
 

132 

 

DAFTAR PUSTAKA 

Baron, R. M., & Kenny, D. A. (1986). The Moderator-Mediator Variable Distinction 

in Social Psychological Research: Conceptual, Strategic, and Statistical 

Considerations. Journal of Personality and Social Psychology, 51(6), 1173–

1182. 

Chandra, Z. A. P., & Indrawati. (2023). The Effect of Social Media Influencer on 

Purchase Intention with Brand Image and Customer Engagement as 

Intervening Variables. Quality - Access to Success, 24(192), 163–173. 

https://doi.org/10.47750/QAS/24.192.19 

Devanagiri, D. G. A. W. A., & Rastini, N. M. (2022). Peran Brand Image Dalam 

Memediasi Pengaruh Celebrity Endorser Terhadap Purchase Intention (Studi 

Pada Konsumen Kopi Janji Jiwa di Kota Denpasar). E-Jurnal Manajemen 

Universitas Udayana, 11(11), 1873–1893. 

https://doi.org/10.24843/ejmunud.2022.v11.i11.p02 

Dewa, I. B. P., Wardhani, N. I. K., & Raharjo, R. J. H. (2024). Pengaruh Celebrity 

Endorser dan Brand Personality terhadap Minat Beli Melalui Citra Merek 

Sebagai Variabel Intervening pada Produk Nivea Men Face Wash di Surabaya. 

Jurnal Ilmiah Ilmu Pendidikan, 7(10), 11494–11500. 

http://Jiip.stkipyapisdompu.ac.id 

Ferdinand, A. T. (2002). Pengembangan Minat Beli Merek Ekstensi. In Universitas 

Dipenogoro (Number 1). Universitas Diponegoro. 

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning & Strategy). 

Penerbit Qiara Media. 

Ghozali, I., & Latan, H. (2020). Partial Least Square Konsep, Teknik Dan Aplikasi 

Menggunakan Program SmartPLS 3.0 (2nd ed.). UNDIP. 

Goyette, I., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: Wordof-Mouth 

Measurement Scale for e-Services Context. Canadian Journal of 

Administrative Sciences, 27(1), 5–23. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

word-of-mouth via consumer-opinion platforms: What motivates consumers 

to articulate themselves on the Internet? Journal of Interactive Marketing, 

18(1). https://doi.org/10.1002/dir.10073 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A New Criterion For Assessing 

Discriminant Validity in Variance-Vased Structural Equation Modeling. 



133 

 

 

 

Journal of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8 

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. In SpringerBriefs in Business. 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran. In Jakarta: Erlangga 

(13th ed.). Erlangga. 

Kotler, P., & Keller, K. L. (2016). Marketing Managemen, 15th Edition, Pearson 

Education,Inc. 

Lestari, Y., & Hayuningtias, K. A. (2023). Pengaruh Kualitas Produk , Citra Merek 

Dan Celebrity Endorser Terhadap Minat Beli (Studi kasus pada pengguna 

produk wardah kosmetik di Kota Kendal). Jurnal Media Wahana Ekonomika, 

421–432. https://www.topbrand-award.com 

Mehrabian, A., & Russell, J. A. (1974). The Basic Emotional Impact of 

Environments. Perceptual and Motor Skills, 38(1), 283–301. 

https://doi.org/10.2466/pms.1974.38.1.283 

Natalia, S., & Rumambi, L. J. (2013). Analisa Prediksi / Penilai Efektivitas 

Penggunaan Selebritis Sebagai Brand Endorser Untuk Membangun Brand 

Image (Studi Kasus Iklan The Face Shop). Jurnal Manajemen Pemasaran 

Petra, 1(1), 1–8. 

Nofemberta, R., Rizkia, A., Aulia, R., & Andriyani, S. (2023). Women’s Perception 

of Beauty Standart Women’s Perception of Beauty Standards. Jurnal Kartini, 

(2), 1–5. 

Perekonomian, K. (2024, February 3). Hasilkan Produk Berdaya Saing Global, 

Industri Kosmetik Nasional Mampu Tembus Pasar Ekspor dan Turut 

Mendukung Penguatan Blue Economy. 

https://www.ekon.go.id/publikasi/detail/5626/hasilkan-produk-berdaya-

saing-global-industri-kosmetik-nasional-mampu-tembus-pasar-ekspor-dan-

turut-mendukung-penguatan-blue-economy 

Petty, R. E., & Cacioppo, J. T. (1986). The Elaboration Likelihood Model of 

Persuasion. Advances In Experimental Social Psychology, 19, 123–205. 

https://doi.org/10.1016/S0065-2601(08)60214-2 

Prihartini, D., & Damastuti, R. (2022). Pengaruh e-WOM terhadap Minat Beli 

Skincare Lokal pada Followers Twitter @ohmybeautybank. Calathu: Jurnal 

Ilmu Komunikasi, 4(1), 56–67. https://doi.org/10.37715/calathu.v4i1.2724 

Sahabuddin, R., Arif, H. M., Unde, J. T., Putri, F. A., & Nazirah, A. (2024). 

Pengaruh Celebrity Endorser Terhadap Minat Beli Produk Skintific Dalam 



134 

 

 

 

Perspektif Mahasiswa UNM. Jurnal Manajemen, 3(2), 198. 

https://doi.org/10.26858/jm.v3i2.54692 

Saraswati, A. R., & Giantari, I. G. A. K. (2022). Brand Image Mediation of Product 

Quality and Electronic Word of Mouth on Purchase Decision. International 

Research Journal of Management, IT and Social Sciences, 9(1), 97–109. 

https://doi.org/10.21744/irjmis.v9n1.2012 

Schiffman, L., & Kanuk, L. L. (2008). Perilaku Konsumen. PT Indeks. 

Shafira, A., & Ferdinand, A. T. (2017). Analisis Pengaruh Celebrity Endorser dan 

Keinovatifan Produk Terhadap Keputusan Pembelian, Serta Citra Merek dan 

Nilai Utilitarian Sebagai Variabel Intervening. Diponegoro Journal of 

Management, (3), 1–15. 

Shaheer, S. A., Zain, F., Aslam, M., & Abbas, M. Z. (2024). The Triadic Effect of 

Electronic Word of Mouth, Brand Image, and Trust on Purchase Intention. 

Policy Journal of Social Science Review, 2(4), 804–827. 

Shimp, T. A. (2003). Periklanan Promosi & Aspek Tambahan Komunikasi 

Pemasaran Terpadu. Erlangga. 

Singarimbun, M., & Sodian, E. (2008). Metode Penelitian Survei. LP3ES. 

Solihin, D., & Ahyani. (2022). The Role of Brand Image in Mediating the Effect of 

Electronic Word of Mouth (E-WOM) and Social Media on Purchase Intention. 

Majalah Ilmiah Bijak, 19(2), 193–205. http://ojs.stiami.ac.id 

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

Tafolli, F., Qema, E., & Hameli, K. (2025). The Impact of Electronic Word of Mouth 

on Purchase Intention Through Brand Image and Brand Trust in The Fashion 

Industry: Evidence From A Developing Country. Research Journal of Textile 

and Apparel. https://doi.org/10.1108/RJTA-07-2024-0131 

Tanjung, R., & Keni, K. (2023). Pengaruh Celebrity Endorser dan E-WOM 

terhadap Purchase Intention Produk Skincare di Jakarta dengan Brand Trust 

sebagai Variabel Mediasi. In Journal Management (Vol. 22, Number 1). 

Wasitaningrum, T., & Handy, N. C. (2022). Pengaruh Celebrity Endorser, Brand 

Image, dan Kualitas Produk terhadap Minat Beli Konsumen Produk Scarlett 

Whitening. Jurnal Ekonomi Dan Bisnis, 1(1), 58–70. 

http://publikasi.dinus.ac.id/index.php/JEKOBS 

Yenni, & Liem, B. S. (2023). The Influence of Celebrity Endorser, Price, and Social 

Media on Purchase Decisions Mediated by Brand Image (Empirical Study: 

Shopee Consumers in Jakarta). Asian Journal of Social and Humanities, 2(1), 

124–145. https://ajosh.org/ 



135 

 

 

 

Yustiana, R. M., & Nirawati, L. (2024). Pengaruh Celebrity Endorser, Brand Image, 

dan Customer Experience Terhadap Repurchase Intention pada Produk Mie 

Instan Lemonilo: Studi pada Masyarakat Kota Surabaya. Al-Kharaj: Jurnal 

Ekonomi, Keuangan & Bisnis Syariah, 6(5), 5012–5023. 

https://doi.org/10.47467/alkharaj.v6i5.2114 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


