
 

87 
 

DAFTAR PUSTAKA 

Adekayanti, A. A., Athar, H. S., & Furkan, L. M. (2022). The Effect of 

Subjective Knowledge, Objective Knowledge, and Experience 

Knowledge on Interest in Buying British Propolis Products. International 

Journal of Multicultural and Multireligious Understanding, 9(2), 166. 

https://doi.org/10.18415/ijmmu.v9i2.3368 

Aliansi Organis Indonesia. (2020). Statistik Pertanian Organik Indonesia 

2019. Aliansi Organis Indonesia (AOI). www.aoi.ngo 

Anderson, D. R., Sweeney, D. J., & Williams, T. A. (2011). Statistics For 

Business And Economics, Eleventh Edition. Mason: South-Western 

Cengage Learning. 

Andriani, A. E., & Sulistyorini, S. (2022). Penggunaan Media Sosial di 

Kalangan Mahasiswa Selama Pandemi Covid-19. Equlibrium: Jurnal 

Pendidikan , 10(1), 63–70. 

http://journal.unismuh.ac.id/index.php/equilibrium 

Anggita, M., & Trenggana, A. F. M. (2020). Pengaruh Customer Engagement 

Dan E-Service Quality Terhadap Niat Beli Ulang Dengan Kepuasan 

Pelanggan Sebagai Variabel Mediator Tiket.com. Jurnal Ekonomi Dan 

Perbankan, 5(1), 83–99. http://e-journal.stie-

aub.ac.id/index.php/probank 

Arbenz, M., Gould, D., & Stopes, C. (2017). ORGANIC 3.0—the vision of 

the global organic movement and the need for scientific support. In 

Organic Agriculture (Vol. 7, Issue 3, pp. 199–207). Springer 

Netherlands. https://doi.org/10.1007/s13165-017-0177-7 

Arif, M. E. (2019). Brand Image, and Price on Re-Purchase Intention of 

Airline Customers. Journal of Applied Management, 17(2), 345–356. 

https://doi.org/10.21776/ub.jam.2019.017.02.18 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2022). Profil Internet 

Indonesia 2022. 

Astuti, E. P., Masyhuri, M., & Mulyo, J. H. (2019). Analisis Sikap Konsumen 

Pasar Swalayan terhadap Sayuran Organik. Jurnal Ekonomi Pertanian 

Dan Agribisnis, 3(1), 183–194. 

https://doi.org/10.21776/ub.jepa.2019.003.01.18 

Augusta, E. D., Mardhiyah, D., & Widiastuti, T. (2019). Effect of country of 

origin image, product knowledge, brand familiarity to purchase intention 

Korean cosmetics with information seeking as a mediator variable: 

http://www.aoi.ngo/


88 
 

 

Indonesian women’s perspective. Dermatology Reports, 11(S1). 

https://doi.org/10.4081/dr.2019.8014 

Ayuningsih, F., & Maftukhah, I. (2020). The Influence of Product Knowledge, 

Brand Image, and Brand Love on Purchase Decision through Word of 

Mouth Article Information. Management Analysis Journal, 9(4), 355–

369. http://maj.unnes.ac.id 

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and positive 

customer shopping experience in an online context. Journal of Retailing 

and Consumer Services, 53. 

https://doi.org/10.1016/j.jretconser.2019.101985 

Batkoska, L., & Koseska, E. (2012). The Impact of Cognitive Learning on 

Consumer Behaviour. Procedia - Social and Behavioral Sciences, 44, 

70–77. https://doi.org/10.1016/j.sbspro.2012.05.006 

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental 

premises and implications for research. In Journal of the Academy of 

Marketing Science (Vol. 48, Issue 4, pp. 630–648). Springer. 

https://doi.org/10.1007/s11747-019-00718-x 

Boyer, K. K., & Hult, G. T. M. (2005). Extending the supply chain: Integrating 

operations and marketing in the online grocery industry. Journal of 

Operations Management, 23(6), 642–661. 

https://doi.org/10.1016/j.jom.2005.01.003 

Brakus, J. J., Schmitt, B. H., Zarantonello, L., & Simon, W. E. (2009). Brand 

Experience: What Is It? How Is It Measured? Does It Affect Loyalty? 

Journal of Marketing, 73, 1547–7185. 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer 

engagement: Conceptual domain, fundamental propositions, and 

implications for research. Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement 

in a virtual brand community: An exploratory analysis. Journal of 

Business Research, 66(1), 105–114. 

https://doi.org/10.1016/j.jbusres.2011.07.029 

Brucks, M. (1985). The Effects of Product Class Knowledge on Information 

Search Behavior. Journal of Consumer Research, 12(1), 1. 

https://doi.org/10.1086/209031 

Bryła, P. (2018). Organic food online shopping in Poland. British Food 

Journal, 120(5), 1015–1027. https://doi.org/10.1108/BFJ-09-2017-0517 



89 
 

 

Bulut, Z. A., & Karabulut, A. N. (2018). Examining the role of two aspects of 

E-WOM in online repurchase intention: An integrated trust–loyalty 

perspective. Journal of Consumer Behaviour, 17(4), 407–417. 

https://doi.org/10.1002/cb.1721 

Canwat, V., & Onakuse, S. (2022). Organic agriculture: A fountain of 

alternative innovations for social, economic, and environmental 

challenges of conventional agriculture in a developing country context. 

Cleaner and Circular Bioeconomy, 3, 100025. 

https://doi.org/10.1016/j.clcb.2022.100025 

Chambilla, H. S., & Lopez, E. R. (2016). Connecting producers and 

consumers through innovation mechanisms: short value chains and 

participatory guarantee systems, Plurinational State of Bolivia. In: 

Loconto, A.M., Poisot, A.S., Santacoloma, P. (Eds.), Innovative markets 

for sustainable agriculture. www.fao.org/publications 

Chang, Y.-C., & Huang, L.-C. (2019). The Effect of Product Knowledge and 

Risk Perception on Consumers’ Online Word-of -Mouth Search Behavior 

for the Bio-Agricultural Products–in the Case of Ganoderma Dietary 

Supplements. International Journal of Environment, Agriculture and 

Biotechnology, 4(2), 261–278. https://doi.org/10.22161/ijeab/4.2.4 

Chen, X., Dahlgaard-Park, S. M., & Wen, D. (2019). Emotional and rational 

customer engagement: exploring the development route and the 

motivation. Total Quality Management and Business Excellence, 

30(sup1), S141–S157. https://doi.org/10.1080/14783363.2019.1665834 

Chen, X., Sun, X., Yan, D., & Wen, D. (2020). Perceived sustainability and 

customer engagement in the online shopping environment: The rational 

and emotional perspectives. Sustainability (Switzerland), 12(7). 

https://doi.org/10.3390/su12072674 

Chen, Y., Chen, L., & Smith, R. (2022). Linking passion to performance in the 

social commerce community: The role of collaborative information 

exchange. Journal of Business Venturing Insights, 18. 

https://doi.org/10.1016/j.jbvi.2022.e00351 

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: 

OnlineBook Reviews. Journal of Marketing Research, 11(3), 345–354. 

Christofi, M., Thrassou, A., Chebbi, H., Ahmed, Z. U., Grandhi, B., & Iaia, L. 

(2020). CRM campaigns with choice for enhanced business process 

performance: The collectivist customers’ collaborative role for positive 

word-of-mouth. Business Process Management Journal, 26(5), 1225–

1239. https://doi.org/10.1108/BPMJ-04-2019-0146 



90 
 

 

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in 

electronic Word-Of-Mouth (E-WOM) in social networking sites. 

International Journal of Advertising, 30(1), 47–75. 

https://doi.org/10.2501/IJA-30-1-047-075 

Clarke, K., & Belk, R. W. (1978). The Effects of Product Involvement and 

Task Definition On Antici-pated Consumer Effort. Advances In 

Consumer Re-Search, 15, 313–318. 

Creswell, J. W. (2014). Research Design (V. Knight, Ed.; 4th ed.). SAGE 

Publication. 

Darmawan, D. (2016). Metode Penelitian Kuantitatif (P. Latifah, Ed.). PT 

Remaja Rosdakarya. 

Dea Khoirunnisa, & Albari, A. (2023). The effect of brand image and product 

knowledge on purchase intentions with E-WoM as a mediator variable. 

International Journal of Research in Business and Social Science (2147- 

4478), 12(1), 80–89. https://doi.org/10.20525/ijrbs.v12i1.2256 

Fauzi, M. I., & Yuliawati. (2020). Perilaku Konsumen Dalam Membeli 

Sayuran Organik Po Sayur Organik Merbabu (Studi Kasus Yogyakarta). 

Jurnal Ekonomi Pertanian Dan Agribisnis (JEPA), 4(4), 752–762. 

https://doi.org/10.21776/ub.jepa.2020.004.04.05 

Fink, A. (2017). How to conduct surveys: a step-by-step guide Sixth edition. 

Los Angeles: SAGE. 

Gamage, A., Gangahagedara, R., Gamage, J., Jayasinghe, N., Kodikara, N., 

Suraweera, P., & Merah, O. (2023). Role of organic farming for achieving 

sustainability in agriculture. Farming System, 1(1), 100005. 

https://doi.org/10.1016/j.farsys.2023.100005 

Ghozali, I. (2009). Aplikasi Analisis Multivariate dengan Program SPSS . 

Badan Penerbit Universitas Diponegoro. 

Goldenberg, J., Jedidi, K., Koenigsberg, O., Lehmann, D., Watts, D., Stephen, 

A. T., & Toubia, O. (2010). Deriving Value from Social Commerce 

Networks. Journal of Marketing Research, XLVII, 215–228. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate 

Data Analysis (8th ed.). Cengage. www.cengage.com/highered 

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. 

International Journal of Information Management, 35(2), 183–191. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005 



91 
 

 

Hammed, T. B., Oloruntoba, E. O., & Ana, G. R. E. E. (2019). Enhancing 

growth and yield of crops with nutrient-enriched organic fertilizer at wet 

and dry seasons in ensuring climate-smart agriculture. International 

Journal of Recycling of Organic Waste in Agriculture, 8, 81–92. 

https://doi.org/10.1007/s40093-019-0274-6 

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 

Hermansyah, T. M., & Kusno, K. (2022). Deskripsi Proses Keputusan 

Pembelian Sayuran Organik Yang Dilakukan Oleh Konsumen Warung 

Sehat 1000 Kebun Bandung. Mimbar Agribisnis: Jurnal Pemikiran 

Masyarakat Ilmiah Berwawasan Agribisnis, 8(1), 445. 

https://doi.org/10.25157/ma.v8i1.6885 

Hootsuite (We are Social). (2022). Digital 2022: Indonesia. In Data Reportal. 

Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior. John 

Wiley. 

Hsu, H. Y., & Tsou, H. T. (2011). Understanding customer experiences in 

online blog environments. International Journal of Information 

Management, 31(6), 510–523. 

https://doi.org/10.1016/j.ijinfomgt.2011.05.003 

Imbayani, I., & Gama, A. (2018). The Influence of Electronic Word of Mouth 

(E-WoM), Brand Image. Jurnal Ekonomi Dan Bisnis Jagaditha, 5(2), 

145. https://doi.org/10.22225/jj.5.2.813.145-153 

Islam, M. A., Ahmed, M. B., & Islam, M. M. (2018). Participation of rural 

women in activities related to homestead vegetable cultivation at 

Monirampur upazila under Jessore district. Journal of the Bangladesh 

Agricultural University, 16(1), 17–22. 

https://doi.org/10.3329/jbau.v16i1.36475 

Jager, J., Putnick, D. L., & Bornstein, M. H. (2017). II. More Than Just 

Convenient: The Scientific Merits Of Homogeneous Convenience 

Samples. Monographs of the Society for Research in Child Development, 

82(2), 13–30. https://doi.org/10.1111/mono.12296 

Kasnodihardjo. (1993). Langkah-langkah Menyusun Kuesioner. Media 

Litbangkes, 3(2), 21–27. 

Keyser, D., Lemon, K. N., Klaus, P., Keiningham, T. L., & de Keyser, A. 

(2015). A Framework for Understanding and Managing the Customer 



92 
 

 

Experience. https://thearf-org-unified-

admin.s3.amazonaws.com/MSI/2020/06/MSI_Report_15-121.pdf 

Klaus, P. (2013). The case of Amazon.com: Towards a conceptual framework 

of online customer service experience (OCSE) using the emerging 

consensus technique (ECT). In Journal of Services Marketing (Vol. 27, 

Issue 6, pp. 443–457). https://doi.org/10.1108/JSM-02-2012-0030 

Kuo, Y. F., hu, T. L., & Yang, S. C. (2013). Effects of inertia and satisfaction 

in female online shoppers on repeat purchase intention:The moderating 

roles of word of mouth and alternative attraction. Managing Service 

Quality: An International Journal, 23(3), 168–187. 

https://doi.org/10.1108/09604521311312219 

Lerrthaitrakul, W., & Panjakajornsak, V. (2014). The Impact of Electronic 

Word-of-Mouth Factors on Consumers’ Buying Decision-Making 

Processes in the Low Cost Carriers: A Conceptual Framework. 

International Journal of Trade, Economics and Finance, 5(2), 142–146. 

https://doi.org/10.7763/ijtef.2014.v5.357 

Liao, S., Lee, C. T., Lin, T., & Lin, M. (2014). Does Product Type Affect 

Electronic Word-of-Mouth Richness Effectiveness? Influences of 

Messange Valence and Consumer Knowledge. ICEB 2014 Proceedings, 

96–106. 

Libai, B., Muller, E., & Peres, R. (2013). Decomposing the Value of Word-of-

Mouth Seeding Programs: Acceleration Versus Expansion. Journal of 

Marketing Research, L, 161–176. 

Lin, J., Guo, J., Turel, O., & Liu, S. (2020). Purchasing organic food with 

social commerce: An integrated food-technology consumption values 

perspective. International Journal of Information Management, 51. 

https://doi.org/10.1016/j.ijinfomgt.2019.11.001 

Lin, L. Y., & Chen, C. S. (2006). The influence of the country-of-origin image, 

product knowledge and product involvement on consumer purchase 

decisions: An empirical study of insurance and catering services in 

Taiwan. Journal of Consumer Marketing, 23(5), 248–265. 

https://doi.org/10.1108/07363760610681655 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth 

in hospitality and tourism management. Tourism Management, 29(3), 

458–468. https://doi.org/10.1016/j.tourman.2007.05.011 

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social 

commerce purchase intention: An empirical research. Computers in 



93 
 

 

Human Behavior, 56, 225–237. 

https://doi.org/10.1016/j.chb.2015.11.057 

Maisam, S., & Mahsa, R. D. (2016). Positive word of mouth marketing: 

Explaining the roles of value congruity and brand love. Journal of 

Competitiveness, 8(1), 19–37. https://doi.org/10.7441/joc.2016.01.02 

Marketing Science Institute. (2010). Research Priorities. 

Meyer, C., & Schwager, A. (2007). Understanding Customer Experience. 

Harvard Business Review, 1–11. www.gethuman.com 

Mondiana, Y. Q., Pramoedyo, H., & Sumarminingsih, E. (2018). Structural 

Equation Modeling on Likert Scale Data With Transformation by 

Successive Interval Method and With No Transformation. International 

Journal of Scientific and Research Publications (IJSRP), 8(5). 

https://doi.org/10.29322/ijsrp.8.5.2018.p7751 

Munshi, J. (2014). A Method for Constructing Likert Scales. SSRN Electronic 

Journal. https://doi.org/10.2139/ssrn.2419366 

Olbrich, R., & Holsing, C. (2011). Modeling consumer purchasing behavior 

in social shopping communities with clickstream data. International 

Journal of Electronic Commerce, 16(2), 15–40. 

https://doi.org/10.2753/JEC1086-4415160202 

Papasratorn, B., Chongsuphajaisiddhi, V., & Sukrat, S. (2015). Impact of 

Customer Trust on Purchase Intention in Organic Rice through 

Facebook: A Pilot Study. 

https://www.researchgate.net/publication/284486316 

Permadi, A., & Silalahi, S. (2021). The Effect of Customer Experience and 

Customer Engagement Through Customer Loyalty on Sales Revenue 

Achievement at PT United Tractors. Emerging Markets : Business and 

Management Studies Journal, 9(1), 1–17. 

https://doi.org/10.33555/embm.v9i1.194 

Pongsakornrungsilp, S., & Schroeder, J. E. (2011). Understanding value co-

creation in a co-consuming brand community. Marketing Theory, 11(3), 

303–324. https://doi.org/10.1177/1470593111408178 

Prayitno, D. (2010). Paham Analisa Data Statistik. MediaKom. 

Putri, V. A., Sadeli, A. H., Noor, T. I., & Pardian, P. (2020). Pengaruh Kualitas 

Dan Harga Terhadap Kepuasan Pelanggan Dan Minat E-WOM Sayuran 

Organik Di Warung Sehat 1000 Kebun. Jurnal Pemikiran Masyarakat 

Ilmiah Berwawasan Agribisnis, 6(2), 554–566. 



94 
 

 

Research Institute of Organic Agriculture FiBL, & IFOAM - Organics 

International. (2023). The World of Organic Agriculture Statistics and 

Emerging Trends 2023 (H. Willer, B. Schlatter, & J. Travnicek, Eds.). 

Die Deutsche Bibliothek. https://doi.org/10.5281/zenodo.7572890 

Resmawa, I. N. (2017). Pengaruh Brand Image dan Product Knowledge 

terhadap Purchase Intention dengan Green Price sebagai Moderating 

Variabel pada Produk the Body Shop di Surabaya. Ekonomi Dan Bisnis, 

1(2), 1–11. 

Sanggor, E. M., Pangemanan, S. S., & Rumokoy, F. S. (2018). Evaluating 

Brand Image and Consumer Product Knowledge of Apple Smartphone in 

Manado. Jurnal EMBA, 6(1), 251–260. 

Santoso, S. (2014). Statistika Parametrik: Konsep dan Aplikasi dengan SPSS. 

PT Elex Media Komputindo. 

Sari, M. A. A., Antriyandarti, E., & Khairiyakh, R. (2022). Preferensi 

Konsumen Terhadap Pembelian Sayuran Organik Di Kota Surakarta 

Pada Masa Pandemi Covid-19. Paspalum: Jurnal Ilmiah Pertanian, 

10(2), 249. https://doi.org/10.35138/paspalum.v10i2.463 

Sarwono, J., & Martadiredja, T. (2008). Riset Bisnis Untuk Pengambilan 

Keputusan. CV Andi Offset. 

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and 

social media. Management Decision, 50(2), 253–272. 

https://doi.org/10.1108/00251741211203551 

Saunders, M. N., Philip, L., & Thornhill, A. (2019). Research Methods for 

Business Students Eighth edition. United Kingdom: Pearson. 

Serra-Cantallops, A., Ramon-Cardona, J., & Salvi, F. (2018). The impact of 

positive emotional experiences on E-WOM generation and loyalty. 

Spanish Journal of Marketing - ESIC, 22(2), 142–162. 

https://doi.org/10.1108/SJME-03-2018-0009 

Siagian, H., Putera, G., & Burlakovs, J. (2020). The Effect of Product 

Knowledge on Salesperson Performance with the moderating role of 

Attitude. SHS Web of Conferences 76, 1–14. 

https://doi.org/10.1051/shsconf/20207601011 

Singarimbun, M., & Efendi, S. (1995). Metode Penelitian Survey. Jakarta: PT. 

Pustaka LP3ES. 

Singh, R., & Söderlund, M. (2020). Extending the experience construct: an 

examination of online grocery shopping. European Journal of Marketing, 

54(10), 2419–2446. https://doi.org/10.1108/EJM-06-2019-0536 



95 
 

 

Siregar, S. (2013). Metode Penelitian Kuantitatif: Dilengkapi Perbandingan 

Perhitungan Manual & SPSS (1st ed.). Prenadamedia Group. 

Soesanto, H., & Sufian, S. (2016). International-Daihatsu Sales Operation 

Semarang. In Jurnal Sains Pemasaran Indonesia: Vol. XV (Issue 2). 

Sugiyono. (2015). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. 

ALFABETA. 

Sugiyono. (2021). Metode Penelitian Tindakan Komprehensif (2nd ed.). 

Alfabeta. 

Suhartanto, D. (2014). Metode Riset Pemasaran. Alfabeta. 

Sulistyo, A. P. (2020). Mendapatkan Word Of Mouth In Social Media Dan 

Loyalitas Dengan Digital Customer Experience. Jurnal Bisnis Dan 

Manajemen, 7(2). https://doi.org/10.26905/jbm.v7i2.4150 

Suliyanto. (2011). Perbedaan Pandangan Skala Likert Sebagai Skala Ordinal 

Atau Skala Interval. Prosiding Seminar Nasional Statistika, 51–60. 

Sullivan, G. M., & Artino, A. R. (2013). Analyzing and Interpreting Data From 

Likert-Type Scales. Journal of Graduate Medical Education, 5(4), 541–

542. https://doi.org/10.4300/jgme-5-4-18 

Susanti, E., & Kholisoh, N. (2018). Konstruksi Makna Kualitas Hidup Sehat 

(Studi Fenomenologi pada Anggota Komunitas Herbalife Klub Sehat 

Ersanddi Jakarta). Jurnal Lugas, 2(1), 1–12. http://ojs.stiami.ac.id 

Tamanna, & Bansal, R. (2022). Customer Engagement in Social Media: 

Drivers and Strategies. Journal of Sales, Service, Adn Marketing 

Research, 3(2), 28–36. www.matjournals.com 

Taufik. (2018). Customer Experience Dan Social Interaction Dalam 

Mempengaruhi Wom Positif Mini Market Berbasis Koperasi Syariah. 

Jurnal Pengembangan Wiraswasta, 20(1), 1–10. 

Thanh, N. N. D., & Binh, N. T. (2020). The relationship between online trust, 

customer engagement and E-WOM. Journal of Science, 9(1), 128–149. 

https://doi.org/10.46223/hcmcoujs.econ.en.9.1.180.2019 

Timisela, N. R., Sari, M., Lawalata, M., & Titaley, S. (2020). Effect of Product 

Attributes on Consumer Satisfaction of Organic Vegetables at Dian 

Pertiwi Supermarket, Ambon City. In International Journal of 

Innovation, Creativity and Change. www.ijicc.net (Vol. 12, Issue 9). 

www.ijicc.net 

Titus, B. R., & Hubeis, M. (2016). Analisis Persepsi Nilai, Kepedulian 

Keamanan Pangan dan Kesadaran Kesehatan yang Memengaruhi 



96 
 

 

Keinginan Membeli Pangan Organik (Studi Kasus Mahasiswa S1 Institut 

Pertanian Bogor). Jurnal Manajemen Dan Organisasi, 7(1), 72–82. 

Tyrväinen, O., Karjaluoto, H., & Saarijärvi, H. (2020). Personalization and 

hedonic motivation in creating customer experiences and loyalty in 

omnichannel retail. Journal of Retailing and Consumer Services, 57. 

https://doi.org/10.1016/j.jretconser.2020.102233 

Utami, H. N., & Chaeriyah, A. (2018). Customer Centricity: Kepuasan 

Konsumen Melalui Nilai Pelanggan Berdasarkan Value-In-Use Terhadap 

Kualitas Produk Sayur Organik (Studi kasus di Ujenk Mart Bandung, 

Jawa Barat). Jurnal Agribisnis Dan Sosial Ekonomi Pertanian, 3(1), 359–

426. 

Utami, H. N., Sadeli, A. H., & Perdana, T. (2016). Customer Value Creation 

Of Fresh Tomatoes Through Branding And Packaging As Customer 

Perceived Quality. J. ISSAAS, 22(1), 123–136. 

Utami, K., Rauf, A., & Salmiah. (2019). Analisis Perilaku Konsumen dalam 

Pengambilan Keputusan Pembelian Sayur Organik di Kota Medan. 

Jurnal Agroteknologi Dan Ilmu Pertanian, 3(2), 75–86. 

http://ojs.uma.ac.id/index.php/agrotekma 

Vargo, S. L. (2009). Toward a transcending conceptualization of relationship: 

A service-dominant logic perspective. Journal of Business and Industrial 

Marketing, 24(5), 373–379. 

https://doi.org/10.1108/08858620910966255 

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: 

Exploring customer relationships beyond purchase. Journal of Marketing 

Theory and Practice, 20(2), 122–146. https://doi.org/10.2753/MTP1069-

6679200201 

Wang, Y., & Hazen, B. T. (2016). Consumer product knowledge and intention 

to purchase remanufactured products. International Journal of 

Production Economics, 181, 460–469. 

https://doi.org/10.1016/j.ijpe.2015.08.031 

Wijaya, I. W. K., Rai, A. A. G., & Hariguna, T. (2019). The impact of customer 

experience on customer behavior intention use in social media commerce, 

an extended expectation confirmation model: An empirical study. 

Management Science Letters, 9(12), 2009–2020. 

https://doi.org/10.5267/j.msl.2019.7.005 

Williams, M., & Buttle, F. (2011). The Eight Pillars of WOM management: 

Lessons from a multiple case study. Australasian Marketing Journal, 

19(2), 85–92. https://doi.org/10.1016/j.ausmj.2011.01.001 



97 
 

 

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing, 

measuring and predicting etail quality. Journal of Retailing, 79(3), 183–

198. https://doi.org/10.1016/S0022-4359(03)00034-4 

Wood, S. L., & Lynch, J. G. (2002). Prior Knowledge and Complacency in 

New Product Learning. In Journal Of Consumer Research (Vol. 29). 

Xiao, B., Huang, M., & Barnes, A. J. (2015). Network closure among sellers 

and buyers in social commerce community. Electronic Commerce 

Research and Applications, 14(6), 641–653. 

https://doi.org/10.1016/j.elerap.2015.10.001 

Xu, J. D., Benbasat, I., & Cenfetelli, R. (2011). The effects of service and 

consumer product knowledge on online customer loyalty. Journal of the 

Association for Information Systems, 12(11), 741–766. 

https://doi.org/10.17705/1jais.00279 

Zaichkowsky, J. L. (1985). Measuring the Involvement Construct. Journal of 

Cosumer Research, 12, 341–352. 

Zhang, M., Hu, M., Guo, L., & Liu, W. (2017). Understanding relationships 

among customer experience, engagement, and word-of-mouth intention 

on online brand communities: The perspective of service ecosystem. 

Internet Research, 27(4), 839–857. https://doi.org/10.1108/IntR-06-

2016-0148 

Zheng, R., Li, Z., & Na, S. (2022). How customer engagement in the live-

streaming affects purchase intention and customer acquisition, E-tailer’s 

perspective. Journal of Retailing and Consumer Services, 68. 

https://doi.org/10.1016/j.jretconser.2022.103015 

Zhou, L., Zhang, P., & Zimmermann, H. D. (2013). Social commerce research: 

An integrated view. Electronic Commerce Research and Applications, 

12(2), 61–68. https://doi.org/10.1016/j.elerap.2013.02.003 

  

  


