73

DAFTAR PUSTAKA

Ali, B. (2020). Assessing (the impact) of advertisement on customer decision
making: evidence from an educational institution. Afak for Sciences Journal,

6(1), 425-439. https://ssrn.com/abstract=3764088

Alkhawaldeh, A., Alsaad, A., Taamneh, A., & Alhawamdeh, H. (2020). Examining
antecedents and consequences of university brand image. Management

Science Letters, 10(5), 953-960. https://doi.org/10.5267/1.ms1.2019.11.016

Anggraini, N., Barkah, Q., & Hartini, T. (2020). Pengaruh Promosi, Harga, Kualitas
Produk Terhadap Keputusan Pembelian Dengan Citra Merek Produk Rabbani
Di Palembang. Jurnal Neraca: Jurnal Pendidikan Dan I[lmu Ekonomi

Akuntansi, 4(1), 26. https://doi.org/10.31851/neraca.v4il.4176

Binalay, A. (2016). Manfaat Promosi Perpustakaan Pada Mahasiswa Fispol Dalam
Meningkatkan Jumlah Pemustaka Di Upt Perpustakaan Universitas Sam
Ratulangi. Acta Diurna, 5(3).
https://ejournal.unsrat.ac.id/index.php/actadiurnakomunikasi/article/view/127

71

Cova, B., & Dalli, D. (2020). Working on a brand’s co-creation in the context of
digital content: A review and research agenda. Journal of Business Research,

110, 104—1. https://doi.org/10.1016/j.jbusres.2019.10.016

Darlington, E. J., Pearce, G., Vilaga, T., Masson, J., Bernard, S., Anastacio, Z.,

Magee, P., Christensen, F., Hansen, H., & Carvalho, G. S. (2022). How can



74

we promote co-creation in communities? The perspective of health promoting
professionals in four European countries. Health Education, 122(4), 402—423.

https://doi.org/10.1108/HE-02-2021-0033

Del-Castillo-Feito, C., Blanco-Gonzdlez, A., & Delgado-Alemany, R. (2020). The
relationship between image, legitimacy, and reputation as a sustainable
strategy: Students’ versus professors’ perceptions in the higher education
sector. Sustainability (Switzerland), 12(3).

https://doi.org/10.3390/su12031189

Dwivedi, Y. K., Ismagilova, E., & Sharif, S. P. (2020). The role of social media in
the co-creation of brand experiences: A systematic review and research

agenda. Journal of Business Research.

Fiaz, M., Ikram, A., Basma, A., Tariq, Z., Jafri, S. K. A., & Khurram, W. (2019).
Role of social media marketing activities in creating university brand image
and reputation: The mediating role of customer value co-creation behavior.
2019 8th International Conference on Information and Communication
Technologies, ICICT 2019, March 2020, 135-141.

https://do1.org/10.1109/ICICT47744.2019.9001927

Gardiana, M. D., Rahmanto, A. N., & Satyawan, 1. A. (2024). Strategi Pemanfaatan
Media Sosial dalam Rangka Penguatan Reputasi Perguruan Tinggi. 7, 2337—

2344.

Gunarto, M. (2018). Model Co-Creation dan Implikasinya Terhadap Loyalitas

Mahasiswa pada Perguruan Tinggi Swasta. In Repository.Upi.Edu (Vol. 1,



75

Issue).

Gyrd-Jones, RI, Helm, C. dan Munk, J. (2019). Mengeksplorasi dampak silo dalam
mencapai  orientasi ~ merek. Jurnal ~ Manajemen  Pemasaran.

https://doi.org/10.1080/0267257X.2013.811283

Harahap, D. A., Hurriyati, R., Gaffar, V., Wibowo, L. A., & Amanah, D. (2017).
Pengaruh Reputasi Universitas Terhadap Keputusan Mahasiswa Memilih
Studi di Universitas Islam Sumatera Utara. Prosiding Seminar Nasional &

Konferensi Forum Manajemen Indonesia (FMI 9), Semarang, 9, 1-12.

https://doi.org/10.17605/OSF.1I0/8ZG6N

Hollebeek, L. D., & Macky, K. (2018). Digital content marketing: A review and
research agenda. Journal of Interactive Marketing.

https://doi.org/10.1016/j.intmar.2018.05.001 %20A%0ALink Artikel:

Hoyer, WD, Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020).
Transforming the Customer Experience Through New Technologies. Journal

of Interactive Marketing.

Iglesias, V., Ind, N., & Alfaro, M. (2019). The role of customer participation in the
co-creation of brand experiences: A study of service organizations. Journal of

Business Research.

Kamanda, S. V. (2022). Pengaruh Kualitas Pelayanan Dan Promosi Terhadap
Keputusan Mahasiswa Memilih Kuliah Jurusan Manajemen Bisnis Syariah

Pada .... Jurnal As-Said, 2(1), 1-6.



76

Kamboj, S., & Rahman, Z. (2021). Impact of brand co-creation on brand equity and
customer loyalty in the higher education sector. Journal of Higher Education

Policy and Management. https://doi.org/10.1080/1360080X.2020.1844705

Kaveh, A., Nazari, M., van der Rest, J. P., & Mira, S. A. (2021). Customer
engagement in sales promotion. Marketing Intelligence and Planning, 39(3),

424-437. https://doi.org/10.1108/MIP-11-2019-0582

Khoshtaria, T., Datuashvili, D., & Matin, A. (2020). The impact of brand equity
dimensions on university reputation: an empirical study of Georgian higher
education. Journal of Marketing for Higher Education, 30(2), 239-255.

https://doi.org/10.1080/08841241.2020.1725955

Leino, H., & Puumala, E. (2021). What can co-creation do for the citizens?
Applying co-creation for the promotion of participation in cities. Environment
and  Planning C: Politics and  Space, 39(4), 781-799.

https://doi.org/10.1177/2399654420957337

Manajemen, P. M., & Rusfa, D. A. (2023). Peran Religious Value Co Creation
Dalam Meningkatkan Repurchase Intention Mahasiswa Perguruan Tinggi

Islam Kota.

Manzur, E., Olavarrieta, S., Hidalgo, P., Farias, P., & Uribe, R. (2011). Store brand
and national brand promotion attitudes antecedents. Journal of Business

Research, 64(3), 286-291. https://doi.org/10.1016/].jbusres.2009.11.014

Mulyana, M. (2019). Inisiasi VIII Strategi Promosi dan Komunikasi. Materi

Tutorial Online Ekma 4216 Manajemen Pemasaran, 57-63.



77

Nasib, N., Azhmy, M. F., Nabella, S. D., Rusiadi, R., & Fadli, A. (2022). Survive
Amidst the Competition of Private Universities by Maximizing Brand Image
and Interest in Studying. AL-ISHLAH: Jurnal Pendidikan, 14(3), 3317-3328.

https://doi.org/10.35445/alishlah.v14i3.2037

Pansari, A., & Kumar, V. (2018). Customer Engagement: The Construct,
Antecedents, and Consequences.". Journal of the Academy of Marketing

Science.

Putri, N. T., Satria, B., Amrina, E., & Alfadhlani, A. (2021). Pengaruh Kualitas
layanan Terhadap Kepuasan Mahasiswa dengan Moderasi Budaya Organisasi
dan Reputasi. Jurnal Rekayasa Sistem —Industri, 10(2), 121-130.

https://doi.org/10.26593/jrsi.v10i2.4200.121-130

Riki, Kremer, H., Suratman, Ciptoputra, V. A. A., & Hazriyanto. (2023). Efektivitas
Penggunaan Media Sosial Dalam Peranan Sebagai Sarana Komunikasi Dan

Promosi Produk. Jurnal Cafetaria, 4(1), 98—105.

Rosyidah, N., Matin, & Rosyidi, U. (2020). Internationalization in higher
education: University’s effective promotion strategies in building international
trust. European Journal of Educational Research, 9(1), 351-361.

https://doi.org/10.12973/eu-jer.9.1.351

Rust, R. T., Rand, W., Huang, M. H., Stephen, A. T., Brooks, G., & Chabuk, T.
(2021). Real-Time Brand Reputation Tracking Using Social Media. Journal

of Marketing, 85(4), 21-43. https://do1.org/10.1177/0022242921995173

Shehzadi, S., Nisar, Q. A., Hussain, M. S., Basheer, M. F., Hameed, W. U., &



78

Chaudhry, N. I. (2021). The role of digital learning toward students’
satisfaction and university brand image at educational institutes of Pakistan: a
post-effect of COVID-19. Asian Education and Development Studies, 10(2),

276-294. https://doi.org/10.1108/AEDS-04-2020-0063

Suwarsih, N., Gunawan, T., & Istiharini, I. (2021). Pengaruh Media Sosial
Terhadap Citra Merek Dan Niat Beli. Journal of Economic, Bussines and
Accounting (COSTING), 4(2), 712-730.

https://doi.org/10.31539/costing.v4i2.2043

Vo, T.-T., Le, Q. H., & Duong, L. N. K. (2024). Promoting university brand through
student co-creation behaviors: the role of online brand posts. Journal of Trade

Science. https://doi.org/10.1108/jts-11-2023-0026

Winasis, C. L. R., Widianti, H. S., & Hadibrata, B. (2022). Determinasi Keputusan
Pembelian: Harga, Promosi Dan Kualitas Produk (Literature Review

Manajemen Pemasaran). Jurnal Ilmu Manajemen Terapan, 3(4), 452—462.



