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This study examines online stores (E-Commerce), especially online travel
and refers to online purchasing decisions on brand image based on
advertising effectiveness. One of online is PT Trinusa Travelindo or
Traveloka,whichi sengaged in fields that require online and Traveloka.com
has the innovation toticket buying and selling services onlinethat focus on
online.The Epic Model is themost accurate method for measuring the
effectiveness of advertisements that have been served in the community
compared to themeasurement modelusing the Customer Response Index (CRI)
and Direct Rating Method (DRM). This study aims to analyze and
determine online purchasing decisions through brand image based on the
effectiveness of advertising with the epicmodel study on Traveloka.com
consumers. The method used in this research is quantitative with
descriptiveand causal approach. To obtain data, the researcher used a
questionnaire  as an instrument to collect data and distributed it
torespondentsonline. Datawascheckedusing smart PLS3.2.9.There sultsof
hypothesis testing that have been carried out show that:1)advertising
effectivenessis significantan dhasa positive effect on advertising effectiveness,
2) brand image is significant and has a positive effect on purchasing
decisions. 3) the effectiveness of advertising is significant and has a
positive effect on purchasing decisions

Abstrak (Bahasa Indonesia)

Abstrak: Penelitian ini  menguji toko online (E-Commerce) khususnya
onlinetravel dan mengacu pada keputusan pembelian onlinepadacitra merek
berdasarkan efektivitas periklanan. Salah satunya adalah PT Trinusa
Travelindo atau Traveloka yang bergerak di bidangyang membutuhkan
onlinedan Traveloka.com memiliki inovasi layanan jual beli tiket onlineyang
fokus pada online. Epic Model adalah metode yang paling akurat untuk
mengukur  efektivitas iklan. yang telah terlayani di masyarakat
dibandingkan dengan model pengukuran menggunakan Customer Response
Index (CRI) dan Direct RatingMethod(DRM).Penelitian ini bertujuan untuk
menganalisis dan menentukan keputusan pembelian online melalui brand
image berdasarkan efektivitas periklanan dengan studi epic model pada
konsumen Traveloka.com. Metode yang digunakan dalam penelitian ini
adalah kuantitatif dengan pendekatan deskriptif dan kausal. Untuk memperoleh
data, peneliti menggunakan kuesioner sebagai instrumen untuk mengumpulkan
data dan menyebarkannya kepada responden secara online. Data diperiksa
menggunakansmartPLS3.2.9. Hasil pengujian hipotesis yang telah dilakukan
menunjukkan bahwa: 1) efektivitas periklanan berpengaruh positif dan
signifikanterhadap efektivitas periklanan, 2) citra merek berpengaruh signifikan
dan positif terhadap keputusan pembelian.3) efektivitasperiklanan adalah
signifikan dan berpengaruh positif terhadap keputusan pembelian
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1. INTRODUCTION

The decision to buy a product by consumers is basically influenced by the assessment of the quality
of the product offered. The demand for an increasingly high quality product is what makes companies
engaged in various fields of business, competing to improve the quality of the products they have in order to
maintain the brand image of their products. In addition, the rapid development of the world of advertising
and supported by the growth of print media and the increasing number of electronic media also indirectly
influences consumers to make purchasing decisions.

Advertising is any form of nonpersonal presentation that must be paid for and a promotional activity
that includes ideas, goods or services carried out by an identified sponsor. Advertising must be able to
promote a product with a wider reach and be able to create an image for the product so that it can survive and
be recognized by the company. The main key to advertising is that advertising must upload the attention of
potential consumers to the products or services offered by the company. In addition, with the formation of a
brand image on a product, it will add a positive image or value to a product.

Measurement of an advertisement must be carried out periodically and continuously, because the
effectiveness of advertising can be determined by conducting research. Advertising is a means of marketing
and a means of information that plays an important role and is a vital part of the life of communication media
for the development of the business world, in choosing advertising media companies must be more
observant. And make considerations in choosing the media that will be used as a means.

With the online advertising carried out by Traveloka.com, it is hoped that the brand image of its
services will also increase. Along with the increasing brand image after seeing promotions from online
advertisements carried out by Traveloka.com with promos that have been provided, tourists want to make
purchasing decisions at Traveloka.com services.

Online Purchasing Decisions Consumers at this time are very critical in choosing a product, right

down to the decision to buy a product. As is well known, product offers are very diverse. According to
Sutisna and Pawitra (2001) This increasing number of alternative choices makes it easier for consumers to
make choices according to their tastes and economic capabilities.
Tjiptono (2015) suggests that marketing is a process in which the structure of demand for products and
services is anticipated or expanded and satisfied through the conception, promotion, distribution, and
exchange of goods. Basically, product marketing involves the movement or flow of two things: the physical
flow of the product itself and the flow of trading activities for that product. E-commerce is the activity of
conducting business transactions online through internet media and internet-integrated devices (Laudon et al,
2012). E-commerce is the result of the trendy development of the community environment as an effort to
meet human needs in a more effective and efficient way. In Indonesia, there are e-commerce companies that
implement the form of consumer to consumer (C2C), which is an activity of buying and selling products or
services that provide an online marketplace and mall for consumers to make online sales and purchase
transactions.

Advertising is any form of nonpersonal presentation that must be paid for and a promotional activity
that includes ideas, goods or services carried out by an identified sponsor. Advertising must be able to
promote a product with a wider reach and can create an image for the product so that it can survive and be
recognized by the company. The main key to advertising is that advertising must upload the attention of
potential consumers to the products or services offered by the company. Ease of understanding is an
important indicator of message effectiveness. The effectiveness of an advertisement depends on whether
consumers remember the message delivered, understand the message, are influenced by the message and of
course ultimately buy the advertised product according to Laskey et. al 1995 (in Indriarto, 2006).

Measurement of an advertisement must be carried out periodically and continuously, because the
effectiveness of advertising can be determined by conducting research. Advertising is a means of marketing
and a means of information that plays an important role and is a vital part of the life of communication media
for the development of the business world, in choosing advertising media companies must be more
observant. And make considerations in choosing the media to be used as a means. Effective marketing for the
company.

According to Nugroho (2003) a purchase decision is a consumer action to form preferences among
brands in a selection group and buy the most preferred product.Brand Image Brand image is an image of a
brand that is considered a group of associations that connect consumer thinking to a brand name (Biel, 1992).

Brand image is a brand name associated with the image of a group that connects memories to
consumers.1. The concept of Brand Image according to Kotler (2007) is a consumer's understanding of the
brand as a whole, brand confidence in certain brands and how consumers perceive or have certain
perceptions of a brand.
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According to Priansa (2017: 265) brand image describes the involvement between consumers and
brands that come from experience. According to Keller (2013), brand image is the value and meaning
attached to consumers through a product or service. Based on this description, what is meant by Brand
Image is consumer responses to a company brand which leads to consumer confidence in the company. The
dimensions of brand image theory are Brand Strenght,

According to Keller (2013), brand image is the value and meaning attached to consumers through a
product or service. Based on this description, what is meant by Brand Image is the consumer's response to a
company's brand which leads to consumer confidence in the company.3.Measurement of Brand Image.

Factors that become the benchmark of a brand image are: -Product Attributes is a brand can bring up
a number of certain product attributes in the minds of consumers, which are reminiscent of the characteristics
of the brand.-Consumer Benefits is a brand must be able to provide a separate value for its consistency that
will be seen by consumers as a benefit obtained when he buys consumes the product.

Advertising Effectiveness Ease of understanding is an important indicator of message effectiveness.
The effectiveness of an advertisement depends on whether consumers remember the message conveyed,
understand the message, are influenced by the message and of course ultimately buy the advertised product
according to Laskey et., al 1995 (in Indriarto, 2006). So it can be concluded that the effectiveness of
advertising is a message conveyed that can influence consumers in buying the advertised product.1.The
Concept of Advertising Effectiveness Advertising effectiveness refers to the extent to which advertising can
produce certain effects as desired.  Advertisers need to measure advertising effectiveness as a form of
evaluation of advertising activities that are being and have been carried out.

A company advertises to get an immediate response or action through advertising.  But other
companies may aim to develop more awareness or want to form a positive long-term image of the goods or
want to form a positive long-term image of the goods or services they produce. 2.Dimensions of Advertising
Effectiveness).Epic Model developed by AC. Nielsen Media Research which is one of the leading research
companies in the world (Durianto, 2003: 86). 3.Measurement of Advertising Effectiveness.Durianto et.,al
(2003) state that the indicators that affect the effectiveness of advertising by using the EPIC method.Research
FrameworkThis study aims to determine the influence between advertising effectiveness, brand image, and
online purchasing decisions. Based on the discussion in the literature review and research that has been
conducted by previous researchers, a framework for thinking in this study can be compiled as presented in
Figure 1.Hypothesis Development.

According to Andrews et., al in Sangadji and Sopiah (2010). Hypothesis is a temporary answer to
research problems until proven through collected data. Another definition of a hypothesis according to
Buckley et al in Sangadji and Sopiah (2010) is a simple form of statement regarding the researcher's
expectations of the relationship between variables in a problem to be tested in research.1.The Effect of
Advertising Effectiveness on Brand ImageAccording to Septianto and Tjiptono (2019) advertising is a form
of promotion and presentation of ideas from a product or service, such as print media advertisements, online
media advertisements, electronic media advertisements, posters, brochures, and others. According to Kotler
and Keller (2016), advertising can be a cost-effective way to spread messages, either to build brand
preference or to educate consumers. Even in today's challenging environment, good advertising can
produce results. According to Morissan (2014), advertising is defined as a form of nonpersonal
communication about ideas, products, services, or organizations paid for by one known sponsor.

The word 'nonpersonal’ means that advertising involves mass media (TV, radio, magazines,
newspapers) that can send messages to many groups or individuals at the same time. Advertising is any form
of presentation and promotion of ideas, goods or services in a nonpersonal manner by a particular sponsor
that requires payment (Kotler and Armstrong, 2012). In measuring the effectiveness of advertising, there are
several kinds of measurement tools including likability (Leather, McKechnei, and Amirkhanian 1994),
attractiveness (Wells 2000), and recall (Higie and Sewall 1991), but an effective ad must also increase brand
awareness and associate the parts of the ad with the brand being advertised (Till and Baack 2005).Image

According to Mowen & Minor (2002), brand loyalty is seen as the extent to which a customer shows
a positive attitude towards a brand, has a commitment to a particular brand, and intends to continue buying it
in the future. A good brand image is the main thing to determine the target market, establish product
positioning and explain market response. (Pitta, D, 1995).

According to Park and Sinivasan (1994) in Low and Lamb (2000: 4) argue that to understand the
brand image well, one must pay attention to the uniqueness of product characteristics. Image associations
with brands can affect perceptions of quality, value or price. In addition to this, to improve the brand image
strategy has been described at the beginning and end of the main steps in brand positioning in the market
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(Park et al, 1986). Therefore, brand image is a very important concept as a reference for marketers on the
life cycle of a brand (Andrews, M and Kim, D, 2007).

In principle, the behavior of each type of online consumer has the same foundation, namely
motivation, preferences, activities and forms based on online travel agents. According to Ismayanti (2010)
variations in online travel agency consumers can be seen from various approaches including psychography,
socio-economics, geography, and travel patterns. Purchasing decisions through online travel agents is a
process where consumers evaluate and select the necessary alternatives based on certain considerations. As
Kotler and Keller (2016) have said that consumer behavior is influenced by social, cultural, and personal
factors, especially related to online purchasing decisions.

According to Ahmed and Ashfaq (2013) effective and ideal advertising that builds a strong brand
image, this factor is a real contributor to the impact of advertising on consumer purchasing behavior.
Basically, advertising today has affected everyone's daily life and influenced many purchases. Consumers
turn to advertisements for information and entertainment value (Lamb and Hair, 2001: 204).

Advertising is part of the promotion mix, especially advertising that uses online media which
currently has received high attention from consumers, provides information about the advantages of these
products through aspects of sound, motion, music and images, and can reach almost all levels of society
considering that currently technological developments are increasing from time to time. H3 : The role of
Brand Image as a Moderator of Advertising Effectiveness on Online Purchasing DecisionsAccording to
Adetunji, et al (2014) effective advertising can provide stimulation in the form of visual stimulation to
message recipients, so that it has an attraction to buy a product or service.

An integrated advertising message strategy, like other types of advertising message strategies, is
considered a communication effort capable of creating an effective positive brand image. According to
Malik, et al (2012), brand image has a significant and positive effect on consumer purchasing decisions. In
addition, advertising also has a positive and significant effect on consumer purchasing decisions because this
shows that advertising also has a dynamic role, especially in adolescent behavior. Based on previous research
conducted by Masikah and Alwie (2016), the effectiveness of advertising has a significant effect on
purchasing decisions through the Wardah cosmetic brand image in Pekanbaru City.

Effective and ideal advertising seeks to build a strong brand image, this factor is a real contributor to
the impact of advertising on consumer purchasing behavior (Ahmed and Ashfag, 2013). In this study, brand
image also acts as a moderating variable. Moderating variables have an influence (strengthen and weaken)
the relationship between the independent variable and the dependent variable (Sugiyono, 2012).

Moderating variables are used because it is suspected that there are brand image variables that
influence the effectiveness of advertising on online purchasing decisions.H4: Brand image as a moderator of
advertising effectiveness has a role and has a significant effect on online purchasing decisions..

2. RESEARCH METHOD

Sampling MethodThe nonprobability sampling method used in this study is purposive sampling.
The purposive sampling technique is a sampling technique with certain considerations or criteria (Sujarweni
2016). Certain considerations in determining the research sample are aged 17 years and over, individuals or
consumers who have used or often purchase Traveloka.com tickets.  The research design that the authors
use in this study is to use survey design techniques in this method, what is collected is primary data, where
researchers obtain research data through distributing online questionnaires to respondents.

3. RESULT AND DISCUSSIONS

These respondents were given an online questionnaire where the first slide contained a list of
respondent data, then the next slide contained a list of questions regarding Advertising Effectiveness, Brand
Image on Online Purchasing Decision. Types and Sources of Data CollectionThe data collection method used
in this study is the data collection method by distributing questionnaires online to respondents. A
questionnaire is a list of pre-formulated questions that respondents will answer with clearly defined
alternative questions (Sekaran, 2008).

Where researchers obtained research data directly from filling out the Google Form online
questionnaire by respondents. The reason researchers use online questionnaires is to facilitate the
distribution of questionnaires to respondents, as well as to save costs and time when collecting and
processing data. Researchers used the WhatsApp, Instagram and Facebook applications to provide direct
links to the Google Form website containing questionnaires to respondents as follows, namely:
https://bit.ly/KuesionerPenelitianAnnisal.Metode AnalysisHypothesis testing in the study was carried out
using the Partial Least Square (PLS) approach.
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PLS is a component- or variant-based Structural Equation Model (SEM). SEM is one of the fields
of statistical studies that can test a series of relationships that are relatively difficult to measure
simultaneously. SEM is a multivariate analysis technique which is a combination of factor analysis and
regression analysis (correlation), which aims to test the relationship between variables in a model, be it
between indicators and their constructs, or the relationship between constructs (Santoso, 2015).a.
Demographic Characteristics of Respondents In this study, respondent demographics were measured through
eight items with distribution results as in Table 1.b. Structural Model Testing (Inner Model) The structural
model is a model that has been built based on the formulation of research problems. The model is then
described in PLS and connected using arrows that show the influence of the variables to be tested in this
study. After the structural model is described in PLS, the model is then calculated and then analyzed for
several outputs, such as path coefficients and R-Square of the research dependent variable. The results of the
structural model calculation in this study can be seen in Figure 2.

After calculating the algorithm, the inner model will be analyzed. Inner model analysis is carried
out to see the relationship between constructs. Inner model evaluation can be done by looking at the path
coefficients and construct R-Square values. The results of the evaluation of the inner model can be seen in
Figure 2.c. Moderation Testing In smartPLS, moderation testing is carried out by creat moderating effect
which includes moderator variables with predictor variables statistically each relationship is carried out using
simulation, namely using the bootstrapping method on the research sample. Then testing is done using
bootstrapping again to see the total effect output, the following are the results of the effect output in Table 2..

Ee 2
=

ity £ S Cavs

Output Calculate AlgorithmSumber:Hasilpenelitian, 2022

4. CONLUSSIONS AND SUGGESTION
4.1. Conclussion

Based on the research results described in the previous chapter, the following conclusions can be
made: 1. The results showed that Ad Effectiveness has a positive effect on Brand Image. The results of this
study indicate that the higher the Advertising Effectiveness, the higher the Brand Image.2. The results of the
study indicate that Brand Image has a positive effect on Online Purchases. The results of these findings
indicate that the higher the Brand Image, the higher the Online Purchases.3. The results of the study indicate
that Advertising Effectiveness has a positive effect on Online Purchases. The results of these findings
indicate that the higher the Advertising Effectiveness, the higher the Online Purchases.4. The results showed
that Advertising Effectiveness has a positive effect on Online Purchases through Brand Image. The results of
these findings indicate that the higher the Advertising Effectiveness, the higher the Online Purchases through
Brand Image..

4.2. Suggestion

The author's suggestions or recommendations are written in this section. If there are none, then
section IV, simply write a conclusion.
5. ACKNOWLEDGMENTS (IF ANY)
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The conclusion consists of a summary of the article that presents a summary of the results of the
research that has been carried out, and is the answer to the problem formulation. Conclusions must be aligned
with the problem formulation and research objectives. If the conclusion is more than one, then it is written
using numerical numbering in paragraphs, not by using bullets, and the author can also add prospects for
development of the research/study results and how further implications are the prospects for further
research/study of researchers.

REFERENSI

Ali Hardana, Nurhalimah, N., & Sulaiman Efendi,. (2022). Analisis ekonomi makro dan pengaruhnya
terhadap kemiskinan (studi pada pemerintah kabupaten tapanuli selatan). Inisiatif: Jurnal Ekonomi,
Akuntansi Dan Manajemen, 1(4), 21-30. https://doi.org/10.30640/inisiatif.v1i4.370

Arifin, HM (2006). Islamic education: A theoretical and practical review based on an interdisciplinary
approach Literary Earth.

Al Hasyim, Y., Hamid, A., & Hardana, A. (2023). Analisis Penyerapan Tenaga Kerja Pada Industri Tahu di
Kota Padangsidimpuan. PROFJES: Profetik Jurnal Ekonomi Syariah, 2(2), 731-742.

Asyari, S. (2020). Supervision of Madrasah Principals Based on Performance Assessment as an Effort to
Increase Teacher Professionalism. JIEMAN: Journal of Islamic Educational Management , 1 (2),
149-163. https://doi.org/10.35719/jieman.v1i2.14

Al Farisi, M. S., Ajriyansyah, A., Purwanto, A., & others. (2021). Pelatihan Pemasaran Syariah Berbasis
Digital bagi Pelaku UMKM di Kelurahan MekarsariCileungsi. Jurnal Pengabdian Masyarakat Madani
(JPMM), 1(1), 1-5

Afif, S. (2010). Manajemen Pembelajaran Full Day School (Studi Kasus di TK Ashabul Kahfi Malang). FIP
UNM Malang.

Abbit, J. T. (2011). An Investigation of the Relationship between Self-Efficacy Beliefs about Technology
Integration and Technological Pedagogical Content Knowledge (TPACK) among Preservice Teachers.
Journal of Digital Learning in Teacher Education, 27(4), 134-143.

A. Rares., & R.J. Jorie. (2015). The Effect of the Price, Promotion, Location, Brand Image and Quality
Products Towards the Purchase Decision of Consumers at Bengkel Gaoel Store Manado Town
Square”. Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akutansi (Jurnal EMBA), 3, 592-604.

A.Shimp, T.(2003).Periklanan Promosi & Aspek Tambahan Komunikasi Pemasaran Terpadu (5 ed.,
Vol.1). Jakarta:Erlangga.

Abdillah, W., &Hartono, J. (2015). Partial Least Square (PLS): Alternatif Structural  Equation
Modeling(SEM) dalam Penelitian  Bisnis. Yogyakarta: Penerbit Andi, 22, 103-150.

Achmadi, A., & Narbuko. (2015). Metodologi Penelitian. Jakarta: Bumi Aksara.

Adetunji, R., Nordin, S., & Noor, S. (2014). The Effectiveness of Integrated Advertisement
MessageStrategy in Developing Audience-Based Brand Equity. Global Business & Management
Research, 6(4).

Ahmed, S., & Ashfag, A. (2013). Impact of Advertising on Consumers‘ Buying Behavior through
Persuasiveness, Brand  Image, and Celebrity endorsement. Global Media Journal, 6(2),
149.Arikunto, S. (2006). Prosedur Penelitian Suatu Pendekatan Praktik Edisi Revisi VI,
Jakarta: Rineka Cipta.

Augusty, & Ferdinand.(2002). Structural Equation Modeling dalam Penelitian Manajemen, Edisi 2, BP
UNDIP, Semarang.

Ayu, K., Indrawati, P., Sudiarta, l., & Suardana, I. (2017). Efektivitas Iklan Melalui Media Sosial
Facebookdaninstagram Sebagai Salah Satu Strategi Pemasaran di Krisna Oleh-Oleh Khas Bali.
17(2), 78-83.

Bashori, B. (2017). Modernization of Islamic Boarding School Educational Institutions from Azyumardi
Azra's Perspective. Nadwa , 11 (2), 269. https://doi.org/10.21580/nw.2017.11.2.1881

Batubara, D., & Hardana, A. (2024). Efektifitas Wisata dalam Pertumbuhan Ekonomi di Tapanuli
Selatan. El-Kahfi| Journal of Islamic Economics, 5(01), 52-60.
https://doi.org/10.58958/elkahfi.v5i01.216

Badan Pengawas Pasar Modal dan Lembaga Keuangan Departemen Keuangan Republik Indonesia. (2008).
Analisis hubungan kointegrasi dan kausalitas serta hubungan dinamis antara aliran modal asing,
perubahan nilai tukar dan pergerakan IHSG di Pasar Modal Indonesia. Retrieved December 31,

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.58958/elkahfi.v5i01.216

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 92

2011, from
http://www.bapepam.go.id/pasar_modal/publikasi_pm/kajian_pm/studi2008/Aliran_Dana_Asing.pdf

Barry, E., Rose, A. & Wyplosz, C. 1996. Contagious Currency Crises. CEPR Discussion Paper No. 1453.
London: Center for Economic Policy Research, August

Baron, &Kenney. (1986). The Moderator Mediator Variable Distinction in  Social Psychological
Research.

Bearden, W., Thomas, N., & Raymond , W. (2007). Marketing Principles and Perspectives (Fourth ed.).New
York: McGrawhil. Jurnal

Biel, A. (1992). How Brand Image Drives Brand Equity. Journal of Advertising.Bram, & Farola, Y.
(2005). Analisis Efektifitas Iklan Sebagai Salah Satu Strategi Pemasaran PerusahaanPercetakan dan
Penerbitan PT. Rambang Dengan Menggunakan EFIC Model. Jurnal Manajemen dan Bisnis
Sriwijaya, 3(6), 1-23.

Bustami, Y., & Corebima, A. (2017). The Effect of JIRQA Learning Strategy on Critical Thinking Skills of
Multiethnic Students in Higher Education, Indonesia. International Journal of Humanities Social
Sciences and Education (IJHSSE), 4(3), 13-22.

Cannon, J.,, W.D, P, & E.J, M. (2009). Pemasaran Dasar: Pendekatan Manajerial Global (\Vol. 16).
Jakarta: Salemba Empat.Chaman, J.&Russ,W. (1999). A Rvision and Empirical Test of the
Extended Price-Perceived Quality Model. Journal of Marketing. P. 53-64.

Chan,J. Jiang, Z., & Tan, B. (2009). Understanding Onlinelnterruption-Based Advertising: Impacts of
Exposure Timing, Advertising Intents, and Brand Image. |EEE Transactions on
EngineeringManagement, 57(3), 365-379.

Chin, W. W., &Todd, P. A. (1995). On the Use, Usefulness, and Ease of Use of Structural
EquationModeling in MIS Research: A Note of Caution. MIS quarterly, 237-246.Costanza. (2019).
Pendahuluan. Retrieved from http://repository.wima.ac.id/19196/19/BAB%201.pdf. Diakses 9
November 2021.

D. Sembiring, H.S.Nugraha, &B. Prabawani. (2014). Pengaruh Iklan dan  Citra  Merek terhadap
Keputusan Pembelian Yamaha Mio. Jurnal lImu Administrasi Bisnis, 3.

Durianto, D. (2003). Investasi Pasar dengan Iklan yang Efektif. Jakarta: Erlangga. Emzir. (2009).
Metodologi Penelitian Pendidikan. Jakarta: PT. Raja Grafindo Persada.

Duran, M., & Dékme, I. (2016). The effect of the inquiry-based learning approach on student’s critical-
thinking skills. Eurasia Journal of Mathematics, Science & Technology Education, 12(12), 2887—
2908.

El Islami, R. A. Z., Nahadi, N., & Permanasari, A. (2015). Hubungan Literasi Sains dan Kepercayaan Diri
Siswa pada Konsep Asam Basa. Jurnal Penelitian dan Pembelajaran IPA, 1(1), 16-25.

Etzel, B.J. 2003. Finance and Investment Dictionary. Indianopolis, Indiana: Wiley Publishing, Inc.

Fauzan, M., Hardana, A., Nasution, A. A., & Pasaribu, M. (2021). Analisis Perbandingan Metode CAMELS
Dan Metode RGEC Dalam Menilai Tingkat Kesehatan PT. Bank Panin Dubai Syariah, Thk. Jurnal
Masharif ~ Al-Syariah:  Jurnal Ekonomi Dan Perbankan Syariah, 6(3), 815-832.
https://doi.org/10.30651/jms.v6i3.9998

Ferdinand, A. (2002). Structural Equation Modeling dalam Penelitian Manajemen, Edisi Ketiga,
Fakultas Ekonomi UNDIP, Semarang.

Fitriana, S. (2013). Pengaruh Efektivitas Iklan terhadap Minat Beli yang Dimediasi oleh Citra
Merek. Doctoral ~ Dissertation,  Universitas Muhammadiyah Surakarta.

Ghozali, I., &Latan, H. (2012). Partial Least Square: Konsep, Teknik dan Aplikasi Smart PLS 2.0 M3.
Badan Penerbit Universitas Diponegoro: Semarang.

Gustia, Irna. 2008. IHSG Terguling 92 Poin ke 1.244. Retrieved March 4, 2013, from
http://finance.detik.com/bursa-valas/1025532/ihsg-terguling-92-poin-ke-1244

Hamzah, A. A. (2020). Analisis Perkembangan Harga Bahan Pangan Pokok di Pasar Domestik dan
Internasional. 1, 7-8.

Harahap, S. A., Siregar, B. G., Lubis, A., & Hardana, A. (2023). Analisis Pengimplementasian Akuntansi
Aset Tetap Berdasarkan PSAK NO. 16 DI PT Cahaya Bintang Medan. Jurnal Mahasiswa Akuntansi
Samudra, 4(4), 175-195. https://doi.org/10.33059/jmas.v4i4.8371

Hasibuan, A. N., & Hardana, A. (2024). Determinants Of Murabaha Margin Income Of Islamic Commercial
Banks In Indonesia. JPS (Jurnal Perbankan Syariah), 5(1), 107-121.
https://doi.org/10.46367/jps.v5i1.1773

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


http://www.bapepam.go.id/pasar_modal/publikasi_pm/kajian_pm/studi2008/Aliran_Dana_Asing.pdf
http://finance.detik.com/bursa-valas/1025532/ihsg-terguling-92-poin-ke-1244
https://doi.org/10.46367/jps.v5i1.1773

th . . — . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 93

Hasibuan, A. N., Azim, N. M., Hardana, A., & Nasution, A. A. (2024). GENDER And Financial Rewards:
Accounting Students'interest In A Career As A Public Accountant. Finansia: Jurnal Akuntansi dan
Perbankan Syariah, 7, 57-66. https://doi.org/10.32332/finansia.v7i1.8044

Hardana, A., Hararap, N. K., Nasution, J., & Damisa, A. (2024). Business Resilience Amidst The Covid-19
Pandemic. Jurnal Ekonomi dan Perbankan Syariah, 12(1). https://doi.org/10.46899/jeps.v12i1.629

Hardana, A., Nasution, J., Damisa, A., & Nasution, Y. (2024). Business Management Training in Improving
Culinary  Msme  Enterprises. Jurnal ~ Pengabdian = Masyarakat  Bestari, 3(1),  31-40.
https://doi.org/10.55927/jpmb.v3i1.7465

Hardana, A. (2024). Analisis Hubungan Pertumbuhan Ekonomi dengan Kemiskinan dan Belanja Modal
Pemerintah Daerah, Penyerapan Tenaga Kerja, dan Indeks Pembangunan Manusia. Studi Ekonomi dan
Kebijakan Publik, 2(2), 59-68. https://doi.org/10.35912/sekp.v2i2.2344

Hardana, A., Hasibuan, L., Nasution, J., Damisa, A., Zein, A. S., & Lestari, S. (2023). Factors Affecting
Muzakki's Interest In Distributing Trade Zakat Through Baznas. Indonesian Scientific Journal of
Islamic Finance, 2(1), 1-10. https://doi.org/10.21093/inasjif.v2i1.7061

Hardana, A., Hasibuan, A. N., Siregar, S. E., Tuss, H., Harahap, D., & Hasibuan, W. I. (2023, November).
Include Islamic Banking's Role As Well As Service Satisfaction, Quality, Trust, And Loyalty In The
Framework Of An Integrated Islamic Financial Model. In International Collaboration Conference on
Islamic Economics (Vol. 1, No. 01).

Hardana, A., & Windari, W. (2023). Analisis Efikasi Pengentasan Kemiskinan. Al-Bay': Journal of Sharia
Economic and Business, 2(2), 99-111. https://doi.org/10.24952/bay.v2i2.9408

Harahap, A. H., Hasibuan, A. N., & Hardana, A. (2021). Analisis Laba terhadap Kemampuan Membayar
Zakat Bank Muamalat. Journal of Islamic Social Finance Management, 2(2), 237-249.
https://doi.org/10.24952/jisfim.v2i2.5017

Hardana, A. (2018). Model pengembangan kewirausahaan di perguruan tinggi. Al-Masharif: Jurnal llmu
Ekonomi Dan Keislaman, 6(2), 31. https://doi.org/10.24952/masharif.v6i2.1146

Hardana, A. (2022). Keikutsertaan Dana Zakat dalam Pengentasan Kemiskinan di Indonesia. Bukhori: Kajian
Ekonomi Dan Keuangan Islam, 2(1), 65-74. https://doi.org/10.35912/bukhori.v2i1.1895

Hardana, A. (2023). Green Economy Based On Sharia Magashid Case Study In Sorkam Tengah Village,
Sorkam District, Tapanuli Tengah District. Paradigma, 20(2), 320-332.
https://doi.org/10.33558/paradigma.v20i2.7103

Hardana, A. (2023). Pengaruh Struktur Kepemilikan terhadap Nilai Perusahaan dengan Kinerja Keuangan
dan Kebijakan Hutang sebagai Variabel Intervening. Jurnal Akuntansi, Keuangan, Dan Manajemen,
4(4), 263-272. https://doi.org/10.35912/jakman.v4i4.2300

Hardana, A. (2023). Pengaruh Struktur Kepemilikan terhadap Nilai Perusahaan dengan Kinerja Keuangan
dan Kebijakan Hutang sebagai Variabel Intervening. Jurnal Akuntansi, Keuangan, Dan Manajemen,
4(4), 263-272. https://doi.org/10.35912/jakman.v4i4.2300

Hardana, A. (2024). Analisis Hubungan Pertumbuhan Ekonomi dengan Kemiskinan dan Belanja Modal
Pemerintah Daerah, Penyerapan Tenaga Kerja, dan Indeks Pembangunan Manusia. Studi Ekonomi
Dan Kebijakan Publik, 2(2), 59-68. https://doi.org/10.35912/sekp.v2i2.2344

Hardana, A. H., Lismawati Hasibuan, & Sulaiman Efendi Hasibuan,. (2023). Tax Aggressiveness, Capital
Structure, Corporate Governance Dan Firm Performance. International Journal of Economic Research
and Financial Accounting (IJERFA), 1(2). https://doi.org/10.55227/ijerfa.v1i2.28

Hardana, A., & Hasibuan, A. N. (2023). The Impact of Probability, Transfer Pricing, and Capital Intensity on
Tax Avoidance When Listed Companies in the Property and Real Estate Sub Sectors on the Indonesia
Stock Exchange. International Journal of Islamic Economics, 5(1), 67.
https://doi.org/10.32332/ijie.v5i01.6991

Hardana, A., & Nasution, J. (2022). Pengaruh Rasio Keuangan Pemerintah Daerah terhadap Indeks
Pembangunan Manusia. Global Financial Accounting Journal, 6(1), 52.
https://doi.org/10.37253/gfa.v6il.6452

Hardana, A., Gautama, B., & Annam, R. (2022). Pengaruh investasi aktiva tetap, modal kerja dan ukuran
perusahaan terhadap profitabilitas pada pt. charoen pokphand indonesia tbk. Al-Bay, 1(1).
https://doi.org/10.24952/bay.v1i1.5769

Hardana, A., Nasution, J., & Damisa, A. (2022). Pelatihan Manajemen Usaha Dalam Meningkatkan Usaha
UMKM Kuliner. Medani : Jurnal Pengabdian Masyarakat, 1(2), 16-22.
https://doi.org/10.59086/jpm.v1i1.87

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.32332/finansia.v7i1.8044
https://doi.org/10.46899/jeps.v12i1.629
https://doi.org/10.55927/jpmb.v3i1.7465
https://doi.org/10.35912/sekp.v2i2.2344
https://doi.org/10.21093/inasjif.v2i1.7061
https://doi.org/10.24952/bay.v2i2.9408
https://doi.org/10.35912/bukhori.v2i1.1895
https://doi.org/10.33558/paradigma.v20i2.7103
https://doi.org/10.35912/jakman.v4i4.2300
https://doi.org/10.35912/jakman.v4i4.2300
https://doi.org/10.35912/sekp.v2i2.2344
https://doi.org/10.55227/ijerfa.v1i2.28
https://doi.org/10.32332/ijie.v5i01.6991
https://doi.org/10.37253/gfa.v6i1.6452
https://doi.org/10.24952/bay.v1i1.5769
https://doi.org/10.59086/jpm.v1i1.87

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 94

Hardana, A., Nasution, J., Damisa, A., & Nasution, Y. (2024). Business Management Training in Improving
Culinary  Msme  Enterprises. Jurnal ~ Pengabdian  Masyarakat Bestari, 3(1), 31-40.
https://doi.org/10.55927/jpmb.v3i1.7465

Hardana, A., Nasution, J., Damisa, A., & Nasution, Y. (2024). Business Management Training in Improving
Culinary  Msme Enterprises. Jurnal  Pengabdian  Masyarakat Bestari, 3(1), 31-40.
https://doi.org/10.55927/jpmb.v3i1.7465

Hardana, A., Royani, I., Situmorang, I. S., & Ariyanda, B. (2022). Financial Performance Analysis at PT.
Bank Syariah Mandiri With Method Economic Value Adde (Eva). Journal of Islamic Financial
Technology, 1(1). https://doi.org/10.24952/jiftech.v1i1.5025

Hardana, A., Sahri, M. Z., & Ramadhan, A. (2022). Comparative Analysis Of The Profitability Of PT. Bank
Panin Syariah Securities Before And After Going Public. Journal of Islamic Financial Technology,
1(2). https://doi.org/10.24952/jiftech.v1i2.6683

Hardana, A., Sahri, M. Z., & Ramadhan, A. (2022). Comparative Analysis Of The Profitability Of PT. Bank
Panin Syariah Securities Before And After Going Public. Journal of Islamic Financial Technology,
1(2). https://doi.org/10.24952/jiftech.v1i2.6683

Hardana, A., Syahuri Zein, A., Johanna, A., & Avinash, B. (2023). Factors Influencing Non-Performing
Financing (NPF) In  Sharia Banking. Journal  Markcount Finance, 1(2), 87-97.
https://doi.org/10.55849/jmf.v1i2.87

Hardana, A., Utami, T. W., Hasibuan, L., & Windari,. (2023). Accounting information in improving
corporate values and responsibility to stakeholders in cement manufacturing companies in

Indonesia. Journal of Management Science (IMAS), 6(2), 233-231.
https://doi.org/10.35335/jmas.v6i2.233

Hasibuan, A. N., Hardana, A., Hasibuan, L., Utami, T. W., & Siregar, S. E. (2023). Penerapan Akuntansi
Publik dalam Pertanggungjawaban Kinerja Instansi Pemerintah di Kantor Koperasi Usaha Kecil
Kabupaten Mandailing Natal. Jurnal Simki Economic, 6(2), 288-295.
https://doi.org/10.29407/jse.v6i2.241

Hardana, A., & Damisa, A. (2022). Pelatihan Manajemen Usaha Dalam Meningkatkan Usaha UMKM
Kuliner. Medani: Jurnal Pengabdian Masyarakat, 1(1), 16-22.

Hardana, A., Nasution, J., & Damisa, A. (2022). Analisis Pengaruh Kualitas Produk dan Kualitas Pelayanan
Terhadap Minat Nasabah Menabung pada PT. BSI Cabang Padangsidimpuan. Jurnal Masharif Al-
Syariah: Jurnal Ekonomi Dan Perbankan Syariah, 7(2), 828-838.

Hardana, A., Nurhalimah, N., & Efendi, S. (2022). Analisis Ekonomi Makro Dan Pengaruhnya Terhadap
Kemiskinan (Studi Pada Pemerintah Kabupaten Tapanuli Selatan). Inisiatif: Jurnal Ekonomi,
Akuntansi Dan Manajemen, 1(4), 21-30.

Hartini, S., Firdausi, S., Misbah, M., & Sulaeman, N. F. (2018). The Development of Physics Teaching
Materials Based on Local Wisdom to Train Saraba Kawa Character. Jurnal Pendidikan IPA Indonesia,
7(2), 130-137.

Hayati, H., Sahidu, A., Muktasam, M., & Bachri, J. (2021). Kapasitas Perempuan Pengolah Hasil Pertanian
Berbasis Kedelai Dalam Mendukung Diversifikasi Pangan Rumah Tangga Di Kota Mataram.
Prosiding SAINTEK, 3, 374-386.

Haerani, Y., & Mudiantono, M. (2015). Pengaruh Efektivitas Iklan terhadap Citra Merek serta
Dampaknya pada Minat Beli Sampo Pantene (Studi pada Mahasiswi Fakultas Ekonomika dan
Bisnis  Universitas Diponegoro). Diponegoro Journal of Management, 603-613.

Hair, Anderson, R., Tatham, R., et al.,. (1995). Multivariate Data Analysis, 3rd eds. In: New
York: Macmillan.

Hair,et al.(2005). Multivariate Data Analysis, 5 Ed. Prentice Hall, Upper Sadle River, New
Jersey.Hair,Black, Wc., Babin, Bj., & Anderson, Re.(2010).Multivariate Data Analysis, 7.

Hastuti, S. (2013). Efektivitas Iklan LayananMasyarakat di Televisi. Jurnal llmu Komunikasi, 2(2), 67-
72.Higie, R., & Murphy, A. (1991, April/May 31). Using Recall and Brand Preference to
Evaluate Advertising Effectiveness. Journal of Advertising Research,, 56-63.

Indah& Maulida. (2017). Analisis Efektivitas lklan Media Televisi Menggunakan EPIC Model. Jurnal
Penelitian Ekonomi Akutansi (JENSI), 1(2).

Indirani, F., &Herdianti, D. (2009). Studi Mengenai Efektifitas Iklan terhadap Citra Merek Maskapai
Garuda Indonesia. Indonesian  Journal of Marketing Science, 8(1)

Indrawan, R., & Yaniawati, R. (2014). Metodologi Penelitian. Bandung: PT. Refika Aditama.Indriarto,
& Fidelis. (2006). Studi Mengenai Faktor Kekhawatiran dalam Proses Penyampaian Pesan Iklan.
Jurnal Sains Pemasaran Indonesia, 5(3), 243-268.

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.55927/jpmb.v3i1.7465
https://doi.org/10.55927/jpmb.v3i1.7465
https://doi.org/10.24952/jiftech.v1i1.5025
https://doi.org/10.24952/jiftech.v1i2.6683
https://doi.org/10.24952/jiftech.v1i2.6683
https://doi.org/10.55849/jmf.v1i2.87
https://doi.org/10.35335/jmas.v6i2.233
https://doi.org/10.29407/jse.v6i2.241

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 95

Irawan, H. (2020). Top Brand Index Fase 22019 Kategori Situs  OnlineBookting
Tiket. Retrievedfromhttps://www.topbrand-award.com/en/2019/07/situs-online-booking-tiket-
pesawat-dan-travel-fase-2-2019/ Diakses 5 April 2021.Ismayanti. (2010). Pengantar Pariwisata.
Jakarta: PT. Gramedia Widisarana Indonesia.

Juhji, J. (2016). Peningkatan keterampilan proses sains siswa melalui pendekatan inkuiri terbimbing. Jurnal
Penelitian dan Pembelajaran IPA, 2(1), 58-70.

Juhji, J., & Nuangchalerm, P. (2020). Interaction between scientific attitudes and of students towards
technological pedagogical content knowledge. Journal for the Education of Gifted Young Scientists,
8(1), 1-16.

Indah, E., Hasibuan, A. N., Hardana, A., & Annam, R. (2021). Determinants of customer loyalty. Journal Of
Sharia Banking, 2(1). https://doi.org/10.24952/jsb.v2i1.4835

Kim, S. J. & Sheen, J. 2001. International Linkages and Macroeconomic News Effects on Interest rate
Volatility - Australia and The US. Pacific- Basin Finance Journal, 8: 85-113

Kolb, W., Robert, 2011. Financial Contagion the Viral Threat to the Wealth of Nations, New Jersey: Wiley.
Krisis Global 2008. 2009. Retrieved April 29, 2013, from http://www.indonesiarecovery.com/krisis-
keuangan-global-2008/krisis-2008-terparah-sejak-the-great-depression/7-krisis-global-2008.html

Koehler, M. J., Mishra, P., Kereluik, K., Shin, T. S., & Graham, C. R. (2014). The Technological
Pedagogical Content Knowledge Framework. In J. M. Spector, M. D. Merrill, J. Elen, & M. J. Bishop
(Eds.), Handbook of Research on Educational Communications and Technology (pp. 101-111).

Springer New York. https://doi.org/10.1007/978-1-4614-3185-5_9

Keller, K. L. (2003). Strategic Brand Management: Building, Measuring, and Managing Brand Equity
Second Edition.New Jersey: Pearson Education, Inc.

Keller, K. (2013). Strategic Brand Management: Building, Measuring, and Managing Brand Equity,
Prentice Hall, New Jersey.Keller, K. (2013). Brand Equity and Integrated Communication. In
Integrated Communication. Psychology Press, 113-142

Kotler, P., & Armstrong, G. (2008). Prinsip-PrinsipPemasaran Jilid 1 Edisi Ke-12. Alih Bahasa oleh Bob
Sabran.Erlangga. Jakarta.

Kotler, P., & Amstrong, G. (2012). Principles of Marketing. = New  Jersey:Pearson  Education
Limited.

Kotler, & Keller. (2012). Manajemen Pemasaran. Edisi 12. Jakarta: Erlangga.

Kotler, P., & Keller, K. (2016). Marketing Managementl5 Edition: Global Edition. England: Pearson
Education Limited.

Kotler, P., & Kevin, L. (2007). Manajamen Pemasaran 1 (12 ed.). Jakarta: PT.Indeks. Enjelina:Keputusan
Pembelian Online Melalui Citra MerekBerdasarkan Efektivitas Iklan65

. Manajemen Pemasaran 2 (12 ed.). Jakarta: PT.Indeks.

Kuncoro, Sanie,B. (2009). Mimpi Bayang Jingga. Yogyakarta:Bentang Pustaka.

Krugman, P. 1999. Balance Sheets, the Transfer Problem, and Financial Crises, International Tax and Public
Finance, Springer, 6(4):459-472

Lee, Yi., Hsien., 2012, Contagion in International Stock Markets during the Sub Prime Mortgage Crisis,
International Journal of Economics and Financial Issues, 2:41-53. Retrieved September 16, 2013,
from _http://www.econjournals.com//

Lismawati, L., Hardana, A., Utami, T. W., & Mutiah, N. (2023). Kontribusi Data Akuntansi Biaya terhadap
Peningkatan Nilai Perusahaan dan Tanggung Jawab Pemangku Kepentingan pada Perusahaan
Manufaktur Semen Indonesia. Etihad: Journal of Islamic Banking and Finance, 3(1), 1-10.

Laskey, Fox, & Crask. (1995). The Relationship Between Advertising Message and Strategy

Televisison Commercial Effectiveness. Journal of Advertising Research.

Latan, H., & Ghozali, I. (2012). Partial Least Square: Konsep, Teknik, dan Aplikasi SmartPLS2.0 M3.
Semarang: Badan Penerbit Universitas Diponogero.

Leather, P., Sally McKechnie, & Manon Amirkhanian. (1994). The Importance of Likeability as a
Measure of Television Advertising Effectiveness. International Journal of Advertising, 13(3), 256-
281

.Low, G., & Lamb Jr, C. (2000). The Measurement and Dimensionality of Brand Associations.
Journal of Product and Brand Management, 9(6).

Lutfie, H., & Marcelino, D. (2020). Creating OnlinePurchase Decision and brand Image based on
Advertising Efectiveness With EPIC Model. MIX: Jurnal Ilmiah Manajemen, 10(3), 346-366.

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.24952/jsb.v2i1.4835
http://www.indonesiarecovery.com/krisis-keuangan-global-2008/krisis-2008-terparah-sejak-the-great-depression/7-krisis-global-2008.html
http://www.indonesiarecovery.com/krisis-keuangan-global-2008/krisis-2008-terparah-sejak-the-great-depression/7-krisis-global-2008.html
http://www.econjournals.com/

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 96

Marito, N., Nofinawati, N., & Hardana, A. (2021). Pengaruh Zakat Perbankan dan Corporate Social
Responsibility terhadap Kinerja PT. Bank Muamalat Indonesia. Journal of Islamic Social Finance
Management, 2(2), 190-2009.

MacKinnon, D.P., &Dwyer. J.H. (1993). Estimating Mediated Effects In Prevention Studies. Evaluation
Review, 17, 144-158

Malhotra, N. K., Agarwal, J., &Peterson, M. (1996). Methodological Issues in Cross-Cultural Marketing
Research.International marketing review.

Malik, Ehsan,M.,Ghafoor, Mudasar, M., & Kashif, I.H. (2013). Impact of Brand Image, Service Quality
and Price on Customer Satisfaction in Pakistan Telecommunication Sector. International Journal of
Business and Social Science, 3(23).

Maqgdissa &  Nurfebiaraning (2018) Pengaruh Efektivitas Iklan dengan Daya Tarik Humor
terhadap Citra Merek”.Jurnal Ranah Komunikasi (JRK), 2.

Marcelino, D. (2020). Green Purchase Intention Pada Konsumen  Nutrifood di  Bandung:  Peran
Environment Concern Dengan Mediasi Green Trust. Jurnal Sekretaris & Administrasi Bisnis
(JSAB), 4(1), 1-20.

Masikah, A., & Alwie, A. (n.d.). Pengaruh Efektivitas Iklan Exclusive Series Dewisandra terhadap Brand
Image dan  Keputusan Pembelian kosmetik Wardah di Kota Pekanbaru. Jurnal Tepak
ManajemenBisnis, 8(2).

Morissan.(2014). Periklanan Komunikasi Pemasaran Terpadu. Jakarta: Kencana Prenadamedia Group.

Mowen, J., & Minor, M. (2002). Perilaku Konsumen (Vol. 1). Jakarta: PT Penerbit Erlangga.Munshi J.A.
(2014). Method for Constructing Likert Scales. SSRN Electron J.Naresh,K.,

Malhotra.(2009). Riset Pemasaran : Pendekatan Terapan, Jilid I, Edisi Keempat. PT Indeks, Jakarta.

Mukhoyaroh, H. (2015). Pengaruh jenis kedelai, waktu dan suhu pemeraman terhadap kandungan protein
tempe kedelai. Florea: Jurnal Biologi Dan Pembelajarannya, 2(2).

Nasser, A. N., Hardana, A., & Erlina, E. (2022). Effect Of Operating Costsonal Operating Income (Bopo)
And Non-Perfoming Financing (Npf) On Return On Assets (Roa) In Pt. Bank Rakyat Indonesia
Syariah, Tbk For The Period 2009-2017.Journal of Sharia Banking, 3(2), 136-143.
https://doi.org/10.24952/jsb.v1i2.6431

Nasution, J., Hardana, A., & Damisa, A. (2022). Implementasi akad murabahah untuk pembiayaaan modal
usaha di bank syariah indonesia sipirok. Jurnal Pengabdian Masyarakat: Pemberdayaan, Inovasi Dan
Perubahan, 2(4). https://doi.org/10.59818/jpm.v2i4.237

Nasution, J., Hardana, A., Damisa, A., & Rasyid, A. (2022). Pelatihan Manajemen Usaha dalam
Meningkatkan Usaha UMKM Kuliner. Jurnal Pengabdian Masyarakat Bestari, 1(5), 271-280.
https://doi.org/10.55927/jpmb.v1i5.927

Nasution, K. A., Hasibuan, S. S., Utami, A., Hasibuan, F., Ardiansyah, F., & Hardana, A. (2022). Strategi
LPTQ Dalam Meningkatkan Kualitas SDM Yang Unggul dan Qur’ani. Jurnal Indragiri Penelitian
Multidisiplin, 2(3), 187-197. https://doi.org/10.58707/jipm.v2i3.353

Nasarudin M. 1., Surya I., 2004. Aspek Hukum Pasar Modal Indonesia. Jakarta: Kencana.

Nasution, Amran. 2008. Memahami Krisis Ekonomi Amerika & Akar Penyebabnya. Retrieved February 28,
2013, from http://www.pkspiyungan.org/2008/10/memahami-krisis-ekonomi-amerika-akar.html

Nesty, Mita. 2013. Pengaruh Krisis Ekonomi Amerikat Serikat Terhadap Bursa Saham dan Perdagangan
Indonesia. 90-104. Retrieved April 29, 2013, from http://www.bi.go.id/NR/rdonlyres/2B8CDD27-
1FD7-4D15-9B70-24A0AB949130/28616/MitaNezky.pdf

Nurhajijah, A. H. (n.d.). Islamic Finance And Economic Development.

Nurhudawi, N., Zein, A. S., & Hardana, A. (2023). Strategy For Increasing Financial Accountability In
Wakaf Management In Islamic Religious Organizations In North Sumatera. Al-Masharif: Jurnal IImu
Ekonomi dan Keislaman, 11(2), 188-201. _https://doi.org/10.24952/masharif.v11i2.10124

Nur Mutiah, Ali Hardana, & Try Wahyu Utami,. (2023). Analysis of Batik Marketing Management in South
Tapanuli Regency. International Journal of Economic Research and Financial Accounting (IJERFA),
1(3). https://doi.org/10.55227/ijerfa.v1i3.31

Nugroho, H. K. (n.d.). Perencanaan Usaha Pembibitan Sapi Perah.

Nugroho, A.W. (2016). Analisis Pengaruh Efektivitas Iklan terhadap Keputusan Pembelian Sepeda Motor
MatikYamaha di Semarang. Eprints. dinus. ac. id/8615.

Pratiwi, Monica Weni. 2012. Pendekatan Contagion Theory Terhadap Krisis Dubai, Media Riset Akuntansi,
2(1): 82-98. Retrieved March 4, 2013, from
http://journal.bakrie.ac.id/index.php/journal_MRA/article/view/49

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.24952/jsb.v1i2.6431
https://doi.org/10.59818/jpm.v2i4.237
https://doi.org/10.55927/jpmb.v1i5.927
https://doi.org/10.58707/jipm.v2i3.353
http://www.pkspiyungan.org/2008/10/memahami-krisis-ekonomi-amerika-akar.html
http://www.bi.go.id/NR/rdonlyres/2B8CDD27-1FD7-4D15-9B70-24A0AB949130/28616/MitaNezky.pdf
http://www.bi.go.id/NR/rdonlyres/2B8CDD27-1FD7-4D15-9B70-24A0AB949130/28616/MitaNezky.pdf
https://doi.org/10.24952/masharif.v11i2.10124
https://doi.org/10.55227/ijerfa.v1i3.31
http://journal.bakrie.ac.id/index.php/journal_MRA/article/view/49

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 97

Permatasari, A., Karlina, I., & Irawan, H. (2017). Laju Pertumbuhan Jenis Lamun (Syringodium
Isoetifolium) Dengan Teknik Transplantasi Polybag Dan Sprig Anchor Pada Jumlah Tegakan Yang
Berbeda Dalam Rimpang Di Perairan Kampe Desa Malang Rapat. Intek Akuakultur, 1(1), 1-14.

Park, C., Jaworski, B., & Maclnnis, D. (1986). Strategic Brand Concept-lmage Management.
Journal of Marketing, 50(4), 135-145.

Park, C., & V.S. (1994, May). A Survey-Based Method for Measuring and Understanding Brand Equity
and Its Extendibility. Journal of Marketing Research, 31, 271-288.

Pawita &Sutisna.(2001). Perilaku Konsumen dan Komunikasi Pemasaran, Bandung: PT. Remaja
Rosdakarya. Penerbit Medialndonesia.com (2019, 20 Februari). Perdagangan Elektronik Indonesia
Terus Bertumbuh. Retrieved from https://mediaindonesia.com/ekonomi/218071/perdagangan-
elektronik-indonesia-terus-tumbuh. Diakses padal5 Oktober 2021.Penerbit Similiarweb.com.(2017,
Juni). Peringkat Situs Penjualan Tiket Pesawat Terpopular diIndonesia Periode Januari 2017.
Retrieved from https://www.similarweb.com/Website Traffic -Check and Analyze Any Website |
Similarweb. Diakses pada 15 Oktober 2021.

Penerbit Similiarweb.com.(2021)  Trafific Website  Traveloka.com.  Retrieved  from
https://similiarweb.com/website/traveloka.com/. Diakses pada 15 Oktober 2021.

Penerbit Sindonews.com.(2020, 29 Desember). Menyedihkan Bisnis Agen Travel 90% Megap-Megap.
Retrieved  from  https://ekbis.sindonews.com/read/284182/34/menyedihkan-bisnis-agen-travel-90-
megap-megap-1609247579. Diakses pada 15 Oktober 2021.

Penerbit Themebeez. (2020, 28 Januari). Perkembangan Internet Saat Ini.Retrieved from
https://homecareassistancentracy.com/perkembangan-internet-saat-ini.Diakses pada 15 Oktober
2021Penerbit Wikepedia.(2021, 28 Mei). Traveloka. Retrieved from

https://id.wikipedia.org/wiki/Traveloka.Diakses pada 15 Oktober 2021.Pitta, D., & Katsanis, L. (1995).
Understanding Brand Equity For Successful Brand Extension. Journal of Consumer Marketing,
12(4), 51-64.

Prasetyo,A.(2019,February20).PerdaganganElektronikindonesiaTerus Tumbuh. Retrieved April 2021, from
Jurnal Manajemen Pemasaran, VOL. 16, NO. 2, Oktober 2022:
57—6666https://mediaindonesia.com/ekonomi/218071/perdagangan-elektronik-indonesia-terus-
tumbuh.html

Preacher, K.J, & Hayes, A.F. (2004). SPSS and SAS Procedures for Estimating Indirect Effects in
Simple Mediation Models. Behavior Research Methods, Instruments, & Computers, 36(4), 717-
731.

Psychonomic Society, Inc.Priansa, D. (2017). Komunikasi Pemasaran Terpadu. Bandung: Pustaka
Setia.Priansa, D. (2017). Perilaku Konsumen dalam Persaingan Bisnis Kontemporer. Bandung:
Alfabeta. Pura, A. H. (2005). Brand Image pada Sektor Jasa Pendidikan. Jurnal Bina Ekonomi,
9(2). Rangkuti, F. (2017). Riset Pemasaran. Jakarta: PT. Gramedia Pustaka Utama.

Rares, A., & Jorie, R. (2015, Juni). The Effect ofthe Price, Promotion, Location, Brand Image, and Quality
of Product Toward the Purchase Decision of Consumers at Bengkel Gaoel Store. Jurnal EMBA,
3(2), 592-604.

Qomariyah, Nurul. 2009. Kronologi dan Latar Belakang Krisis Finansial Global. Retrieved April 29, 2013,
from http:/finance.detik.com/read/2009/04/15/120601/1115753/5/kronologi-dan-latar-belakang-krisis-
finansial-global

Rangkuti, F. (2000). Business plan: teknik membuat perencanaan bisnis dan analisis kasus. Gramedia
Pustaka Utama.

Rottie, R. (2019). Pengendalian Kualitas Tahu Om Melky dengan Pendekatan Statistical Process Control.
Jurnal Ilmiah Realtech, 15(1), 53-58.

Siregar, B. G., & Hardana, H. A. (2022). Metode Penelitian EKonomi dan Bisnis. Merdeka Kreasi Group

Setyasmoro, Rahardian, 2009. Analisis Cointegration dan Error Correction Model Indeks Bursa Global dan
Regional Asia Terhadap Indeks Harga Saham Gabungan (Studi Empiris: 2004-2008). Retrieved
December 5, 2011, from  http://www.lontar.ui.ac.id/file?file=digital/130519-T%2027251-
Analisis%20cointegration-Metodologi.pdf

Siamat, Dahlan. 2005. Manajemen Lembaga Keuangan; kebijakan moneter dan perbankan (Edisi kelima),
Jakarta: Lembaga Penerbit Fakultas Ekonomi Universitas Indonesia.

Salim, M., & Bachri, S. (2014). Pengaruh Celebrity Endorser terhadap Keputusan Pembelian Produk
di Indonesia.Penelitian Online, 12, 230-238.

Sangadiji, E. (2010). Metodologi Penelitian—PendekatanPraktis dalam Penelitian.Y ogyakarta: Andi.

Santoso, Singgih. (2014). Konsep Dasar dan Aplikasi SEM dengan Amos 22. Elex Media Komputindo.

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


http://finance.detik.com/read/2009/04/15/120601/1115753/5/kronologi-dan-latar-belakang-krisis-finansial-global
http://finance.detik.com/read/2009/04/15/120601/1115753/5/kronologi-dan-latar-belakang-krisis-finansial-global
http://www.lontar.ui.ac.id/file?file=digital/130519-T%2027251-Analisis%20cointegration-Metodologi.pdf
http://www.lontar.ui.ac.id/file?file=digital/130519-T%2027251-Analisis%20cointegration-Metodologi.pdf

th . . - . .
5™ International Conference on Islamic Economic Finance and Social Finance (ICONIC SOF) 98

Santoso, Slamet.(2009). Dinamika Kelompok, Edisi Revisi cetakan ke I11. Jakarta : Bumi Aksara.

Sarwono, J. (2019, Januari). Mengubah Data Ordinal ke Data Interval dengan MetodeSuksesif Interval
(MSI).Penerbit  Adoctips. Retrieved fromhttps://adoc.pub/queue/mengubah-data-ordinal-ke-data-
interval-dengan-metode-suksesi.html. Diakses pada 18 November 2021

Schiffman, & Kanuk. (2004). Perilaku Konsumen Ed. 7. Jakarta: PT Indek Gramedia.Sugiyono. (2018).
Metode Penelitian  Kuantitatif, Kualitatif, dan R&D. Bandung: Alfabeta. Swasta, B. (2009).
Manajemen Pemasaran. Jakarta: Erlangga.

Sims, C. A., 1980, Macroeconomics and reality, Econometrica, 48(1):1-48

Sims, C. A, and Zha, T. 1998. Bayesian Methods for Dynamic Multivariate Models, International Economic
Review, 39(4): 949-968

Sofiyah, A., Ritonga, K., Aini, |, & Hardana, A. (2020). Analysis of the role of the manindo siabu
cooperative partners in increasing the income of cooperative members (case study in simaninggir
village). Journal Of Sharia Banking, 1(1). https://doi.org/10.24952/jsb.v1i1.4683

Sriwanna, E., Harahap, I., Windari, W., & Hardana, A. (2020). The Effect Of Knowledge On Voting Interest
Products Pt. Mandiri Sharia Bank Padangsidimpuan (Case Study to Guru Al-Azhar Bi. Journal Of
Sharia Banking, 1(1). https://doi.org/10.24952/jsb.v1i1.4676

Sumantoro. 1988. Aspek-Aspek Hukum Dan Potensi Pasar Modal Di Indonesia, Jakarta: Ghalia Indonesia

Supranto, J,. 2004. Statistik Pasar Modal Keuangan dan Perbankan, Edisi Revisi, Penerbit Rineka Cipta,
Jakarta

Suprapto, H. A. (2019). Pengaruh pembuatan proposal rencana bisnis (business plan) terhadap kemampuan
berwirausaha di SMK Bhakti Husada. Jurnal lImiah Wahana Pendidikan, 5(2), 19-23.

Supriyanto, S. (2009). Business Plan sebagai Langkah Awal Memulai Usaha. None, 6(1), 17216.

Tandelilin, Eduardus. 2001. Analisis Investasi dan Manajemen Portofolio, Edisi Pertama. Yogyakarta: BPFE

Utarinda, D., Haryadi, R. N., Al Farisi, M. S., Nurjaya, N., & Sunarsi, D. (2022). Perencanaan Bisnis dan
Analisis Pembibitan Kedelai di Purwakarta (Studi Kasus Pelaku Usaha Kedelai). Jurnal llmiah
Feasible (JIF), 4(1), 80-85.

Yana, D., Windari, W., Hardana, A., & Hasibuan, A. N. (2020). Analysis of the Determinants of Third Party
Funds PT. Bank Muamalat Indonesia  Thk. Journal Of Sharia Banking, 1(2).
https://doi.org/10.24952/jsb.v1i2.4745

Windari, W., Hardana, A., Hutagalung, M. W. R., Lestari, S., & Fitrah, F. (2023). Does Reading Increase the
Younger Generation's Intention to Use Islamic Non-Bank Financial Products?. Al-Kharaj: Journal of
Islamic Economic and Business, 5(4). https://doi.org/10.24256/kharaj.v5i4.4383.

Winarti, E. (2018). Perencanaan manajemen sumber daya manusia lembaga pendidikan. Tarbiyatuna:
Pendidikan Ilmiah, 3(1), 1-26.

Yuan, H., Kunaviktikul, W., Klunklin, A., & Williams, B. A. (2008). Improvement of nursing students’
critical thinking skills through problem-based learning in the People’s Republic of China: A quasi-
experimental study. Nursing & Health Sciences, 10(1), 70-76. https://doi.org/10.1111/j.1442-
2018.2007.00373.x

Zakaria, A. K. (2010). Jurnal Program pengembangan agribisnis kedelai dalam peningkatan produksi dan
pendapatan petani. Jurnal Litbang Pertanian, 29(4), 147-153.

Keputusan Pembelian Online melalui Citra Merek berdasarkan Efektivitas Iklan Dengan Epic model studi
Pada konsumen traveloka.Com

(Ratna Sari, Sulistina, Santi)


https://doi.org/10.24952/jsb.v1i1.4683
https://doi.org/10.24952/jsb.v1i1.4676
https://doi.org/10.24952/jsb.v1i2.4745
https://doi.org/10.24256/kharaj.v5i4.4383

