[@10se)

Hak cipta dan penggunaan kembali:

Lisensi in1i mengizinkan setiap orang untuk menggubah,
memperbaiki, dan membuat ciptaan turunan bukan untuk
kepentingan komersial, selama anda mencantumkan nama
penulis dan melisensikan ciptaan turunan dengan syarat
yang serupa dengan ciptaan asli.

Copyright and reuse:

This license lets you remix, tweak, and build upon work
non-commercially, as long as you credit the origin creator
and license it on your new creations under the identical
terms.

Team project ©2017
Dony Pratidana S. Hum | Bima Agus Setyawan S. IIP



DAFTAR PUSTAKA

Anderson. (1998). Customer satisfaction and word-of-mouth. Journal of service research, 5-
17.

Anderson, & Weitz. (1992). The use of pledges to build and sustain commitment in
distribution channel. Journal of marketing research, 18-34.

Arndt. (1967). Role of product-related conversations in the diffusion of a new product.
Journal of marketing research, 291-95.

Bagozzi, & Dholakia. (2006). Antecedents and purchase consequences of customer
participation in small group brand communities. International journal of research in
marketing, 45-61.

Battencourt. (1997). Customer voluntary performance; customers as partners in service
delivery. Journal of retailing, 383-406.

Buttle. (1996). SERVQUAL: Review, critique, research agenda. European journal of
marketing, 8-32.

Chaudhuri, & Holbrook. (2001). The chain effects from brand trust and brand affect to brand
performance: The role of brand royalty. Journal of marketing, 81-93.

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2005). Does brand trust matter to brand
equity? Journal of product & brand management, 187-196.

Dick, & Basu. (1994). Customer loyalty: Toward an intergrated conceptual framework.
Journal of the academy of marketing science, 99-113.

Donney, & Cannon. (1997). An examination of the nature of trust in buyer-seller
relationships. Journal of marketing, 35-51.

Donney, C. (1997). An examination of the nautre of trust in buyer-seller relationships.
Journal of marketing, 35-51.

Elliot, Rundle-Thiele, & Waller. (2012). Marketing. John Wiley & Sons Australia, Ltd.

Gabrielsson, & Kirpalani. (2004). Born globals; how to reach new business space rapidly.
International business review, 555-71.

Graeff. (1967). Using promotional messages to manage the effects on brand and self-image
on brand evaluations. Journal of marketing, 4-18.

102

Analisis Pengaruh..., Muhamad Nuki, FB UMN, 2015



Gummesson. (2002). Relationship marketing in the new economy. Journal of relationship
marketing, 37-57.

Gundlach, A. M. (1995). The structure commitment in exchange. Journal of marketing, 78-
92.

Gundlach, Achrol, & Mentzer. (1995). The structure of commitment in exchange. Journal of
Marketing, 78-92.

Hagel, J. (1999). Net gain: Expanding markets through virtual communities. Journal of
interactive marketing, 55-65.

Hennig-Thurau, Gwinner, Walsh, & Gremler. (2004). Electronic word-of-mouth via
consumer-opinion platforms; What motives consumers to articulate themselves on
the internet. Journal of interactive marketing, 38-52.

Holbrook, & Chaudhuri. (2002). Product-class effects on brand commitment and brand
outcomes: The role of brand trust and brand affect. Brand Management, 42.

Howard, & Sheth. (1969). The theory of buyer behavior.

Hume, Mort, & Winzar. (2006). Exploring repurchase intention in a performing arts context:
who come? and why do they come back? Journal of nonprofit and voluntary sector
marketing, 135-148.

Hur, W.-M., Ahn, K.-H., & Kim, M. (2011). Building brand loyalty through managing brand
community commitment. Management Decision, 1194-1213.

Jamal, & Goode. (2001). Consumers and brands: a study of the impact of self-image
congruence on brand preference and satisfaction. Marketing intelligence & planning,
482-92.

Jang, Olfman, Ko, Koh, & Kim. (2008). The influence of on-line brand community
characteristics on community commitment and brand loyalty. International journal
of electronic commerce, 57-80.

Kertajaya, H. (2014, September 5). Pengertian Komunitas Menurut Para Ahli. Retrieved
from dilihatya.com: http://dilihatya.com/1221/pengertian-komunitas-menurut-para-
ahli

Kompasiana. (2013, April 11). Manfaat Ber-Komunitas Online di Media Sosial. Retrieved
from media.kompasiana.com: http://media.kompasiana.com/new-
media/2013/04/11/manfaat-ber-komunitas-online-di-media-sosial-550289.html

Lacy. (2007). Relationship drivers of customer commitment. Journal of marketing theory &
practice, 315-333.

103

Analisis Pengaruh..., Muhamad Nuki, FB UMN, 2015



Laudron, K. C., & Traver, C. G. (2008). E-commerce: business. technology. society. Pearson
International Edition.

Macintosh, & Lockshin. (1997). Retail relationships and store royalty; a multi-level
perspective. International journal of research in marketing, 487-97.

Majee, & Hoyt. (2009). Building community trust through cooperatives: A case study of a
worker-owned homecare cooperative. Journal of community practice, 444-463.

Moorman, Zaltman, & Deshpande. (1992). Relationship between providers and users of
marketing research; The dynamics of trust within and between organizations. Journal
of marketing research, 14-329.

Morgan, & Hunt. (1994). The commitment-trust theory of relationship marketing. Journal of
Marketing, 20-38.

Muniz, & O'Guinn. (2001). Brand Community. Journal of consumer research, 412-32.

Park, & Cho. (2012). Social network online communities: information sources for apparel
shopping. Journal of consumer marketing, 403.

Pengertian Komunitas Menurut Para Ahli. (2014, September 5). Retrieved from
dilihatya.com: http://dilihatya.com/1221/pengertian-komunitas-menurut-para-ahli

Rempel, Holmes, & Zanna. (1996). The effects of trust and interdependence on relationship
commitment: A trans-Atlantic study. International journal of research marketing,
95-112.

Schemwell, Cronin, & Bullard. (1994). Relational exchange in services: an empirical
investigation of ongoing customer/service provider relationships. International
journal of service industry management, 57-68.

Solomon, Marshall, & Stuart. (2008). Marketing: real people, real choice. Pearson
International Edition.

Sumeet, Kim, & Zheng. (2006). Converting virtual community members into online pruchase
customers. The 10th pacific asia conference on information system.

Touzani, & Temessek. (2009). Brand loyalty: Impact of cognitive and affective variables.
Economics and Applied Informatics, 227-242.

Tybout, A. M., & Calkins, T. (2005). Kellog on Branding. Canada: John Wiley & Sons, Inc.

Westbrook. (1987). Product/Consumption-based affective responses and postpurchase
processes. Journal of marketing research, 258-70.

104

Analisis Pengaruh..., Muhamad Nuki, FB UMN, 2015



Yuswohady. (2011, November 27). Consumer 3000. Retrieved from yuswohady.com:
http://www.yuswohady.com/2010/12/04/consumer-3000/

105

Analisis Pengaruh..., Muhamad Nuki, FB UMN, 2015





