
65 

 

DAFTAR PUSTAKA 

 

A Shimp, T. (2007). Advertising, promotion, and other aspects of integrated 

marketing communications (7th Edition). Thomson South-Western. 

Aaker, D. A. (2009). Managing Brand Equity. Free Press. 

https://books.google.co.id/books?id=r_TSY5sxnO8C 

Abdillah, W., & Hartono, J. (2015). Partial least square (PLS) Alternatif structural 

equation modeling (SEM) dalam penelitian bisnis. Yogyakarta: Penerbit 

Andi, 22, 103–150. 

Angelin, N. P., & Astono, A. D. (2022). Pengaruh Kesadaran Merek dan Kualitas 

Pelayanan Terhadap Minat Beli Produk Kopi Kenangan. Jurnal Mahasiswa 

Institut Teknologi Dan Bisnis Kalbis, 8(2), 2412–2426. 

https://www.topbrand-award.com, 

Any Noor. (2009). Manajemen Event. Alfabeta. 

Aras, M., & Laila, D. A. (2022). The Effect of Event Marketing Promotion on E-

Commerce Brand Awareness in Indonesia. 2022 IEEE Creative 

Communication and Innovative Technology (ICCIT), 1–6. 

https://doi.org/10.1109/ICCIT55355.2022.10118597 

Dabbous, A., & Barakat, K. A. (2020). Bridging the online offline gap: Assessing 

the impact of brands’ social network content quality on brand awareness and 

purchase intention. Journal of Retailing and Consumer Services, 53. 

https://doi.org/10.1016/j.jretconser.2019.101966 

Drucker, P. F. (Peter F. (1986). Management: Tasks, Responsibilities, Practice. 

Truman Talley Books. 

Ferdinand, & Augusty. (2002). Structural Equation Modeling Dalam  Penelitian 

Manajemen Aplikasi Model-Model Rumit Dalam Penelitian Untuk Tesis 

Magister & Desertasi Doktor. 

George E. Belch, & Michael A. Belch. (2004). Advertising and Promotion (6th 

Edition). McGraw-Hill/Irwin. 



66 

 

Ghozali, I., & Latan, H. (2015). Konsep, teknik dan aplikasi menggunakan 

Program Smart PLS 3.0. Universitas Diponegoro. Semarang. 

Gupta, S. (2003). Event Marketing: Issues and Challenges. In IIMB Management 

Review. 

Hoyer, W. D., & Brown, S. P. (1990). Effects of Brand Awareness on Choice for 

a Common, Repeat-Purchase Product. Journal of Consumer Research, 17(2), 

141. https://doi.org/10.1086/208544 

Hoyle, L. H. (2002). Event Marketing: How To Successfully Promote Events, 

Festivals, Conventions, And Expositions. John Wiley & Sons Inc.s 

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

Brand Equity. Journal of Marketing, 57(1), 1–22. 

Kennedy, J. E. (2009). Manajemen Event. Jakarta: Bhuana Ilmu Populer. 

Kotler, P., Armstrong, G., & Balasubramanian, B. (2023). Principles of Marketing 

(19th Edition). Pearson Education. 

Kotler, P., Bowen, J. (John T. ), Makens, J. C., & Baloglu, S. (2017). Marketing 

for Hospitality and Tourism (7th Edition). Pearson Education Limited. 

Kotler, P., & Keller, K. L. (2016). A Framework for Marketing Management (6e 

Global ed.). In England: Pearson Education Limited (6th Edition). Pearson. 

Kotler, P., Keller, K. L., & Chernev, A. (2021). Marketing management (16th 

edition). Pearson Education. 

Krisnawan, G. N. D., & Jatra, I. M. (2021). The Effect of Brand Image, Brand 

Awareness, and Brand Association on Smartphone Purchase Intention (Case 

Study in Denpasar). American Journal of Humanities and Social Sciences 

Research, 5(6), 117–122. www.ajhssr.com 

Kurniadi, W., Setiawan, E. B., Arubusman, D. A., Bagasasi Bandung, S., & 

Trisakti, I. (2022). Social Media Advertising and Event Marketing’s 

Influence on Brand Awareness and Purchase Intentions. Jurnal Ekonomi, 

11(02), 2022. http://ejournal.seaninstitute.or.id/index.php/Ekonomi 



67 

 

Nababan, B. O., & Ningsih, S. A. (2022). Pengaruh Event Marketing Terhadap 

Minat Berkunjung Di Cibinong City Mall. Economicus, 16(1), 11–22. 

https://doi.org/10.47860/economicus.v16i1.278 

Normalasari, Johannes, & Yacob Syahmardi. (2023). Minat Kunjungan Kembali 

Wisatawan Daya Tarik Wisata Yang Dimediasi Oleh Electronic Word Of 

Mouth. Jurnal Manajemen Terapan Dan Keuangan (Mankeu), 12(01), 156–

169. 

Octavia, A., Sriayudha, Y., Hasbullah, H., Musnaini, & Yuesa Rosyid, G. (2022). 

Model of Consumer Intention to Purchase Herbal Supplement Products 

during the COVID-19 Pandemic. HONG KONG JOURNAL OF SOCIAL 

SCIENCES, 59. 

Phat, T. (2022). The Impact of Event Marketing on Brand Awareness. Lapland 

University of Applied Sciences. 

Rachmadhian, A. K., & Chaerudin, R. (2019). The Impact of Event Marketing on 

Building Brand Awareness For Fashion Customers. ASEAN Marketing 

Journal, 11(1), 52–58. https://doi.org/10.21002/amj.v11i1.12097 

Renol, E. K., Yacob, S., & Yuniarti, Y. (2020). Pengaruh store atmosphere 

terhadap keputusan pembelian konsumen di Coffee Shop Lucky Coffee Kota 

Jambi. Jurnal Dinamika Manajemen, 8(3), 125–130. 

Schiffman, L. G., Kanuk, L. L., & Hansen, H. (2011). Consumer Behaviour A 

European Outlook (Second Edition). Pearson Education Limited . 

Schmitt, B. H. (1999). Experimental Marketing: How to Get Customers to Sense, 

Feel, Think, Act, and Relate to Your Company and Brands. The Free Press. 

Setiawan, R., Wibisono, D., & Purwanegara, S. (2022). Defining Event Marketing 

as Engagement Driven Marketing Communication. Gadjah Mada 

International Journal of Business, 24(2), 151–171. 

http://journal.ugm.ac.id/gamaijb 

Sugiyono. (2022). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (2nd ed., 

Vol. 29). Alfabeta. 



68 

 

Sunjaya, F., & Erdiansyah, R. (2019). Pengaruh Kesadaran Merek Dan Citra 

Merek Terhadap Minat Beli Produk Dunkin’ Donuts Indonesia. 

Tan, Y., Geng, S., Katsumata, S., & Xiong, X. (2021). The effects of ad heuristic 

and systematic cues on consumer brand awareness and purchase intention: 

Investigating the bias effect of heuristic information processing. Journal of 

Retailing and Consumer Services, 63. 

https://doi.org/10.1016/j.jretconser.2021.102696 

Thejaya, I. (2019). Pengaruh Promosi Penjualan dan Brand Awareness Terhadap 

Minat Beli Pada Manna Kopi. PERFORMA: Jurnal Manajemen Dan Start-

Up Bisnis, 4(3), 468–478. 

Tirto Raharjo, S., & Semuel, H. (2018). Pengaruh Social Media Marketing 

Terhadap Purchase Intention melalui Brand Awareness Sebagai Variabel 

Mediasi pada Lazada. http://publication.petra.ac.id/index.php/manajemen-

pemasaran/article/download/7322/6637 

Wijaya, A. K., & Bahroni, I. (2023). Pengaruh Brand Ambassador terhadap 

Purchase Intention Melalui Brand Awareness pada Marketplace Shopee. 

Jurnal Ilmiah Ilmu Manajemen, 10(1), 209–218. 

Wohlfeil, M., & Whelan, S. (2005). Event-Marketing as Innovative Marketing 

Communications Reviewing the German Experience. Journal of Customer 

Behaviour, 4(2), 181–207. 

Wood, E. H., & Masterman, G. (2008). Event Marketing: Measuring an 

experience? Marketing Trends Congress, Venice, 35. 

Zarantonello, L., & Schmitt, B. H. (2013). The impact of event marketing on 

brand equity: the mediating roles of brand experience and brand attitude. In 

International Journal of Advertising (Vol. 32, Issue 2). 

http://ssrn.com/abstract=2175793http://www.internationaljournalofadvertisin

g.com/CurrentIssue.aspx>. 

 


	DAFTAR PUSTAKA

