
	
   89	
  

REFERENCES 

Ali, R. et al. (2015). Role of perceived value, customer expectation, corporate 
image and perceived service quality on the customer satisfaction. The 
Journal of Applied Business Research Vol. 31(4). 

Bataineh, A. Q. (2014). The impact of perceived e-WOM on purchase intention: 
The mediating role of corporate image. International Journal of Marketing 
Studies Vol. 7(1). 

Brand Image. (2013). In Finance Maps of World online. Retrieved October 19, 
2015, from http://finance.mapsofworld.com/brand/image.html  

Carmeli, Abraham & Asher Tishler. (2005). Perceived organizational reputation 
and organizational performance: An empirical investigation of industrial 
enterprises. Corporate Reputation Review, 13. 

Choi, B. & Suna La. (2013). The impact of corporate social responsibility (CSR) 
and customer trust on the restoration of loyalty after service failure and 
recovery. Journal of Service Marketing, 27(3), 223-233. 

Cisse-Depardon, K. & Gilles N’Goala. (2009). The effects of satisfaction, trust 
and brand commitment on consumers’ decsion to boycott. Recherche et 
Applications en Marketing, Volume 24. 

Doyle, J. D., Louise A. Heslop, Alex Ramirez & David Cray. (2012). Trust 
intentions in readers of blogs. Management Research Review,  35(9), pp. 
837-856. 

Dlacic, J. & Vesna Zabkar. (2012). Relationship commitment, relational equity 
and company image in customer loyalty development. Economic Research 
– Ekonomska istrazivanja, 25(2), pp. 503-524. 

Eberle, D., Guido Berens, & Ting Li. (2013). The impact of interactive corporate 
social responsibility communication on corporate reputation. Journal of 
Business Ethics, 118: 731-746. 

Gatti, L., Albert Caruana, & Ivan Snehota. (2012). The role of corporate social 
responsibility, perceived quality, and corporate reputation on purchase 
intention: Implications for brand management. Journal of Brand 
management, 20(1), 65-76. 

Habib, S. N. (2014). Analysis towards brand credibility and brand involvement of 
brand equity in product smartphone Samsung (unpublished bachelor thesis). 
Universitas Islam Indonesia, Yogyakarta, DI Yogyakarta. 



	
   90	
  

Hashim, N. A., Aliyu Olayemi Abdullateef, & Bashir Danlami Sarkindaji. (2015). 
The moderating influence of trust on the relationship between institutional 
image/reputation, perceived value on student loyalty in higher education 
institution. International Review of Management and Marketing, 5(3), pp. 
122-128. 

Hidayanto, A. N., ARfian Herbowo, Nur Fitriah Ayuning Budi, & Yudho Giri 
Sucahyo. (2014). Determinant of customer trust on e-commerce and its 
impact to purchase and word-of-mouth intention: A case of Indonesia. 
Journal of Computer Science, 10(12), pp. 2395-2407. 

Hsu, Ker-Tah. (2011). The advertising effects of corporate social responsibility on 
corporate reputation and brand equity: Evidence from the life insurance 
industry in Taiwan. Journal of Business Ethics, 109: 189-201. 

Kercher, Kim. (2006). Corporate social responsibility ‐ Impact of globalization 
and international business. Corporate Governance Journal, pp. 1-12. 

Lin, Long-Yi & Ching-Yuh Lu. (2010). The influence of corporate image, 
relationship marketing, and trust on purchase intention: The moderating 
effects of word-of-mouth. Tourism Review, 6(3), pp. 16-34. 

Liu, M. T., Ipkin Anthony Wong, Chu Rongwei, & Ting-Hsiang Tseng. (2013). 
Do perceived CSR initiatives enhance customer preference and loyalty in 
casinos?. International Journal of  Contemporary Hospitality 
Management, 26(7), pp. 1024-1045. 

Liu, M. T., Ipkin Anthony Wong, Guicheng Shi, Rongwei Chu & James L. Brock. 
(2014). The impact of corporate social responsibility (CSR) performance 
and perceived brand quality on customer-based preference. Journal of 
Service Marketing, pp. 181-194. 

Maiyaki, A. A. (2013). Moderating effect of individualism/collectivism on the 
association between service quality, corporate reputation, perceived value 
and consumer behavioral intention. Journal of Marketing and 
Management, 4(1), pp. 1-20. 

Mansori, S., Goh Guann Tyng & Zarina Mizam Mohd Ismail. (2014). Service 
recovery, satisfaction and customers’ post service behavior in the 
Malaysian Banking sector. Management Dynamics in the Knowledge 
Economy, 2(1), pp. 5-20. 

Ogba, I. K. & Zhenzhen Tan. (2009). Exploring the impact of brand image on 
customer loyalty and commitment in China. Journal of Technology 
Management in China, 4(2), pp. 132-144. 



	
   91	
  

Perez, R. C. (2009). Effects of perceived identity based on corporate social 
responsibility: The role of consumer identification with the company. 
Corporate Reputation Review, 12(2), pp. 177-191. 

Plewa, C., Jodie Conduit, Pascale G. Quester & Claire Johnson. (2013). The 
impact of corporate volunteering on CSR image: A consumer perspective. 
Journal of Business Ethics, 127: 643-659. 

 
Reza, A. A. M. S. (2015). Faktor-faktor yang mempengaruhi loyalitas konsumen 

dalam pembelian online (unpublished bachelor thesis). Universitas Islam 
Indonesia, Yogyakarta, DI Yogyakarta. 

 
Simple random sample. (2015). In Investo Pedia online. Retrieved October 19, 

2015, from http://www.investopedia.com/terms/s/simple-­‐random-­‐
sample.asp  

 
Shahsavari, A. & Mohammad Faryabi. (2013). The effect of customer-based 

corporate reputation on customers’ citizenship behaviors in ianking 
Industry. Research Journal of Applied Sciences, Engineering and 
Technology 6(20), 3746-3755. 

 
Skard, S. & Helge Thorbjornsen. (2013). Is publicity always better than 

advertising? The role of brand reputation in communicating corporate 
social responsibility. Journal Business Ethics,124: 149-160. 

 
Terblanche, N. S. (2011). The mediating role of customer satisfaction and loyalty 

in predicting the word-in-mouth of supermarket customers. Management 
Dynamics Vol. 20 (4). 

 
Tu, Yu-Te, Lin, Shean-Yuh, & Hsu, Tan-Kui. (2013, April). The impact of brand 

image and customer commitment on loyalty: An empirical study of 
automobile sector. Information Management and Business Review, pp. 
181-193. 

 
Tu, Yu-Te, Li, Mei-Lien & Chih, Heng-Chi. (2013, July). An empirical study of 

corporate brand image, customer perceived value and satisfaction on 
loyalty in Shoe Industry. Journal of Economics and Behavioral Studies, 
pp. 469-483. 

Utami, A. A. (2015). Analysis of customer loyalty and trustworthiness towards 
the E-CRM effort in online shopping (unpublished bachelor thesis). Universitas 
Islam Indonesia, Yogyakarta, DI Yogyakarta. 

Williams, M., Francis Buttle, & Sergio Biggemann. (2012). Relating word-of-
mouth to corporate reputation. Public Communication Review Vol. 2(2). 



	
   92	
  

Walsh, G., Keith Dinnie & Klaus-Peter Wiedmann. (2006). How do corporate 
reputation and customer satisfaction impact customer defection? A study 
of provate energy customers in Germany. Journal of Service Marketing, 
20(6), pp. 412-420. 

Xu, Yueying. (2013). Understanding CSR from the perspective of Chinese 
Diners: The case of McDonald’s. International Journal of Contemporary 
Hospitality Management, 26(6), pp. 1002-1020. 

 
Zalzalah, G. G (2014). The role of age as moderating variable on the effect of 

relationship marketing towards customer loyalty (unpublished bachelor 
thesis). Universitas Islam Indonesia, Yogyakarta, DI Yogyakarta.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


