPEDIA. International Journal, 7(2). 

Sugiyono. (2013). METODE PENELITIAN KUANTITATIF, KUALITATIF, DAN 

R&D. 

Suharto, S., Junaedi, I. W. R., Muhdar, H. M., Firmansyah, A., & Sarana, S. (2022). 

Consumer loyalty of Indonesia e-commerce SMEs: The role of social media 

marketing and customer satisfaction. International Journal of Data and 

Network Science, 6(2), 383–390. 

https://doi.org/10.5267/j.ijdns.2021.12.016 

THE INFLUENCE OF SOCIAL MEDIA MARKETING ON REPURCHASE 

INTENTION THROUGH BRAND AWARENESS AND PERCEIVED 

VALUE IN HAUS PRODUCT. (2024). ASEAN Marketing Journal, 16(1). 

https://doi.org/10.7454/amj.v16i1.1247 

Trenggana, A. F. M., Hurryati, R., & Widjajanta, B. (2022). Repurchase Intention: 

The Role of Trust, Perceived Usefulness, and Satisfaction: 6th Global 

Conference on Business, Management, and Entrepreneurship (GCBME 

2021). https://doi.org/10.2991/aebmr.k.220701.061 

Tri Atmojo, J. J., & Widodo, T. (2022). Pengaruh E-Service Quality terhadap E-

Customer Loyalty melalui E-Customer Satisfaction sebagai Variabel 

Intervening Pada Aplikasi Tiket.com. Jurnal Manajemen, 13(1), 133. 

https://doi.org/10.32832/jm-uika.v13i1.5092 

Universitas Telkom, Putri, P. P. S. S., Setiawati, C. I., & Universitas Telkom. 

(2021). E-SERVICE QUALITY, CUSTOMER SATISFACTION, AND 

REPURCHASE INTENTION: ANALYZING THE IMPACT ON E-

COMMERCE PLATFORM. JURNAL APLIKASI MANAJEMEN, 19(4), 

825–837. https://doi.org/10.21776/ub.jam.2021.019.04.11 



 

166 

Venkatakrishnan, J., Alagiriswamy, R., & Parayitam, S. (2023). Web design and 

trust as moderators in the relationship between e-service quality, customer 

satisfaction and customer loyalty. The TQM Journal, 35(8), 2455–2484. 

https://doi.org/10.1108/TQM-10-2022-0298 

Xue, J., Rasool, Z., Khan, M. A., Khan, A. I., Khan, F., Khan, A. A., Shoukat, R., 

& Ali, H. (2021). The Influence of Substituting Prices, Product Returns, and 

Service Quality on Repurchase Intention. Complexity, 2021(1), 4167340. 

https://doi.org/10.1155/2021/4167340 

Yum, K., & Yoo, B. (2023). The Impact of Service Quality on Customer Loyalty 

through Customer Satisfaction in Mobile Social Media. Sustainability, 

15(14), 11214. https://doi.org/10.3390/su151411214 

 

  


