DAFTAR PUSTAKA

Adha, S., Fahlevi, M., Siti Rabiah, A., & Dhyan Parashakti, R. (2020). Pengaruh
Sosial Media Influencer Terhadap Pengaruh Minat Kerja Antar Brand.
Journal of Industrial Engineering & Management Research, 1(1), 127—
130. https://doi.org/10.7777/jiemar.v1il

Ahmed, R., Seedani, S., Ahuja, M. and Paryani, S. (2015), “Impact of celebrity
endorsement on consumer buying behavior”, September 27, 2015, Available
at SSRN: https://ssrn.com/abstract=2666148 or doi:10.2139/ssrn.2666148

Angelique, M., Utami, Ch. W., & Gosal, G. G. (2021). Pengaruh Online Review
& Customer Experience Terhadap Brand Image & Purchase Intention di
Painterest.

Anugrah, A. (2021). Media Sosial Jadi Kebutuhan, Influencer Jadi Incaran.
Okezone.Com.https://economy.okezone.com/read/2021/06/08/320/2422051/
media-sosial-jadikebutuhan-influencer-jadi-incaran

Aryanto, A. (2020). Di Tengah Covid-19, Pemasaran Online dan Digital Branding
Jadi Pilihan. WartaEkonomi.Co.ld.
https:fiwww.wartaekonomi.co.1d/read280988/di-tengah-covid-19-
pemasaran-online-dan-digital-branding-jadi-pilihan

Belanche, D., Cenjor, I, & Pérez-Rueda, A. (2019). Instagram Stories versus
Facebook Wall: an advertising effectiveness analysis. Spanish Journal of
Marketing-ESIC, 23(1), 69-94. https://doi.org/10.1108/SJME-09-2018-
0042-2018-0042

Beneke, J., Simona de .S., Marcelle M., & Bradley W. (2015). The effect of
negative online.customer reviews on brand.equity and purchase intention
of consumer electronics in South Africa. The International Review of
Retail, Distribution,..and Consumer. Research.. . \Vol. 26(2). pp 1-31.
DOI:10.1080/09593969.2015.1068828

Berne-Manero, C., & Marzo-Navarro, M. (2020). Exploring How Influencer and
Relationship Marketing Serve Corporate Sustainability. Sustainability ,
Vol. 12. https://doi.org/10.3390/su12114392

Bevan-Dye, A.L. (2020), “Antecedents of generation Y consumers’ usage
frequency of online consumer reviews”, Spanish Journal of Marketing -
ESIC, Vol. 24 No. 2, pp. 193-212.

Borgave, S., & Chaudhari, J. S. 2010. Adolescents’ Preferences and attitudes

towards Perfumes in India. Journal of Policy and Organisational
Management, 1(2), 1-8.

120


https://doi.org/10.7777/jiemar.v1i1
https://www.wartaekonomi.co.id/read280988/di-tengah-covid-19-pemasaran-online-dan-dIgital-branding-jadi-pilihan
https://www.wartaekonomi.co.id/read280988/di-tengah-covid-19-pemasaran-online-dan-dIgital-branding-jadi-pilihan

121

Brooks, G., Drenten, J. and Piskorski, M.J. (2021), “Influencer celebrification:
how social media influencers acquire celebrity capital”, Journal of
Advertising, VVol. 50 No. 5, pp. 528-547.

Brown, D., & Hayes, N. (2008). Influencer Marketing Who Really Influences
Your Customers? (First). Butterworth Heinemann.

Chakraborty, Uttam & Bhat, Savita. (2018). Credibility of Online Reviews and Its
Impact on Brand Image. Management Research Review. 41. 148-164.
10.1108/MRR-06-2017-0173:

Chen, Y., & Xie, J. (2008). Online consumer review: Word-of-mouth as a new
element of marketing  communication mix. Management Science, 54(3),
477-491.

Cheong, J. W.; Muthaly, S., Kuppusamy, M., & Han, C. (2020). The study of
online reviews and its relationship to online purchase intention for
electronic._products among the millennials in-Malaysia. Asia Pacific
Journal “of  Marketing =~ and' Logistics, - 32(7), 1519-1538.
https://dol.org/10.1108/APJML.-03-2019-0192

Chih, W.H., Hsu, L.C. and Ortiz, J. (2020), “The antecedents and consequences of
the perceived positive eWOM review credibility”, Industrial Management
& Data Systems, Vol. 120 No. 6, pp. 1217-1243.

Chinomona, R., Okoumba,: L.. and Pooe, D.: (2013), “The impact of product
quality on perceived value, trust and students’ intention to purchase

electronic gadgets”, Mediterranean Journal of Social Sciences, Vol. 4 No.
14, p. 463.

Clow, K. E. C., & Baack, D. (2018). Engage , Assess , Apply with
MyLabMarketing.

Dan H.T., Nam L. G. (2018). Impact of social media influencer marketing on
consumer at Ho.. Chi  Minh ~ City. The International Journal of
Social ~ Sciences  and Humanities Invention, 5(05),4710-4714. doi:
10.18535/ijsshi/v5i5.10

Dima, Aplonia et al.. (2023). Analisis Faktor-Faktor yang Mempengaruhi Prestasi
Siswa Menggunakan Metode Structural Equation Modeling (SEM).
Satistika, VVol. 23 No. 2, 132-146. doi.org/10.29313/statistika.v23i2.2642

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Penulisan Skripsi Tesis dan Disertasi llmu Manajemen (5th ed.). Badan
Penerbit Universitas Diponegoro.

Gensler, S., Volckner, F., Egger, M., Fischbach, K., & Schoder, D. (2015). Listen
to Your Customers: Insights into Brand Image Using Online Consumer-



122

Generated Product Reviews. International Journal of Electronic Commerce,
20(1), 112-141. https://www.jstor.org/stable/26771893.

Ghozali, 1. (2016). Penelitian Aplikasi Analisis Multivariate Dengan Program
IBM SPSS 23 (8th ed.).

Ghozali, 1. (2018). Model Persamaan Struktural: Konsep dan Aplikasi dengan
Program AMOS 24 (7th ed.). Badan Penerbit Universitas Diponegoro.

Godey B.N., Manthiou A., Pederzoli D., Rokka J., Aiello G., Donvito R., Singh
R. (2016).Social MediasMarketing Efforts of Luxury Brands: Influence on
Brand Equity and Consumer Behaviour. Journal of Business Research.

Halim, E., & Karami, R. H. (2020). Information systems, social media influencers
and subjective ‘norms impact to purchase .intentions in e-commerce.
Proceedings of 2020 International Conference on-Information Management
and Technology, ICIMTech 2020, August, 899-904.
https://doi.erg/40. 11094 CIMTech50083.2020:92134717 .

Haeding, T., Knudtzen, C. F., & Bjerre, M. (2020). Brand Management.
Routledge. https://doi.org/10.4324/9780367172596

Hermanda, A., Sumarwan, U., & Tinaprillia, N. (2019). the Effect of Social
Media Influencer on Brand Image, Self-Concept, and Purchase Intention.
Journal of Consumer Sciences, 4(2), 76— 89.
https:f{doi.org/10.29244/jcs4.2.:(6-89

Howard, D., Mangold, W. G., & Johnston, T. (2014). Managing your social
campaign strategy using facebook, twitter, instagram, youtube & pinterest:
An interview with-~dana howard, .social media marketing manager.
Business Horizons, 57(5), 657—665.
https://doi.org/10.1016/j.bushor.2014.05.001

Jiménez-Castillo, D., & Sé&nchez-Fernandez, R. (2019). The role of digital
influencers in brand recommendation: Examining their impact on
engagement, expected value and purchase intention. International Journal
of Information Management, 49, 366-376.
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2019.07.009

Jin, S. V., & Muqgaddam, A. (2019). Product placement 2.0: “Do Brands Need
Influencers, or Do Influencers Need Brands?” Journal of Brand
Management, 26(5), 522-537. https://doi.org/10.1057/s41262-019-00151-
z

Johansen I.K., Guldvik C.S. (2017). Influencer Marketing and Purchase
Intentions (thesis). Retrieved from
https://brage.bibsys.no/xmlui/handle/11250/2453218


https://www.jstor.org/stable/26771893
https://doi.org/10.1109/ICIMTech50083.2020.9211117
https://doi.org/10.29244/jcs.4.2.76-89
https://doi.org/10.1057/s41262-019-00151-z
https://doi.org/10.1057/s41262-019-00151-z

123

Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D. (2017). Electronic
word of mouth (eWOM) in the marketing context: A state of the art analysis
and future directions. Springer.

Isyanto, P., Sapitri, R. G., & Sinaga, O. (2020). Micro influencers marketing and
brand image to purchase intention of cosmetic products focallure.
Systematic Reviews in Pharmacy, 11(1), 601-605.
https://doi.org/10.5530/srp.2020.1.75.

Keller, Kevin Lane. 2013. Strategic Brand Management: Building, Measuring,
and Managing Brand Equity - Pearson International Edition. Fourth Edition.
New Jersey: Pearson Education, Inc.

Klassen, K. M., Borleis, E. S., Brennan, L., Reid, M., McCaffrey, T. A., & Lim,
M. S. (2018). What people “like”: Analysis of social media strategies used
by food industry brands, lifestyle brands, and health promotion
organizations-on Facebook and Instagram. Journal of Medical Internet
Research, 20(6), Article e10227.

Kingsnorth, S..(2022), Digital Marketing Strategy: An'Integrated Approach to
Online Marketing, Kogan Page Publishers, London.

Kuan, H.-H., Bock, G.-W., & Vathanophas, V. (2008). Comparing the effects of
website quality on customer initial purchase and continued purchase at e-
commerce websites. Behaviour & Information Technology, 27(1), 3+16.
https://doi.org/10.1080/01449290600 801959

Labrecque L.I., Esche J., Mathwick C., Novak T.P., Hofacker C.F. (2013).
ConsumerPower: Evolution in the Digital Age. Journal of Interactive
Marketing, 27, 257'- 269;

Lee, Y.C., Wu, W.L., Lin, Y.C. and Lee, C.K. (2014), “The effect of word-of-
mouth, knowledge, and promotions on purchase intention of medical

cosmetics”, International Journal of Organizational Innovation (Online),
Vol. 6 No. 3, p. 96.

Loeper, A., Steiner, J., & Stewart, C. (2014). Influential Opinion Leaders.
Economic Journal, 124(581), 1147-1167.
https://doi.org/10.1111/ec0j.12100.

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded Content on Social Media.
Journal of Interactive Advertising, 19(1), 58-73.
https://doi.org/10.1080/15252019.2018.1533501


https://doi.org/10.5530/srp.2020.1.75
https://doi.org/10.1111/ecoj.12100

124

Macheka, Theresa et al.. (2023). The effect of online customer reviews and

celebrity endorsement on young female consumers’ purchase intentions.
Young Consumer. DOI 10.1108/Y C-05-2023-1749.

Mahmud, K., Imtiaz, M. and Ahmed, W.U. (2019), “General consumer
satisfaction towards online shopping in Bangladesh”, Asia Journal of
Contemporary Business, Economics and Law, Vol. 18 No. 2, pp. 11-21.

Marliana, Reny R. (2020). Partial Least Squares-Structural Equation Modeling
Pada Hubungan Antara Tingkat Kepuasan Mahasiswa dan Kualitas Google
Classroom Berdasarkan Metode . Webqual 4.0. Journal Matematika,
Statistika, & Komputasi.:+ Vol.~ 16, No. 2, 174-186. doi:
10.20956/jmsk.v%Vi%i1.7851

Martiningsih, D.A. & Anton A. Setyawan. (2022).-The Impact of Influencers’
Credibility Towards Purchase Intention. Advances in Economis, Business
and Management Research, Vol. 218. pp. 196-204.

Maslowska, E., Malthouse, E.C. and Bernritter, S.F. (2017), “Too good to be true:
the role of online reviews’ features in probability to buy”, International
Journal of Advertising, Vol. 36 No. 1, pp. 142-163.

McCabe, S. (2014). The Routiedge handbook of tourism marketing. London:
Routledge.

Mohamad, S.M. (2021), “Micro-celebrity practices in Muslim-majority states in
southeast Asia”, Popular Communication, Vol. 19 No. 3, pp. 235-249.

Niswatussolihah'Suci et al.. (2023). Pengaruh Social Media Marketing, Perceived
Quality Dan Online Customer Review. Terhadap Minat Beli Parfum Local
Brand Hmns Pada Pengguna Instagram Dan Twitter . Jurnal Penelitian
Ekonomi Manajemen Dan Bisnis, 2(4), 244-263.
https://doi.org/10.55606/jekombis.v2i4.2596

Nurhandayani, A., Syarief, R., Syarief, R., & Najib, M. (2019). The Impact of
Social Media Influencer and Brand Images to Purchase Intention.
Universitas Brawijaya Journal of Applied Management (JAM), 17(4), 650—

661. hitp://dx

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers’ perceived expertise, trustworthiness, and attractiveness. Journal
of Advertising, 19(3), 39-52.
https://doi.org/10.1080/00913367.1990.10673191

Osei-Frimpong, K., Donkor, G. and Owusu-Frimpong, N. (2019), “The impact of
celebrity endorsement on consumer purchase intention: an emerging market


http://dx/

125

perspective”, Journal of Marketing Theory and Practice, Vol. 27 No. 1, pp.
103-121.

Pramesti & Rubiyanti. (2023). The Effect of Social Media Influencer on Purchase
Intention with Brand Image and Customer Engagement as Intervening
Variables. Journal of International Conference Proceedings (JICP) Vol. 6
No. 2, pp. 211-221. https://doi.org/10.32535/]icp.v6i2.2384

Priansa, Donni Juni. 2017. Komunikasi Pemasaran Terpadu. Bandung : CV
Pustaka Setia.

Putri, Feby Eka V. S. & Monika Tiarawati. (2021). The Effect Of Social Media
Influencer And. Brand Image On Online.Purchase Intention During The
Covid-19 Pandemic.. lHomata International Journal of Management, 2 (3),
163-171.

Qiu, Keda & Liyi Zhang. (2023). How Online Reviews Affect Purchase Intention:
A Meta-Analysis Across Contextual and Cultural Factors. Data and
Information. management.

Siqi, Wang & Yee. (2021). Social Media Influencers’ Impact to Purchase
Intention: The Moderating - Effect of Brand Engagement. Journal of
Marketing Advances and Practices. 3(2). 17-42.

Thangavel, P., Pathak, P. and Chandra, B. (2021), “Millennials and generation Z:
a generational cohort analysis of Indian consumers”, Benchmarking: An
International Journal, Vol. 28 No. 7, pp. 2157-2177.

Thomas, M. J., Wirtz, B. W., & Weyerer, J. C. (2019). Determinants of online
review credibility and its impact on consumers’ purchase intention. Journal
of Electronic Commerce Research; 20(1), 1-20.

Tran, Lobel T. T.. (2020). Online reviews and purchase intention: A
cosmopolitanism perspective. Tourism Management Perspectives, Vol. 35
(20).

Wang Sigil and Wong Foong Yee. (2021). Social Media Influencers’ Impact to
Purchase Intention: The Moderating Effect of Brand Engagement. Journal
of Marketing Advances and Practices (JMAP) Vol 3, (2).

Weismueller, J. et al. (2020) ‘Influencer endorsements: How advertising
disclosure and source credibility affect consumer purchase intention on
social media’, Australasian Marketing Journal, 28(4), pp. 160-170. doi:
10.1016/j.ausmj.2020.03.002.

Widyanto, H. A., & Agusti, C. R. (2020). Beauty influencer in the digital age:
How does it influence purchase intention of generation Z? Jurnal


https://doi.org/10.32535/jicp.v6i2.2384

126

Manajemen Dan Pemasaran Jasa, 13(1), 1-16.
https://doi.org/10.25105/jmpj.v13i1.5453

Yagci, 1LA. & Das, S. (2018). Measuring Design-Level Information Quality in
Online Reviews. Electronic Commerce Research Application, Vol. 30, pp.
102—110, doi: 10.1016/j.elerap.2018.05.010.

FEB UNDIP



