DAFTAR PUSTAKA

Agnihotri, A., Bhattacharya;.S.,"& Prasad V.K, S. (2018). Are multiple brand
endorsements  economically effective? Journal of \Product and Brand
Management, 27(5), 523-533. hitps://doi.org/10.1108/JPBM-08-2017-1549

Ajzen, 1. (1991). Organizational Behavior. and Human Decision Processes.
Organizational Behavior and Human Decision Progesses, Vol. 50 No, 179-
.

Bergkvist, L. -and Zhou, K.". (2016). Celebrity endorsements: a literature review and
research agenda. International Journal of Advertising, Vol. 35.No, 642-663.
https://doi.org/10.1080/02650487.2015.1137537

Centeno, D., & Wang, J. J. (2020). Effects of narrowed social distance on local and
international celebrity-endorsed advertisement attitudes. Journal of Consumer
Marketing, 37(5), 521-532. https://doi.org/10.1108/JCM-10-2019-3455

Chand, V.S. and Fei, C. (2021)-Seli-brand connection-and intention to purchase a
counterfeit luxury brand in emerging economies. Vol. 20 No, 399-411.

Chen, H., Zhang, S., Shao, B., Gao, W., & Xu, Y. (2022). How do interpersonal
interaction factors affect buyers’ purchase mtention‘in live stream shopping?
The mediating effects of swift,guanxi. Internet Research, 32(1), 335-361.
https://doi.org/10.1108/INTR-05-2020-0252

Deshbhag, R. R., & Mohan, B. C. (2020). Study on influential role of celebrity
credibility on  consumer  risk  perceptions.  12(1), 79-92.
https://doi.org/10.1108/JIBR-09-2019-0264

Erfgen, C., Sattler,iH. and Villeda, 1. V.. (2016). Effects of celebrity endorsers for
multiple brands on attitudes and purchase intentions. Schmalenbach Business
Review, Vol. 17'N0;49-67. https://doi.org/10:24007/s41464-016-0001-z

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

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.

Gorn, G. J. (1982). The Effects of Music in Advertising On Choice Behavior: A
Classical Conditioning Approach. Journal of Marketing, 46, 94-101.

73



74

Guha, S., Mandal, A., & Kujur, F. (2021). The social media marketing strategies
and its implementation in promoting handicrafts products: a study with
special reference to Eastern India. 23(2), 339-364.
https://doi.org/10.1108/JRME-07-2020-0097

Hani, S., Marwan, A., & Andre, A. (2018). Theeffect of celebrity endorsement on
consumer behavior: Case of‘the Lebanese jewelry industry. Arab Economic
and Business Journal, 13(2), 190-196.
https://doi.org/10,1016/j.aebj.2018.11.002

Hassan Fathelrahman.Mansour, Iy & Mohammed Elzubier Diab, D. (2016). The
relationship between celebrities’ credibility and advertising effectiveness: The
mediation role of religiosity. Journal of Islamic Marketing, 7(2), 148-166.
https://dot.org/10.1108/JIMA-05-2013-0036

Huaman-ramirez, R., & Merunka, D. (2021). Celebrity CEO s Credibility , image
of “their brands and consumer materialism. 6(August), 638-651.
https://doi.org/10.1108/JCM-08-2020-4026

Kim, S5 Kim, ¥, Lee, S., Lee, Y., Kang, E. Y., & Kim, M..e"(2021). The
moderating “role. of consumers’ ad perception in .athlete endorsement
effectiveness. Sport, Business and Management: An International Journal,
11(5), 535-555. https://dei.org/10.1108/SBM-01-2021-0001

Kim, T., Seo, H. M., & Chang, K. (2017). The impact of celebrity-advertising
context congruence on the effectiveness of brand image transfer. International
Journal of ¢ Sports Marketing and * Sponsorship, 18(3), ' 246-262.
https://doi.org/10.1108/1JSMS-08-2017-095

Koay, K. Y., Cheung, M. L., & Soh, P. C. (2021). Social media in fl uencer
marketing : the  moderating  role of  materialism. 2021.
https://doi.org/10.1108/EBR-02-2021-0032

Koo, J. (2022). Anteeedents of the attitude toward thesathlete celebrities’ human
brand extensions. International Journal of Sports Marketing and Sponsorship,
23(2), 241-258. https://doi.org/10.1108/1JSMS-12-2020-0241

Kotler and Keller. (2016). Marketing Management (15th ed.). Pearson Education.

Kuppelwieser, V. G., & Touzani, M. (2016). Attraction_during the service
encounter: . examining the other . side of | the coin. April.

https://doi.org/10.1108/JSM-06-2015-0211

Lee, J. E., Goh, M. L., & Mohd Noor, M. N. Bin. (2019). Understanding purchase
intention of university students towards skin care products. PSU Research
Review, 3(3), 161-178. https://doi.org/10.1108/prr-11-2018-0031

Liu, C., Bao, Z., & Zheng, C. (2019). Exploring consumers’ purchase intention in
social commerce: An empirical study based on trust, argument quality, and
social presence. Asia Pacific Journal of Marketing and Logistics, 31(2), 378—
397. https://doi.org/10.1108/APJML-05-2018-0170



75

Liu, Y., & Liu, M. T. (2019). Celebrity poses and consumer attitudes in
endorsement advertisements. Asia Pacific Journal of Marketing and Logistics,
31(4), 1027-1041. https://doi.org/10.1108/APIML-07-2018-0270

Nuseir, M. T. (2019). The impact-of electronic word of mouth (e-WOM) on the
online purchase intention of consumers-insthe Islamic countries — a case of
(UAE). Journal of Islamic Marketing, 10(3), 759-767.
https://doi.org/10.1108/JIMA-03-2018-0059

Patel, A. K.,/Singh, “A.," & Parayitam, S. (2022). Risk-taking and WOM as
moderators in‘the.relationship between status .eonsumption,.brand image and
purchase intention of .counterfeit brand. shoes. Journal™of Advances in
Management Research. https://doi.org/10.1108/JAMR-05-2022-0095

Paul, J. and Bhakar, S. (2018). Does celebrity image congruence influences brand
attitude and purchase intention? Journal of Promotion Management, Vol. 24
No, 163-177. https://doi.org/10.1080/10496491.2017.1360826

Séaksjarvi, M., Hellén, K., & Balabanis, G. (2016). Sometimes a celebrity holding
a'negative public image is the best product endorser. European Journal of
Marketing, 50(3-4), 421-441. https://doi.org/10.1108/EJM-06-2014-0346

Shimul, A. S., & Barber, M. (2020). Celebrity transgression and consumers ’
forgiveness.. does religiosity matter ? https://doi.org/10.1108/JIMA-06-2020-
0184

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Taillon, B. J., Muellery Si M., Kowalczyk, C. M., & Jones, D. N. (2020).
Understanding the relationships between social media influencers and their
followers: the moderating role of closeness. Journal of Product and Brand
Management, 29(6), 767—782. https://doi.org/10.1108/JPBM-03-2019-2292

Van Brunt, J. (1987). A closer look at. Bio/Technology, 5(11), 301-315.
https:/{doi.org/10.1038/nbt1187-1133

von Felbert, A., & Breuer, C.(2020). How the type of sports-related endorser
influences consumers’ purchase intentions. lnternational” Journal of Sports
Marketing and Sponsorship, 22(3), 588—607. https://doi.org/10.1108/IJSMS-
01-2020-0009

Wang, S., & Kim, K. J. (2020). Consumer response to negative celebrity publicity:
the effects of moral reasoning strategies and fan identification. Journal of
Product and Brand Management, 29(2), 114-123.
https://doi.org/10.1108/JPBM-10-2018-2064

Wang, S. W., & Scheinbaum, A. C. (2018). Enhancing brand credibility via
celebrity endorsement trustworthiness trumps attractiveness and expertise.
Journal of Advertising Research, 58(1), 16—32. https://doi.org/10.2501/JAR-
2017-042



76

Wiedmann, K., & Mettenheim, W. Von. (2021). Attractiveness , trustworthiness
and expertise — social in fl uencers ° winning formula ? 5(June 2020), 707—
725. https://doi.org/10.1108/JPBM-06-2019-2442

brand equity :
https://doi.org/10

itude and purchase intention.

dorsement
o role of

FEB UNDIP



