DAFTAR PUSTAKA

Allaham, M. (2015). The Effect of Sales Promotion Tools on Brand Image.
International Journal of Business and Management Invention, 52-58.

Andrews, J. C., & Shimp, T. A. (2018). Advertising, Promotion and other aspects
of Integrated Marketing Communications, 10th Edition. Boston: Cengage
Learning.

Asih, A. T., Zulkarnain, & Alwie, A. F. (2018). Pengaruh Komunikasi Pemasaran
Terpadu Terhadap Ekuitas Merek dan Keputusan Pembelian (Studi pada

Hotel Swiss-Belinn Ska Pekanbaru). Jurnal Tepak Manajemen Bisnis
Universitas Riau. 10(1), 1-24.

Astutik, Y. (2021, February 25). Persaingan Panas! Awal 2021 Tokopedia
Kalahkan ~ Shopee.  Retrieved  from  www.cnbcindonesia.com:
https://www.cnbcindonesia.com/tech/20210225181934-37-

22622 1/persaingan-panas-awal-2021-tokopedia-kalahkan-shopee

Belch, G. E., & Belch, M. A. (2018). Advertising & Promotion: An Integrated
Marketing Communications Perspective Eleventh Edition. New York:
McGraw-Hill Education.

Belch, G. E., Belch, M. A, Kerr, G., Powell, I., & Waller, D. (2020). Advertising:
An Integrated Marketing Communication Perspective 4e. Sydney:
McGraw-Hill Education (Australia) Pty Ltd.

Blakeman, R. (2014). Integrated Marketing Communication: Creative Strategy
from Idea to Implementation. London: Rowman & Littlefield.

Budiaji, W. (2013). Skala Pengkuran dan Jumlah Respon Skala Likert. Jurnal llmu
Pertanian dan Perikanan Desember 2013, 127-133.

Bungin, H. B. (2017). Metodologi Penelitian Kuantitatif. Jakarta: Kencana.

Clow, K. E., & Baack, D. (2018). Integrated Advertising, Promotion, and
Marketing Communications S8th Edition. Harlow: Pearson Education
Limited.

Crespo-Almendros, E., & Del Barrio-G, S. (2013). Building Brand Image Through
Online Sales Promotion. Advances in Advertising Research. 4, 87-102.

Creswell, J. W. (2013). Research Design: Qualitative, Quantitative, and Mixed
Methods Approaches Fifth Edition. London: SAGE Publications.

Daosue, C., & Wanarat, S. (2019). The Effects of Advertising and Sales Promotion
on Brand Awareness for A Food Product Brand in Wholesale Shops,
Bangkok and Metropolitan Areas. ABAC Journal, 57-75.

Herlina, V. (2019). Panduan Praktis Mengolah Data Kuesioner Menggunakan
SPSS. Jakarta: PT Elex Media Komputindo.

87



Jayani, D. H. (2019, Oktober 10). Tren Pengguna E-Commerce Terus Tumbuh.
Teknologi & Telekomunikasi, pp-
https://databoks.katadata.co.id/datapublish/2019/10/10/tren-pengguna-e-
commerce-2017-2023.

Kaser, K. (2013). Advertising and Sales Promotion. Mason: Cengage Learning.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity Fourth Edition. Harlow: Pearson Education
Limited.

Khairuddin, I. (2020, September 20). Peta Persaingan E-commerce Indonesia,
Siapa Juaranya? E-Commerce, pp. https://techbiz.id/2020/09/peta-
persaingan-e-commerce-indonesia-siapa-juaranya/.

Kotler, P., & Armstrong, G. (2018). Principle of Marketing 17th Global Edition.
Harlow: Pearson Education Limited.

Kotler, P., & Keller, K. L. (2016). Marketing Management 15th Global Edition.
Harlow: Pearson Education Limited.

Kriyantono, R. (2020). Teknik Praktis Riset Komunikasi Kuantitatif dan Kualitatif.
Jakarta: Kencana.

Kurnia, R. D. (2021, Februari 23). Shopee Indonesia: Cara Download, Jualan,
Belanja, hingga Kredit. Retrieved from Qoala.com:
https://www.qoala.app/id/blog/bisnis/apa-itu-shopee-indonesia/

Kurniawan, D. (2020, August 9). Orang Indonesia Paling Doyan Beli Produk
Fashion di E-Commerce. Retrieved from voi.id:
https://voi.id/berita/10753/orang-indonesia-paling-doyan-beli-produk-i-
fashion-i-di-i-e-commerce-i

Malhotra, N. K., & Dash, S. (2016). Marketing Research: An Applied Orientation
7th Edition. Noida: Pearson India Education Services.

Maranti, E. (2020, September 17). Kuartal I1I, Shopee Berhasil Ungguli Pemain E-
Commerce Lain. Consumer Goods, pp-
https://www.marketeers.com/kuartal-iii-shopee-berhasil-ungguli-pemain-
e-commerce-lain/.

Moriarty, S., Mitchell, N., & Wells, W. (2015). Advertising & IMC: Principles &
Practice 10th Edition. Harlow: Pearson Education Limited.

Morissan. (2010). Periklanan Komunikasi Pemasaran Terpadu. Jakarta: Kencana
Prenadamedia Group.

Mullin, R. (2010). Sales Promotion: How to Create, Implement, & Integrate
Campaigns That Really Work 5th Edition. London: Kogan Page Limited.

Nabila, M. (2021, Februari 11). Statistik Perkembangan Industri E-commerce
Sepanjang 2020. Retrieved from dailysocial.id:
https://dailysocial.id/post/statistik-perkembangan-industri-e-commerce-
sepanjang-2020

88



Ocktaria, R., Kumadji, S., & Hidayat, K. (2015). Pengaruh Brand Personality dan
Sales Promotion Terhadap Brand Equity dan Keputusan Pembelian (Survei
Pada Mahasiswi Pengguna Produk Wardah Kosmetik Di Universitas
Brawijaya Malang). Jurnal Administrasi Bisnis. 3(1), 1-8.

Okoli, E. (2020). Effect of Sales Promotion on Brand Equity of Listed Beverage
Firms in Nigeria. AFIT Journal of Management Research, 109-121.

Ogden-Barnes, S., & Minahan, S. (2015). Sales Promotion Decision Making:
Concepts, Principles, and Practice. New York: Business Expert Press.

Palazon-Vidal, M., & Delgado-Ballester, E. (2005). Sales Promotions Effects on
Consumer-Based Brand Equity. International Journal of Market Research.
47(2), 179-204.

Percy, L. (2018). Strategic Integrated Marketing Communications Third Edition.
New York: Routledge.

Peter, J. P., & Donnelly Jr., J. H. (2015). 4 Preface to Marketing Management
Fourteenth Edition. New York: McGraw-Hill Education.

Putra, I. R. (2020, Juni 3). Survei BPS: Milenial Perempuan Lebih Banyak Belanja
Online Selama Pandemi Corona. Retrieved from merdeka.com:
https://www.merdeka.com/uang/survei-bps-milenial-perempuan-lebih-
banyak-belanja-online-selama-pandemi-corona.html

Putri, I. (2021, February 10). Dorong Bisnis & Tren Industri Fashion, Shopee Gelar
3.3 Fashion Sale. Retrieved from detik.com:
https://inet.detik.com/cyberlife/d-5369617/dorong-bisnis--tren-industri-
fashion-shopee-gelar-33-fashion-sale

Ramadhani, P. 1. (2020, December 3). BI Prediksi Transaksi E-Commerce Tembus
Rp 337 Triliun di 2021. Retrieved from www.liputan6.com:
https://www liputan6.com/bisnis/read/4424318/bi-prediksi-transaksi-e-
commerce-tembus-rp-337-triliun-di-
2021#:~:text=B1%20Prediksi%20Transaksi%20E%2DCommerce%20Tem
bus%20Rp%20337%20Triliun%20di%202021,-
Pipit%?20Ika%20Ramadhani&text=Meningkat%20dari%20proyeks

Salelaw, Tibebe, G., & Singh, A. (2016). The Impact of Sales Promotion on Brand
Equity: The Case of Brewery Industry. Journal of Marketing and Consumer
Research, 68-81.

Santoso, S. (2016). Panduan Lengkap SPSS Versi 23. Jakarta: PT Elex Media
Komputindo.

Schiffman, G. L., & Wisenblit, J. (2015). Consumer Behavior 1 1th Edition. Harlow:
Pearson Education Limited.

Setiawan, S. R. (2019, Desember 2). Studi: Konsumen Indonesia Belanja Online

hingga 5  Kali  Sebulan.  Retrieved  from  kompas.com:
https://money.kompas.com/read/2019/12/02/123449126/studi-konsumen-
indonesia-belanja-online-hingga-5-kali-sebulan

89



Setiawan, Sakina R. (2020, February 5). Simak, 3 Tren Industri E-commerce Tahun
Ini. Retrieved from kompas.com:
https://money.kompas.com/read/2020/02/05/165400726/simak-3-tren-
industri-e-commerce-tahun-ini?page=all

Sugiyartia, G., & Mardiyono, A. (2021). The Role of Brand Equity in Increasing
Buying Interest. Management Science Letters 11, 1999-2010.

Supriyanto, B. (2020, Juli 3). Survei Snapcart : Shopee Paling Diingat, Tokopedia
Disukai Laki-laki. Retrieved from bisnis.com:
https://ekonomi.bisnis.com/read/20200703/12/1261274/survei-snapcart-
shopee-paling-diingat-tokopedia-disukai-laki-laki

Tjiptono, F. (2019). Strategi Pemasaran Edisi 4. Y ogyakarta: Penerbit Andy.
Wafi, R. N. (2021, Februari 11). iPrice: Shopee Jadi E-commerce Terpopuler di

Indonesia  Sepanjang  2020. Retrieved from id.techinasia.com:
https://id.techinasia.com/iprice-shopee-e-commerce-terpopuler-2020

Zaid, H. (2021, April 5). Polarisasi E-commerce Berdasarkan Gender di Indonesia.
Retrieved from kumparan.com: https://kumparan.com/tokyorio/polarisasi-
e-commerce-berdasarkan-gender-di-indonesia-1vTwsqRjILd/full

Zhu, T., Liu, J., & Chen, Y. (2018). Assessing Customer-Based Brand Equity of
ECommerce Platform Based on Promotion Benefits. Wuhan International
Conference on e-Business, 391-397.

90



	PENGARUH KOMPETISI #INFASHIONSHOPEE TERHADAP BRAND EQUITY SHOPEE UNTUK KATEGORI PRODUK FASHION
	HALAMAN PENGESAHAN
	LEMBAR PERNYATAAN
	HALAMAN PERSEMBAHAN
	KATA PENGANTAR
	PENGARUH KOMPETISI #INFASHIONSHOPEE
	TERHADAP BRAND EQUITY SHOPEE UNTUK
	KATEGORI PRODUK FASHION
	ABSTRAK
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	BAB I
	PENDAHULUAN
	1.1 LATAR BELAKANG
	1.2 RUMUSAN MASALAH
	1.3 PERTANYAAN PENELITIAN
	1.4 TUJUAN PENELITIAN
	1.5 KEGUNAAN PENELITIAN

	BAB II
	LANDASAN TEORI
	2.1 PENELITIAN TERDAHULU
	2.2 KERANGKA KONSEP
	2.2.1 KOMUNIKASI PEMASARAN
	2.2.2 SALES PROMOTION
	2.2.3 CONTEST/COMPETITION
	2.2.4 BRAND EQUITY

	2.3 HUBUNGAN ANTARA CONTEST/COMPETITION DAN BRAND EQUITY
	2.4 HIPOTESIS
	2.5 ALUR PENELITIAN

	BAB III
	METODOLOGI PENELITIAN
	3.1 JENIS DAN SIFAT PENELITIAN
	3.2 METODE PENELITIAN
	3.3 POPULASI DAN SAMPEL
	3.3.1 POPULASI
	3.3.2 SAMPEL

	3.4 OPERASIONALISASI VARIABEL
	3.5 TEKNIK PENGUMPULAN DATA
	3.6 TEKNIK PENGUKURAN DATA
	3.6.1 UJI VALIDITAS
	3.6.2 UJI RELIABILITAS

	3.7 TEKNIK ANALISA DATA
	3.7.1 UJI NORMALITAS
	3.7.2 UJI REGRESI LINEAR SEDERHANA


	BAB IV
	HASIL PENELITIAN DAN PEMBAHASAN
	4.1 SUBJEK DAN OBJEK PENELITIAN
	4.1.1 SUBJEK PENELITIAN
	4.1.3 OBJEK PENELITIAN

	4.2 HASIL PENELITIAN
	4.2.1 UJI NORMALITAS
	4.2.2 KARAKTERISTIK RESPONDEN
	4.2.3 VARIABEL CONTEST/COMPETITION
	4.2.4 VARIABEL BRAND EQUITY
	4.2.5 UJI REGRESI LINEAR SEDERHANA

	4.3 PEMBAHASAN

	BAB V
	SIMPULAN DAN SARAN
	5.1 SIMPULAN
	5.2 SARAN
	5.2.1 SARAN AKADEMIS
	5.2.2 SARAN PRAKTIS


	DAFTAR PUSTAKA
	LAMPIRAN
	DAFTAR RIWAYAT HIDUP



