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1. INTRODUCTION

Currently, the development of the population is relatively rapid, and the variety of work activities
of each person allows all these activities to be carried out quickly. Supporting facilities are needed; for
example, a communication tool is none other than a smartphone. Smartphones as communication tools
are booming now and are used by the community. With the existence of smartphones, communication
between each other is straightforward. The smartphone has also been designed in such a way to be used
according to needs. It is undeniable that smartphones are one of the fastest-growing technological
mediums. Look at the last few years; smartphones have experienced a tremendous leap, especially
hardware. If we make an analogy, then the development of technology is indeed unpredictable. Mobile
phones, such as smartphones, are electronic devices that are now widely owned, and even per person,
can have more than one smartphone with different brands for different functions. Generally, people
will buy a smartphone from a well-known brand. There are various reasons why a good smartphone has
become the leading choice for consumers, starting with the quality, which can be proven because these
qualities make the phone durable and create a sense of satisfaction among customers. The second is
prestige; many people currently prefer to prioritize importance over what is most needed. This causes
people to be willing to spend more money than what is required to get what they want, including cell
phones. Because products issued by well-known brands certainly have higher prices than others, many
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consumers choose to buy these phones because of prestige. One of the smartphones, the most superior
iPhone, is accompanied by technological advances that are increasingly sophisticated and increasingly
varied, which makes the iPhone increasingly in demand, especially among young people. iPhone
smartphones can target almost all market segments, be it based on age, gender, or the profession of
consumers. This can be seen in terms of the quality of smartphone products. Consumer desires dictate
that the iPhone has quite different characteristics and various specifications. A good brand image based
on the public's point of view can create perceptions in purchasing decisions. Now, the existence of a
brand is fundamental. Brands are no longer just names or symbols. Brands have become a differentiator
of a product from other products in the commodity wilderness and confirm the perception of quality.
Someone buys because of a brand's influence, and this perception is not just about goods or services.
Butalso the perception of the quality and prestige achieved (Diab, 2009). So if a brand is already known
and has been embedded in the minds of consumers, there is a specific association with the brand so that
the brand can be easily distinguished from other brands. In the minds of consumers, the brand is
perceived as having high quality and successfully making. If consumers are satisfied and loyal, the brand
has a high enough brand image. On the other hand, by definition and concept in marketing activities,
reference groups include individuals or groups who influence our opinions, beliefs, attitudes, and
behavior. They often become role models and inspirations for potential customers. Marketers view
reference groups as vital because they influence how consumers interpret information and purchase
decisions. The reference group affects the type of product purchased and the product brand to be
selected. In many facts, the presence of reference groups is essential in supporting consumer purchasing
decisions. Organizational factors in helping purchasing decisions are also influenced by the strategy and
implementation of the company’s design itself. Of course, by looking at various factors, one of which
is external factors. External factor assessment, also known as an environmental scan, identifies
opportunities and threats in the current environment and anticipates ecological changes in the future.

The measurement of the company's external factors is essential so that the company's business
continuity can be optimal. To win and retain customers, a strategy that requires commitment, both
funds, and human resources, is needed so that the products offered to follow customer desires to
provide customer satisfaction. For companies to increase and retain customers, one of them is by
providing customer satisfaction and being a distinguishing feature of the product from competing
products. This can also be done by developing a product differentiation strategy to provide a service
value that is different from competitors, and this situation can increase customer satisfaction
(Parasuraman, 1998). In creating customer satisfaction, the company must be able to increase customer
value or brand image. Customer satisfaction can be made through customer value and the brand image
of its customers. The better the customer's assessment and painting, the higher the customer
satisfaction. High customer satisfaction also cannot be separated from the company's internal support,
especially support from its human resources (Sin et al., 2002). Tambunan & Widiyanto, (2012) stated
that without a strong brand image, it is complicated for a company to attract consumers to make
purchasing decisions because consumers are still unsure about the product. In the same way, for
example, increasing customer satisfaction and using the right strategies to build a positive brand image
can lead to consistent sales and make product launches more successful. So companies need to maintain
and have a brand image to attract new customers and retain existing customers. Because in the end,
consumer purchasing decisions can be seen as a process where consumers will evaluate products by
looking at the strength of sharing product attributes and the image possessed by the product.

2. Literature Review Procedure

The results of research conducted by Bazi et al. (2020) using the Brand Experience Theory approach
show that customers engaging with brands on social media is very important for social media managers.
However, there is still a lack of in-depth studies on the drivers of consumer engagement with luxury
brands. The results of this study also indicate, that the results may not be generalizable “to other types
of brands (e.g., luxury products, fast-moving consumer goods, cars, etc.). Mitra & Jenamani, (2020)
stated in their research that brand image is understood in the minds of consumers. Consumers through
the liking, strength, and uniqueness of brand associations. The results also show that if reviews are
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filtered based on their quality, they can be improved. Kolbl et al. (2020) stated that brand warmth
consistently and positively impacts functional and emotional values. The results also show that the
effect of brand stereotype warmth on practical, emotional, and social values has the same magnitude
(in sampling error). Then according to research Yuan et al. (2020), the Theory of customer engagement
shows that the influence of consumer online brand community involvement (OBCE) during a product
hazard crisis on cognitive responses and behavioral reactions to the affected super brand recovery
efforts. The results showed that OBCE had a direct or indirect effect on repurchase intentions through
the mediation of consumer forgiveness. According to Ki et al. (2020), the Human brand theory
approach is used. The results showed that the positive emotions formed with SMIs were transferred to
SMI support and positively influenced followers to acquire products/brands recommended by SMIs.
Jiménez-Barreto et al. (2020) In his research, although concepts such as brand experience and online
brand credibility are fundamental in destination marketing strategies, no previous studies have analyzed
their relationship and influence on tourist behavior. This study confirms a positive direct and indirect
relationship between online destination brand experiences (PODBC) and users’ behavioral intentions
towards destinations (intentions to visit/recommend). Research conducted by Té6th et al. (2020) shows
that preference differences are essential in supplier pre-selection between managers in small versus large
customer firms. While generally more complex corporate online references tend to be preferred in small
and large SME;, less elaborated references appear to suffice in the case of small SMEs, as long as they
appear in combination with word-of-mouth recommendations. Then, Do et al. (2020) show that
positive changes result in perceived value, leading to higher patronage intentions and word of mouth
referrals. Marques et al. (2020) stated that MPR successfully transferred most of the brand equity to
the new brand image. Using elements of the previous PLB image as the basis for the brand image in a
rebranding exercise is an effective way to balance the need for innovation while preserving the essence
and value of the brand. The study results by J. Kim et al. (2020) state that the estimation results show
that in South Korea, the brand is the essential attribute of smartphones, and Apple is the strongest in
brand loyalty. Whether consumers who are current Apple smartphone owners continue to retain the
same brand in their subsequent purchases depends on their brand loyalty and the satisfaction of their
highly innovative counterparts who currently own Apple.

This study uses a bibliometric literature review approach with a sample mapping literature of 20
articles from 2020 year under the Scopus indexed journal Table 1 illustrates the results of the literacy
mapping that we have summarized. In connection with the presentation in the Introduction section,
the proportion of our analysis results has also been stated in section 3 and figure 1.

Reference Group Customer
(X1) Satisfaction (Y1)
v v
Brand Image (X3) Customer
> Satisfaction (Y1)

External Factors

(X2)

Figure 1: Conceptual Framework
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3. Conclusion and Proposition

H1:
H2:
H3:
H4:
Hs:

He:

H7:

The reference group positively and significantly affects consumer purchasing decisions.
Reference groups can be a part that can construct latent variables of external factors.
External factors have a positive and significant effect on brand image

External factors positively and significantly impact consumer purchasing decisions.
Brand image has a positive and meaningful direct relationship with consumer purchasing
decisions.

Customer satisfaction directly, positively, and meaningfully correlates with consumer
purchasing decisions.

The reference group variable is the variable that has the most dominant influence on
consumer purchasing decisions.
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behavior toward spending, especially with respect to luxury | categories (i.e., economical versus luxury) and Marketplace patronage of economical
economical versus products, in order to match the lifestyles types (i.e., goods versus services) in different scenario. and luxury services. The
luxury product they aspire to as well as their marketplace scenarios (i.e., individual versus paper concludes with the
categories, goods socioeconomic needs, which suggests group). implications of these
versus services greater uptake and importance of findings for theory,
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individual versus 2017; Sun et al., 2017). research.
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the use of digital marketing in business,
determining the impact of this concept on
promotion and brand positioning, i.e.
electronic business development through
electronic services.

This facilitates the integrated analysis of the
context of electronic business, thus providing
innovative and value-creating insights for
Montenegro — a transition country.

Digital marketing
electronic services

Brand

Electronic business
Montengero.

the use of digital marketing
in its business, the more
signiﬁcant its impact on
promotion and brand
positioning.
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Title Research Problem Research Purpose Variable / Item Theory Result
Advancements in technology have led to
the use of smartphones as biosensor
detectors. However, it is difficult to
obtain stable color information of
Smartphone-based colorimetric sensors using multiple
. P . ] .g p This method enables the acquisition of stable Based on our results, we
image analysis smartphones owing to different light . . . . . . )
x . ] color information using different Colorimetric conclude that this
coupled to paper- conditions and image correction . . )
! . . . smartphones by reducing the influence of Detection approach presents the
based colorimetric operations. In this study, we attempted . . s
. . . . external light sources. Moreover, we studied Glucose possibility of smartphone-
devices color detection of the colorimetric paper o . .
o - characteristics such as convergence and Smartphone based colorimetric
chip using smartphone-embedded light- o . ] . o .
. o . . distinction of detection result details by the Paper chip detection in practical
(D.Kimetal., emitting diode (LED) and simple fact d woh licati
. . . manufacturers and smartphones. applications.
2020) transformation calculation. This method b pp
enables the acquisition of stable color
information using different smartphones
by reducing the influence of external light
sources.
This study aims to fill a gap in knowledge by
examining the effects of celebrity trust on
advertising credibility, brand credibility and
J o Y . Y . The results show that
corporate credibility, both directly and based Previous .
o ) ] . celebrity trust has a
Examining the . . on the moderating variables of age, gender . researchers using .
. The use of celebrity endorsers is one of the . Celebrity trust . . positive effect on both
effects of celebrity and ethnicity. The research has three signalling theory

trust on advertising

most popular strategies used by
advertisers. Celebrities can bring visibility

objectives: (i) to explore the effects of

Cognitive trust
Affective trust

have studied the

advertising credibility and
brand credibility, and that

credibility, brand . celebrity trust on advertising credibilit o credibility of
o ok to advertisements and break through the Y o & . y’ . Adpvertising . Y these effects are moderated
credibility and . . . brand credibility and corporate credibility; (ii) . various sources ) o
o clutter of competing brands. Firms invest . credibility by consumers’ ethnicity,
corporate credibility . . to explore the effects of celebrity trust on s (Ghorban & g
sub- stantial amounts of money to gain . o o Brand credibility . with no effects of age or
R ] ] advertising credibility, brand credibility and Tahernejad, 2012; o
. consumers’ attention and to acquire a o Corporate gender. The significant
(Hussain et al., it ion in th ket corporate credibility, based on the dibilic Karanges et al., imolications f
competitive position in the market. . credibili . implications for managers
2020) p p moderating effects of consumer Y 2018; Ohanian, P 8
g and researchers are
demographics; and (iii) to explore the effects 1991). hiohlichted
ighlighted.
of the other constructs on each other. A i
survey of 625 respondents was conducted in
London.
The aim of this contribution was to analyse Organic Choice The comparison between
Target groups for . . . . . . .
ic wine: Th The production of grapes and wine causes | the wine preferences of organic food con- Wine Food experiments are the results of the choice
organic wine: The . . . . o . .
. & h many environmental is-sues. sumers and identify promising new target Latent class analysis based on experiments and the
importance o T . . .
p groups for organic wine. Mixed logit model Lancaster’s participants’ stated normal
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segmentation e Choice experiments Consumer Theory | purchase behaviour
analysis (Lancaster, 1966) suggested there is growth
according to potential for organic wine.
(Janssen et al., which the utility Apparently, consumers of
2020) consumers derive organic food would buy
from a product more organic wine if their
stems from its preferred type and variety
single attributes. of conventional wine
would be available in
organic quality at similar
price levels.
The results show that
group relative deprivation
perceived by tourists can
elicit their group-based
anger and distrust toward
Based on the the destination and can
theory of relative also lead to online
deprivation and collective action and
Social media platforms empower tourists G Jati examining the offline behavioral
. . o . roup relative . . . . .
Why tourists engage | to engage in secondary crisis 4 .P . reputation crisis of | intentions (here, negative
. . . .. . eprivation ) )
in online collective communication and even take collective P Snow Town as a travel intention).
L . . L. . e Group-based anger . -
actions in times of action against destinations. Such online . . . b case, this study Additionally, the results
B . . . . This study aims to understand the cognitive, |®  Destination trust . )
crisis: Exploring the | actions result in challenges for tourism . . . . . aims to show a reverse influence of
. . emotional, and behavioral mechanisms of e Collective online . ] ]
role of group destinations related to crisis management o, o o . understand the aim-oriented and behavior-
. . . . . tourists’ secondary crisis communications. actions . . . .
relative deprivation | and image restoration, especially for Second . cognitive, oriented online collective
¢ . . . econdary crisis . . . .
human-induced tourism crises caused y . emotional, and actions on travel intentions
. . . L communication ) ) ]
(Zhai et al., 2020) internally by man- agerial or institutional . behavioral and that aim- oriented
. Crisis management . . .. .
faults. mechanisms of actions positively mediate
tourists’ secondary | anger and travel
crisis intentions. This study
communications. provides new insights into
how a personal incident
evolves to become a
tourism crisis during
social-media
communications and
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discusses man- agerial
implications for crisis
management and post-
crisis marketing.

Linking the online
destination brand
experience and
brand credibility
with tourists’
behavioral

The interactions that take place on these
online platforms (e.g., blogs, social media,

and websites) shape so-called “pre-

experiences” with the destination,

This paper develops a multimethod approach
using a projective technique, an online
experiment, and a multigroup analysis with
five official destination platforms (the

Brand experience
Destination brand
Destination website
Destination social

The narrative
examination
employs the
directed content-
analysis approach,
wherein the
analysis starts by
using a theory or
relevant research
findings as
guidance for the
determination of
the initial codes of

The results confirm
positive direct and indirect
relationships among online
destination brand
experience (BE), perceived
online destination brand

intentions toward a | considered to be fundamental in : ) media credibility (PODBC), and
. . o, L . website, Facebook, Instagram, Twitter, and L the concept , )
destination generating tourists’ motivations to visit Destination . . users’ behavioral
j YouTube). L studied (Hsieh & . .
(Buhalis & Law, 2008). credibility intentions toward the
o Shannon, 2005). L .
(Jiménez-Barreto et o destination (intentions to
This is useful o
al., 2020) ] visit/recommend).
when the primary
objective is to
further refine,
extend, and enrich
a specific concept
or theory (Hsieh &
Shannon, 2005).
The concept of Personas is
Analysis of SMEs as used to cluster types of
SMEs . .
a target group for SME:s and describes their

research institute

services . ) cooperate with research institutes. development process and
ongoing challenges for enterprises. development . !
C . their expectations when
ooperation . .
(Ranke et al., 2020) p collaborating with research

Megatrends as globalization,

individualization and digitization lead to

To overcome these limits, many SMEs

Research institutes
Product

characteristics in the

institutes.

®»©)

gg‘m
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Research Problem

Variable / Item

Result

Impact of product
characteristics of

message frequency

(Chae et al., 2020)

Research Purpose

Purchase intention

limited edici Limited Edition
imited edition

. , . . oo . . Shoes (LES) The outcome showed that
shoes on perceived The 'trading-up’ phenomenon indicates This study examined the product o - ] o

R . [ o L Limited Edition the various characteristics
value, brand trust, consumers’ tendency to at-tain characteristics of the LES (Limited Edition )
. . . Product (LEP) of the LES are associated
and purchase achievement by consuming products with | Shoes) and confirmed the structural ] ] .
. ] . . . ) ] ] . Perceived value with uniqueness, self-
intention; focused higher emotional value (Silverstein & relationship between perceived value, brand ) .
] . . . Types of scarcity expression, and
on the scarcity Fiske, 2003). trust, and purchase intention. .
message investment.

Relationship factors

(Nyadzayo etal.,
2020)

Drawing upon the relationship marketing
(RM) paradigm, we posit that SCA
influences WTP via calculative
commitment and relationship quality

RQ and calculative commitment among
Chinese firms. Among Australian firms,
however, the effect of SCA on WTP is
mediated only by RQ and not calculative
commitment.

(WTP) across Eastern and Western settings

Emerging markets

the literature on

RM theory.

These studies find thata
buyer’s lack of
commitment to a supplier
could produce negative
relationship outcomes

and firms’ (RQ). A survey involving executives from | The aim of this study is to examine the Cross-cultural Western ]?ZB such as reduced WTP,
s . . . . . . . . partnerships, .

willingness-to-pay: Australian (n = 336) and Chinese (n = underlying mechanism that explains the Relationship quality . weakened perception of

. ] s ] thereby making a o ]
A comparison of 360) firms was conducted to test the effects of supplier firms’ sus- tained WTP . supplier innovativeness,
east-west settings theoretical model. The findings reveal that | competitive advantage (SCA) on customer Relationship umql?e . and doubts about long-

) ) R ! ) ) contribution to ;
the effect of SCA on WTP is mediated by | firms’ willingness-to-pay a price premium marketing term partnership

prospects. Hence, this

pattern of results warrants
further investigation from
a specifically cross-cultural
perspective for at least two

reasons.

Dual isotope ratio

Isotope ratio mass

The reproducibility of the

ot spectrometry He-diluted N20 gas
normalization of .
i de b 015N measurements resulted in
nitrous oxide . . .
) Y . . . . Constructing a fingerprint of the isotope 0180 0.063%o (015N) and
bacterial Nitrous oxide (N20) is a major ) ) o .
o . . ratios of various comparable emission sources Bacterial 0.075%0 (8180) due to
denitrification of greenhouse gas that has various natural ! . o o . .
. that can be used as a reliable basis for mixing denitrification additional sources of
USGS reference and anthropogenic sources. . o o !
cerial models is important. Multipoint uncertainty in the vials
materials o .
normalization used for autosampling and
. Uncertaint in the general
(T. Kim et al., 2020) y 8 .
assessment preconcentration process.
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