
 

    

 

158 

 

 

 

DAFTAR PUSTAKA 

 

Assael, H. (2001). Consumer Behavior and Marketing Action (6th ed.). 

Azevedo-Ferreira, M., & Zouain, D. M. (2024). Social media influential factors for 

the decisión of tourist destinations: a systematic review. PASOS. Revista de 

Turismo y Patrimonio Cultural, 22(4), 825–842. 

https://doi.org/10.25145/j.pasos.2024.22.053 

Baron, & Kenny. (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. 

Chakraborty, U., & Bhat, S. (2018). Credibility of online reviews and its impact on 

brand image. Management Research Review, 41(1), 148–164. 

https://doi.org/10.1108/MRR-06-2017-0173 

Chaudhuri & Holbrook. (2001). The Chain of Effects from Brand Trust and Brand 

Affect to Brand Performance: The Role of Brand Loyalty. Journal of 

Marketing, 81–93. 

Chetioui et al. (2019). How fashion influencers contribute to consumers’ purchase 

intention. Journal of Fashion Marketing and Management. 

Cheung & Thadani. (2012). The impact of electronic word-of-mouth 

communication: A literature analysis and integrative model. Decision Support 

Systems, 54(1), 461–470. 

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-

mouth communication: A literature analysis and integrative model. Decision 

Support Systems, 54(1), 461–470. https://doi.org/10.1016/j.dss.2012.06.008 

Chevalier & Mayzlin. (2006). The Effect of Word of Mouth on Sales: Online Book 

Reviews. Journal of Marketing Research, 43, 345–354. 

Compass.co.id. (2022). 10 Top Brand Cushion Lokal Terlaris: Somethinc, Make 

Over, dan MS Glow Jadi Primadonanya! Https://Compas.Co.Id/Article/10-

Top-Brand-Cushion-Lokal-Terlaris-2022-Somethinc-Make-over-Dan-Ms-

Glow-Jadi-Primadonanya/. 

Databoks. (2022). Data Brand Lokal Favorit 2022. 

Https://Databoks.Katadata.Co.Id/Datapublishembed/139580/10-Merek-

Kosmetik-Lokal-Favorit-Masyarakat-3-Punya-Paragon. 

Delgado-Ballester dan Munuera-Alemán. (2005a). Does Brand Trust Matter to 

Brand Equity? Journal of Product & Brand Management, 14, 187–196. 



 

    

 

159 

 

 

 

Delgado-Ballester dan Munuera-Alemán. (2005b). Does Brand Trust Matter to 

Brand Equity? Journal of Product & Brand Management, 14, 187–196. 

El Hedhli, K. , Z. H. , & B. I. (2021). Celebrity endorsements: Investigating the 

interactive effects of internalization, identification and product type on 

consumers’ attitudes and intentions. Journal of Retailing and Consumer 

Services, 60. 

Fandy Tjiptono. (2015). Strategi Pemasaran (4th ed.). Andi Offset. 

Ghozali. (2018). Structural Equation Modeling dengan Metode Alternatif Partial 

Least Squares (PLS). Badan Penerbit Universitas Diponegoro (BP Undip). 

Goyette, I. , R. L. , B. J. , & M. F. (2010). Word-of-Mouth Measurement Scale for 

e-Services Context. Canadian Journal of Administrative Sciences, 5–23. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e‐WOM Scale: word‐

of‐mouth measurement scale for e‐services context. Canadian Journal of 

Administrative Sciences / Revue Canadienne Des Sciences de l’Administration, 

27(1), 5–23. https://doi.org/10.1002/cjas.129 

Hair et.al. (2010). Multivariate Data Analysis (Vol. 7). Pearson Prentice Hall. 

Hennig-Thurau. (2004). Electronic Word-of-Mouth via Consumer-Opinion 

Platforms: What Motivates Consumers to Articulate Themselves on the 

Internet. Journal of Interactive Marketing. 

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

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

consumers to articulate themselves on the Internet? Journal of Interactive 

Marketing, 18(1), 38–52. https://doi.org/10.1002/dir.10073 

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

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

consumers to articulate themselves on the Internet? Journal of Interactive 

Marketing, 18(1), 38–52. https://doi.org/10.1002/dir.10073 

Hootsuite (We Are Social). (2025). Data Digital Indonesia 2025. 

Https://Andi.Link/Hootsuite-We-Are-Social-Data-Digital-Indonesia-2025/. 

Icha Putri Fakriyah, A. A. (2024). The Influence of Social Media Marketing on 

Purchase Intentions with Brand Trust and Brand Image as a Mediating Role in 

Avoskin Products. International Journal of Applied and Advanced 

Multidisciplinary Research (IJAAMR), 2, 173–184. 

Indrawan, Sukaatmadja, & Yasa. (2024). Role of Brand Trust in Mediating 

Influence of E-WOM and Product Quality on Purchasing Decisions. 

International Journal of Asian Business and Management (IJABM), 3(3). 



 

    

 

160 

 

 

 

Ismi Nur Widya. (2024). Membangun Kepercayaan: Peran Brand Image dan Brand 

Trust dalam Memediasi Hubungan e-WOM dan Purchase Intention (Studi pada 

Merek H&M). Jurnal Manajemen Dan Profesional (JPro), 5, 482–497. 

Kaushik, N., Vijayasimha, M., Singh, V., & Jha, R. K. (2019). Impact of cosmetics 

and self confidence level among women. Journal of Drug Delivery and 

Therapeutics, 9(3), 588–590. https://doi.org/10.22270/jddt.v9i3.2636 

Kemeç & Yüksel. (2021). The Relationships among Influencer Credibility, Brand 

Trust, and Purchase Intention: The Case of Instagram. Journal of Consumer 

and Consumption Research, 13(1), 159–193. 

Komariah Ulan, A. K. R. D. A. S. (2022). Pengaruh Electronic Word of Mouth dan 

Brand Image terhadap Purchase Intention dengan Brand Awareness sebagai 

Intervening: Studi Pada Produsen Dessert Box. Jurnal Ilmu & Riset 

Manajemen (JIM), 11, 1–18. 

Kompas Lifestyle. (2018, September 18). Amanda Rawles Jadi Brand Ambassador 

Wardah Termuda. 

Https://Lifestyle.Kompas.Com/Read/2018/09/18/083626920/Amanda-

Rawles-Jadi-Brand-Ambassador-Wardah-Termuda. 

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

Kotler, P. , & A. G. (2018). Principles of Marketing (17th ed.). 

Lau & Lee. (1999). Consumers’ trust in a brand and the link to brand loyalty. 

Journal of Market-Focused Management, 341–370. 

Lavidge & Steiner. (1961). A Model for Predictive Measurements of Advertising 

Effectiveness. Journal of Marketing, 59–62. 

Lee, J., Park, D.-H., & Han, I. (2008). The effect of negative online consumer 

reviews on product attitude: An information processing view. Electronic 

Commerce Research and Applications, 7(3), 341–352. 

https://doi.org/10.1016/j.elerap.2007.05.004 

Leon G. Schiffman, & Leslie Lazar Kanuk. (2000). Consumer Behavior (Vol. 7). 

Prentice Hall. 

Mariyam, N. D. S. M. (2024). Pengaruh Media Social Marketing dan Electronic 

Word of Mouth Positif Terhadap Keputusan Memilih Politeknik Hasnur 

Dengan Brand Trust Sebagai Variabel Intervening. Jurnal Bisnis Dan 

Pembangunan, 13, 181–190. 

Masri Singarimbun, & Sofian Effendi. (2008). Metode Penelitian Survei. LP3ES. 



 

    

 

161 

 

 

 

Moorman, D. & Z. (1993). Factors Affecting Trust in Market Research 

Relationships. Journal of Marketing, 57, 81–101. 

Morgan & Hunt. (1994). The Commitment-Trust Theory of Relationship 

Marketing. Journal of Marketing, 58, 20–38. 

Neuman, W. L. (2003). Social Research Methods: Qualitative and Quantitative 

Approaches. Allyn & Bacon / Pearson. 

Ohanian, R. (1990a). Construction and Validation of a Scale to Measure Celebrity 

Endorsers’ Perceived Expertise, Trustworthiness, and Attractiveness. Journal 

of Advertising, 19, 39–52. 

Ohanian, R. (1990b). 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 

Patrichia Anika Amalo, S. S. N. H. A. M. A. P. (2023). Pengaruh Media Sosial, 

Celebrity Endorser, Brand Image, terhadap Minat Beli Ulang Pelanggan MS 

Glow Kupang dengan Brand Trust sebagai Variabel Intervening. Jurnal 

Ekonomi, Manajemen, Sistem Informasi, 4. 

Peter, J. P. & O. J. C. (2018). Consumer Behavior and Marketing Strategy (11th 

ed.). McGraw-Hill. 

Rayhan, D. F., & Dermawan, R. (2023). The Influence of Celebrity Endorsers and 

Electronic Word of Mouth (E-Wom) on Shopee Brand Trust. Indonesian 

Journal of Business Analytics, 3(5), 1791–1802. 

https://doi.org/10.55927/ijba.v3i5.5653 

Reza Jalilvand, M., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention. Marketing Intelligence & Planning, 30(4), 

460–476. https://doi.org/10.1108/02634501211231946 

Shimp. (2014). Advertising, Promotion, and Other Aspects of Integrated Marketing 

Communications. Cengage Learning. 

Sofyan, & Heri. (2011). Generasi Baru Mengolah Data Penelitian dengan Partial 

Least Square Path Modeling. Salemba Infotek. 

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Vol. 21). 

Alfabeta. 

Sutanto, M. A. , & A. A. (2016). The Effect of Online Consumer Review toward 

Purchase Intention: A Study in Premium Cosmetic in Indonesia. International 

Journal of Advanced Research. 



 

    

 

162 

 

 

 

Top Brand Award. (2025). Komparasi Brand Indeks. Https://Topbrand-

Award.Com/Komparasi_brand/Bandingkan?Id_award=1&id_kategori=1&id_

subkategori=298. 

William Sawyer. (2003). Using Information Technology: A Practical Introduction 

to Computers & Communications (5th ed.). McGraw-Hill. 

Yu, Q., Zhang, L., Wu, S., Guo, Y., Jin, S., & Sun, Y. (2017). The influence of 

juvenile preference for online social interaction on problematic Internet use: 

The moderating effect of sibling condition and the moderated moderating 

effect of age cohort. Computers in Human Behavior, 68, 345–351. 

https://doi.org/10.1016/j.chb.2016.11.026 

  

 

  


	DAFTAR PUSTAKA

