Daftar Pustaka
Bungin, B. (2005). Metodologi Penelitian Kuantitatif: Edisi Kedua (2nd ed.). Kencana.
https://books.google.co.id/books?id=rBVNDwWAAQBAJ&printsec=frontcover&dg=burh
an+bungin&hl=en&sa=X&ved=2ahUKEwi2jvu50pXuAhWOyzgGHZNqgB_EQuwUwWA
HoECAMQCQ#v=onepage&qg=burhan bungin&f=false

Chaiken, S. (1979). Communicator physical attractiveness and persuasion. Journal of
Personality and Social Psychology, 37(8), 1387-1397. https://doi.org/10.1037//0022-
3514.37.8.1387

Chan, K., Yu, L., & Edwin, L. (2014). Impact of celebrity endorsement in advertising on
brand image among Chinese adolescents. In Young Consumers (\Vol. 14, Issue 2).
https://doi.org/10.1108/17473611311325564

Doucett, E. (2008). Creating Your Library Brand, Communicating Your Relevance and Value
to Your Patrons. American Library Association.
https://books.google.co.id/books?id=07Sq6S3J90MC&pg=PR1&dq=Creating+Your+Li
brary+Brand,+Communicating+Y our+Relevance+and+Value+to+Your+Patrons.+Chica
go+:+American+Library+Association&hl=en&sa=X&ved=2ahUKEwiez12jyJXuAhWh
guYKHTgzBkwQuwUwWAHOECAAQBwW#v=0nepage

Durianto, D. (2013). Strategi Menaklukan Pasar Melalui Riset Ekuitas dan Perilaku Merek.
PT. Gramedia Pustaka Utama.

Dwityanti, E. (2008). ANALISIS FAKTOR-FAKTOR YANG MEMPENGARUHI MINAT BELI
KONSUMEN TERHADAP LAYANAN INTERNET BANKING MANDIRI Studi Kasus

Pada Karyawan Departemen Pekerjaan Umum Jakarta. Diponegoro.

Ferdinand, A. (2002). Pengembangan Minat Beli Merek Ekstensi. Badan Penerbit

Universitas Diponegoro.

Fishbein, M. & 1. A. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to
Theory and Research. Contemporary Sociology, 6. https://doi.org/10.2307/2065853

Goyette, 1., Ricard, L., & Bergeron, J. (2010). e-WOM Scale : Word-of-Mouth Measurement

Scale for e-Services Context *. 23, 5-23.

Gumilar, 1. (2007). Metode Riset Untuk Bisnis dan Manajemen. Utamalab.



Hajli, N. (2020). The impact of positive valence and negative valence on social commerce
purchase intention. Information Technology and People, 33(2), 774-791.
https://doi.org/10.1108/1TP-02-2018-0099

Howard, J. (1985). Consumer Behavioral in Marketing Strategy. Prentice Hall.

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand
image and purchase intention: An empirical study in the automobile industry in Iran.
Marketing Intelligence and Planning, 30(4), 460-476.
https://doi.org/10.1108/02634501211231946

Kotler, P. &, & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.

Kudeshia, C. and A. K. (2017). Social eWOM: Does it Affect the Brand Attitude and
Purchase Intention of Brands? Management Research Review, 40 No. 3(7), 310-330.

Latief, R. (2018). Word of mouth communication: penjualan produk. Media Sahabat
Cendekia.
https://books.google.co.id/books?id=6HIWDwWAAQBAJ&printsec=frontcover&dg=Wor
d+of+mouth+communication:+penjualan+produk&hl=en&sa=X&ved=2ahUKEwivyI6
AypXuAhVbfXO0KHe00AdgQuwUWAHOECAAQCQ#v=0nepage&g=Word of mouth

communication%3A penjualan produk&f=false

Lee, J. S. etal. (2017). The impact of celebrity endorser attachment and endorser product
Match-Up on celebrity, attitude, and purchase intention. Journal of Personality and
Social Psychology, 1(1), 1188-1197.
https://osf.io/nf5me%0Ahttp://dx.doi.org/10.1016/j.tree.2015.01.012%0Ahttps://www.ta
ndfonline.com/doi/full/10.1080/1047840X.2017.1373546%0Ahttp://dx.doi.org/10.1016/
J.lindif.2016.07.011%0Ahttp://dx.doi.org/10.1016/j.paid.2017.06.011%0Ahttp://progra

mme.exo

Li, Z. dan Y. Y. (2018). Attractiveness, expertise and closeness: The effect of source
credibility of the first lady as political endorser on social media in China. Global Media
and China, 3(4), 297-315. https://doi.org/10.1177/2059436418819228

Liliweri, A. (1992). Dasar-Dasar Komunikasi Periklanan. P.T. CITRA ADITYA BAKTI.

Lis, B. (2013). In eWOM we trust: A framework of factors that determine the eWOM



credibility. Business and Information Systems Engineering, 5(3), 129-140.
https://doi.org/10.1007/s12599-013-0261-9

Liu, M. T., Huang, Y. Y., & Minghua, J. (2007). Relations among attractiveness of endorsers,
match-up, and purchase intention in sport marketing in China. Journal of Consumer
Marketing, 24(6), 358-365. https://doi.org/10.1108/07363760710822945

Lynn, T. (2008). Word-of-mouth Advertising, Online and Off: How to Spark Buzz,
Excitement, and Free Publicity for Your Business Or Organization with Little Or No
Money. Atlantic Publishing Company.
https://books.google.co.id/books?id=43MhsKgGoJOC&printsec=frontcover&dg=Word-
of-
mouth+Advertising,+Online+and+Off:+How+to+Spark+Buzz,+Excitement,+and+Free+
Publicity+for+Your+Business+Or+Organization+with+Little+Or+No+Money.&hl=en&
sa=X&ved=2ahUKEwjjjOGeyZX

Madahi, A., & Sukati, 1. (2012). The Effect of External Factors on Purchase Intention
amongst Young Generation in Malaysia. International Business Research, 5(8), 153—
159. https://doi.org/10.5539/ibr.v5n8p153

Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity Endorsers’
Perceived Expertise, Trustworthiness, and Attractiveness. Journal of Advertising, 19,
39-52.

Peetz Byrne, T. (2012). CELEBRITY ATHLETE ENDORSER EFFECTIVENESS :
CONSTRUCTION AND VALIDATION OF A SCALE By Theodore Byrne Peetz
Bachelor of Science in Marketing and International Business Kansas State University
Master of Education in Sport Administration Bowling Green State U. Marketing and
International Business, May, 139.

Royan, F. M. (2005). Marketing Selebrities. PT Elex Media Komputindo.
https://books.google.co.id/books?id=mio_hiG7JREC&pg=PA5&dg=royan+marketing+c
elebrities&hl=en&sa=X&ved=2ahUKEwjruJ3Vz5XuAhWHdnOKHUCbDVY QuwUwWA
XoECAAQCA#v=0nepage&qg=royan marketing celebrities&f=false

Rumondang, A. dkk. (2020). Pemasaran Digital dan Perilaku Konsumen. Yayasan Kita
Menulis.



https://www.google.co.id/books/edition/Pemasaran_Digital_dan_Perilaku_Konsumen/W
W_6DWAAQBAJ?hI=en&gbpv=0

Seiler, R., & Kucza, G. (2017). Source Credibility Model, Source Attractiveness Model And
Match-Up-Hypothesis—An Integrated Model. Journal of International Scientific
Publications, 11(1314-7242), 1-15.

Setiawan, 1., Anton, A., & Susila, I. (2004). Pengaruh Service Quality Perception Terhadap
Purchase Intention: Studi Empirik Pada Konsumen Supermarket. Usahawan, 33(7), 29—
37.

Shih, K.-H., Stresteesang, W., Dao, N. T. B., & Wu, G.-L. (2018). Assesing the relationship
among online word of mouth, product knowledge and purchase intention in chain

restaurant. Journal of Accounting, Finance & Management Strategy, 13(1), 57-76.

Shimp, T. A. (2003). Periklanan Promosi, Aspek tambahan Komunikasi Pemasaran Terpadu
Jilid 1 (5th ed.). Erlangga.

Silverman, G. (2001). The Secrets of Word-of-Mouth Marketing. In How to Trigger
Exponential Sales Through Runaway Word of Mouth.
https://ieeexplore.ieee.org/document/4602378/

Sugiyono. (2013). Metode Penelitian Kuantitatif Kualitatif dan R&D (Vol. 53).
Sujarweni, W. (2015). SPSS Untuk Penelitian. Pustaka Baru Press.

Suryani, T. (2013). Perilaku Konsumen di Era Internet Implikasinya pada Strategi

Pemasaran. Graha limu.

Till, B. D., & Busler, M. (2000). The match-up hypothesis : Physical attractiveness , expertise
, and the ... Journal of Advertising, 29(3), 1-13.

Vahdati, H., & Nejad, S. H. M. (2016). Brand personality toward customer purchase
intention: The intermediate role of electronic word-of-mouth and brand equity. Asian
Academy of Management Journal, 21(2), 1-26.
https://doi.org/10.21315/aamj2016.21.2.1

Weitzl, W. (2014). Measuring Electronic Word-of-Mouth Effectiveness. In Measuring
Electronic Word-of-Mouth Effectiveness. https://doi.org/10.1007/978-3-658-15889-7



Wiedmann, K. P., & von Mettenheim, W. (2020). Attractiveness, trustworthiness and
expertise — social influencers’ winning formula? Journal of Product and Brand
Management, 30(5), 707-725. https://doi.org/10.1108/JPBM-06-2019-2442

Yusuf, A. S., Che Hussin, A. R., & Busalim, A. H. (2018). Influence of e-WOM engagement
on consumer purchase intention in social commerce. Journal of Services Marketing,
32(4), 493-504. https://doi.org/10.1108/JSM-01-2017-0031

Internet
Advertorial. (2020, Maret 26). Delapan Tahun Jagoan E-Commerce Asia Tenggara. Tirto.id.

https://tirto.id/delapan-tahun-jagoan-e-commerce-asia-tenggara-eHQa diakses pada 23
Agustus 2021

Anna, L. (2021 Februari 01). Sambut Bulan Cinta, Lazada Gelar Kampanye “Yakin dari
Hati”. Kompas. https://lifestyle.kompas.com/read/2021/02/01/095419520/sambut-bulan-
cinta-lazada-gelar-kampanye-yakin-dari-hati diakses pada 9 Agustus 2021.

Burhan, F. (2020 Agustus 18). Lima Strategi Lazada Bersaing dengan Bukalapak hingga
Shopee. KataData. https://katadata.co.id/desysetyowati/digital/5f3cd76461015/lima-strateqi-

lazada-bersaing-dengan-bukalapak-hingga-shopee diakses pada 6 Agustus 2021.

Carmelita, W. (2019, Januari 30). Lazada Rebut Gelar Destinasi Belanja Online No.1 di
Indonesia dan Asia Tenggara. Merdeka. https://www.merdeka.com/uang/lazada-rebut-gelar-
destinasi-belanja-online-nol-di-indonesia-dan-asia-tenggara.html diakses pada 5 Agustus
2021).

Catriana, E. (2021 Februari 21). 5 E-commerce yang Paling Banyak Dikunjungi di Indonesia.
Kompas. https://money.kompas.com/read/2021/02/24/072440626/5-e-commerce-yang-

paling-banyak-dikunjungi-di-indonesia?page=all diakses pada 8 Agustus 2021.

Darmawan, H. (2021, Januari 31). Kampanye "Yakin dari Hati', Lazada Siap Berikan
Pengalaman Berbelanja Online Terbaik Sepanjang 2021. Tribun.

https://www.tribunnews.com/bisnis/2021/01/31/kampanye-yakin-dari-hati-lazada-siap-

berikan-pengalaman-berbelanja-online-terbaik-sepanjang-2021 diakses pada 9 Agustus 2021.

iPrice. (2017, Desember 31). Persaingan e-Commerce Indonesia di 2017, Siapa Terpopuler?.
Detik. https://inet.detik.com/cyberlife/d-3793019/persaingan-e-commerce-indonesia-di-2017-
siapa-terpopuler diakses pada 16 November 2020).



https://tirto.id/delapan-tahun-jagoan-e-commerce-asia-tenggara-eHQa
https://lifestyle.kompas.com/read/2021/02/01/095419520/sambut-bulan-cinta-lazada-gelar-kampanye-yakin-dari-hati
https://lifestyle.kompas.com/read/2021/02/01/095419520/sambut-bulan-cinta-lazada-gelar-kampanye-yakin-dari-hati
https://katadata.co.id/desysetyowati/digital/5f3cd76461015/lima-strategi-lazada-bersaing-dengan-bukalapak-hingga-shopee
https://katadata.co.id/desysetyowati/digital/5f3cd76461015/lima-strategi-lazada-bersaing-dengan-bukalapak-hingga-shopee
https://www.merdeka.com/uang/lazada-rebut-gelar-destinasi-belanja-online-no1-di-indonesia-dan-asia-tenggara.html
https://www.merdeka.com/uang/lazada-rebut-gelar-destinasi-belanja-online-no1-di-indonesia-dan-asia-tenggara.html
https://money.kompas.com/read/2021/02/24/072440626/5-e-commerce-yang-paling-banyak-dikunjungi-di-indonesia?page=all
https://money.kompas.com/read/2021/02/24/072440626/5-e-commerce-yang-paling-banyak-dikunjungi-di-indonesia?page=all
https://www.tribunnews.com/bisnis/2021/01/31/kampanye-yakin-dari-hati-lazada-siap-berikan-pengalaman-berbelanja-online-terbaik-sepanjang-2021
https://www.tribunnews.com/bisnis/2021/01/31/kampanye-yakin-dari-hati-lazada-siap-berikan-pengalaman-berbelanja-online-terbaik-sepanjang-2021
https://inet.detik.com/cyberlife/d-3793019/persaingan-e-commerce-indonesia-di-2017-siapa-terpopuler
https://inet.detik.com/cyberlife/d-3793019/persaingan-e-commerce-indonesia-di-2017-siapa-terpopuler

Iskandar. (2020, Maret, 24). Ulang Tahun ke-8, Ini Prioritas Utama Lazada untuk Indonesia.
Liputan6. https://www.liputan6.com/tekno/read/4209546/ulang-tahun-ke-8-ini-prioritas-
utama-lazada-untuk-indonesia diakses 23 Agustus 2021.

Khairunnisa. (2021, Oktober 24). Biodata dan Profil Lee Min Ho, Aktor yang Mengawali
Demam KDrama. IDNTimes. https://www.idntimes.com/korea/kdrama/khairunnisa-
lit/biodata-dan-profil-lee-min-ho-c1c2/5 diakses pada 24 November 2021.

Lazada. (2020). www.lazada.com/en/about/ diakses 10 November 2020.

Lazada. (2021). https://www.lazada.co.id/about/ diakses pada 5 Agustus 2021.

Lidwina, A. (2021 Juni 04) Penggunaan E-Commerce Indonesia Tertinggi di Dunia.
KataData. https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-
indonesia-tertinggi-di-
dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan, Tertinggi%20di%20
Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%?20internet,Are
%20Social%20pada%20April%202021. diakses pada 6 Agustus 2021

Novika, S. (2021, Maret 07). Menurut Perkembangan E-Commerce di Indonesia. Detik.
https://finance.detik.com/berita-ekonomi-hisnis/d-5484706/merunut-perkembangan-e-

commerce-di-indonesia diakses pada 6 Agustus 2021.

Santia, T. (2021 April 15). Transaksi Belanja Online Naik 3,1 Juta Selama Pandemi.
Liputan6. https://www.liputan6.com/bisnis/read/4532996/transaksi-belanja-online-naik-31-
juta-selama-pandemi diakes pada 5 Agustus 2021.

Sanusi. (2021 April 9). Al & Andin Jadi Brand Ambassador Shopee Terbaru, Micin Heboh
Sama lklannya!. Tribun. https://www.tribunnews.com/bisnis/2021/04/09/al-andin-jadi-brand-
ambassador-shopee-terbaru-micin-heboh-sama-iklannya diakses pada 9 Agustus 2021.

Setyorini, T. (2020, Oktober 17). Lazada Hadirkan Lee Min Ho Sebagai Regional Brand
Ambassador Pertama. Merdeka. https://www.merdeka.com/gaya/lazada-hadirkan-lee-min-ho-
sebagai-regional-brand-ambassador-pertama.html diakses pada 27 November 2021.

Setyowati, D. (2020, Oktober 16). Ampuhnya Pesona Artis Korea Mengerek Penjualan E-
Commerce Indonesia . KataData.
https://katadata.co.id/desysetyowati/digital/5f8ac51ad42afd/ampuhnya-pesona-artis-korea-
mengerek-penjualan-e-commerce-indonesia diakses 10 Juni 2021.

Setyowati, D. (2020, Oktober 15). Lazada Gaet Lee Min Ho, Tren E-Commerce Gandeng
Artis Korea Selatan. KataData.
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-
commerce-gandeng-artis-korea-



https://www.liputan6.com/tekno/read/4209546/ulang-tahun-ke-8-ini-prioritas-utama-lazada-untuk-indonesia
https://www.liputan6.com/tekno/read/4209546/ulang-tahun-ke-8-ini-prioritas-utama-lazada-untuk-indonesia
https://www.idntimes.com/korea/kdrama/khairunnisa-lit/biodata-dan-profil-lee-min-ho-c1c2/5
https://www.idntimes.com/korea/kdrama/khairunnisa-lit/biodata-dan-profil-lee-min-ho-c1c2/5
http://www.lazada.com/en/about/
https://www.lazada.co.id/about/
https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-indonesia-tertinggi-di-dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan,Tertinggi%20di%20Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%20internet,Are%20Social%20pada%20April%202021
https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-indonesia-tertinggi-di-dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan,Tertinggi%20di%20Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%20internet,Are%20Social%20pada%20April%202021
https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-indonesia-tertinggi-di-dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan,Tertinggi%20di%20Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%20internet,Are%20Social%20pada%20April%202021
https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-indonesia-tertinggi-di-dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan,Tertinggi%20di%20Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%20internet,Are%20Social%20pada%20April%202021
https://databoks.katadata.co.id/datapublish/2021/06/04/penggunaan-e-commerce-indonesia-tertinggi-di-dunia#:~:text=10%20Negara%20dengan%20Persentase%20Penggunaan,Tertinggi%20di%20Dunia%20(April%202021)&text=Sebanyak%2088%2C1%25%20pengguna%20internet,Are%20Social%20pada%20April%202021
https://finance.detik.com/berita-ekonomi-bisnis/d-5484706/merunut-perkembangan-e-commerce-di-indonesia
https://finance.detik.com/berita-ekonomi-bisnis/d-5484706/merunut-perkembangan-e-commerce-di-indonesia
https://www.liputan6.com/bisnis/read/4532996/transaksi-belanja-online-naik-31-juta-selama-pandemi
https://www.liputan6.com/bisnis/read/4532996/transaksi-belanja-online-naik-31-juta-selama-pandemi
https://www.tribunnews.com/bisnis/2021/04/09/al-andin-jadi-brand-ambassador-shopee-terbaru-micin-heboh-sama-iklannya
https://www.tribunnews.com/bisnis/2021/04/09/al-andin-jadi-brand-ambassador-shopee-terbaru-micin-heboh-sama-iklannya
https://www.merdeka.com/gaya/lazada-hadirkan-lee-min-ho-sebagai-regional-brand-ambassador-pertama.html
https://www.merdeka.com/gaya/lazada-hadirkan-lee-min-ho-sebagai-regional-brand-ambassador-pertama.html
https://katadata.co.id/desysetyowati/digital/5f8ac51a42afd/ampuhnya-pesona-artis-korea-mengerek-penjualan-e-commerce-indonesia%20diakses%2010%20Juni%202021
https://katadata.co.id/desysetyowati/digital/5f8ac51a42afd/ampuhnya-pesona-artis-korea-mengerek-penjualan-e-commerce-indonesia%20diakses%2010%20Juni%202021
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia

selatan?utm source=Social&utm medium=Twitter&utm campaign=E-commerce Lia
diakses pada 28 Oktober 2020.

Setyowati, D. Lazada Gaet Lee Min Ho, Tren E-Commerce Gandeng Artis Korea Selatan.
KataData.  https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-

ho-tren-e-commerce-gandeng-artis-korea-

selatan?utm source=Social&utm medium=Twitter&utm campaign=Ecommerce Lia
diakses pada 28 Oktober 2020.

Setyowati. (2020 November 22). Strategi Lazada Bertempur dengan Shopee hingga TikTok.
KataData. https://katadata.co.id/desysetyowati/indepth/5fb207964b8f1/strategi-lazada-
bertempur-dengan-shopee-hingga-tiktok diakses pada 5 Agustus 2021.

Tashandra, N. (2018, Maret 22). 80 Persen Konsumen Belanja Online Orang Muda dan
Wanita. Kompas. https:/lifestyle.kompas.com/read/2018/03/22/155001820/80-persen-
konsumen-belanja-online-orang-muda-dan-wanita diakses 31 Oktober 2020.

Tokopedia. (2021 Januari 26). 2021, Tokopedia Tunjuk Dua Brand Ambassador Sekaligus:
BTS dan BLACKPINK. Tokopedia. https://www.tokopedia.com/blog/2021-tokopedia-
tunjuk-dua-brand-ambassador-sekaligus-bts-dan-blackpink/ diakses 8 Agustus 2021.

Walfajri, M. (2017, September 28). Lazada Mampu Layani 90 Juta Transaksi Per Hari.
Kontan.  https://industri.kontan.co.id/news/lazada-mampu-layani-90-juta-transaksi-per-hari
diakses pada 23 Agustus 2021

Jurnal

Cheung, C., Lee, M. et al. (2008). The impact of electronic word-of-mouth: The adoption of
online opinions in online customer communities. Internet Research, 18(3): 229-247.
https://www.proguest.com/pgrl/docview/219845247/E5BA3124049F4C6CPQ/3?accountid=4
9069 diakses pada 27 November 2021

Kuang, S. Sresteesang, W. et al. (2018). Assessing the Relationship among Online Word-of-
Mouth, Product Knowledge, and Purchase Intention in Chain Restaurant. Journal of
Accounting, Finance & Management Strategy, 13(1): 57-75.
https://www.proguest.com/pgrl/docview/2149601293/13F05291BA764725PQ/1?accountid=
49069 diakses pada 27 November 2021

Kudeshia, C., Kumar, A. (2017). Social eWOM: does it affect the brand attitude and purchase
intention of brands ?. Management Research Review, 40(3): 310-330.
https://femerald.proxy.undip.ac.id/insight/content/doi/10.1108/MRR-07-2015-0161/full/ntml
diakses pada 28 April 2021).


https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia
https://katadata.co.id/desysetyowati/digital/5f87f9ce20499/lazada-gaet-lee-min-ho-tren-e-commerce-gandeng-artis-korea-selatan?utm_source=Social&utm_medium=Twitter&utm_campaign=Ecommerce_Lia
https://katadata.co.id/desysetyowati/indepth/5fb207964b8f1/strategi-lazada-bertempur-dengan-shopee-hingga-tiktok
https://katadata.co.id/desysetyowati/indepth/5fb207964b8f1/strategi-lazada-bertempur-dengan-shopee-hingga-tiktok
https://lifestyle.kompas.com/read/2018/03/22/155001820/80-persen-konsumen-belanja-online-orang-muda-dan-wanita%20diakses%2031%20Oktober%202020
https://lifestyle.kompas.com/read/2018/03/22/155001820/80-persen-konsumen-belanja-online-orang-muda-dan-wanita%20diakses%2031%20Oktober%202020
https://www.tokopedia.com/blog/2021-tokopedia-tunjuk-dua-brand-ambassador-sekaligus-bts-dan-blackpink/
https://www.tokopedia.com/blog/2021-tokopedia-tunjuk-dua-brand-ambassador-sekaligus-bts-dan-blackpink/
https://industri.kontan.co.id/news/lazada-mampu-layani-90-juta-transaksi-per-hari
https://www.proquest.com/pqrl/pubidlinkhandler/sng/pubtitle/Internet+Research/$N/46896/DocView/219845247/fulltext/7A054D0BC26A46D7PQ/1?accountid=49069
https://www.proquest.com/pqrl/docview/219845247/E5BA3124049F4C6CPQ/3?accountid=49069
https://www.proquest.com/pqrl/docview/219845247/E5BA3124049F4C6CPQ/3?accountid=49069
https://www.proquest.com/pqrl/pubidlinkhandler/sng/pubtitle/Journal+of+Accounting,+Finance+$26+Management+Strategy/$N/856337/DocView/2149601293/fulltext/3A20A38091234235PQ/1?accountid=49069
https://www.proquest.com/pqrl/pubidlinkhandler/sng/pubtitle/Journal+of+Accounting,+Finance+$26+Management+Strategy/$N/856337/DocView/2149601293/fulltext/3A20A38091234235PQ/1?accountid=49069
https://www.proquest.com/pqrl/docview/2149601293/13F05291BA764725PQ/1?accountid=49069
https://www.proquest.com/pqrl/docview/2149601293/13F05291BA764725PQ/1?accountid=49069

Martensen, A., Gronholdt, L. (2016). The effect of word-of-mouth on consumer emotions and
choice: findings from a service industry. International Journal of Quality and Service
Sciences; Bingley, 8(3): 298-314.
https://proquest.proxy.undip.ac.id/docview/1826443050/A5F0007D27814CA6PQ/15%accoun
tid=49069 diakses pada 21 Maret 2021

Mazlan, S., Hani, S. et al. (2016). Determinants Of The Effectiveness Of Celebrity
Endorsement In Advertisement. The Journal of Developing Areas, 50(5): 525-535.
https://www.jstor.org/stable/26415618 diakses pada 10 Juni 2021

Memarzedah, F., Blum, S., Adams, C. (2015). The impact of positive and negative e-
comments on business travelers’ intention to purchase a hotel room . Journal of Hospitality
and Tourism Technology; Bingley, 6(3): 258-270.
https://proguest.proxy.undip.ac.id/docview/2131872878/60C4D1094EE4490BPQ/22?account
1d=49069 diakses pada 30 April 2021

Saleem, A., Ellahi, A. (2017). Influence of Electronic Word of Mouth on Purchase Intention
of Fashion Products on Social Networking Websites. Pakistan Journal of Commerce and
Social Sciences; Lahore, 11(2): 597-622.
(https://proquest.proxy.undip.ac.id/docview/1954861366/72D36C06B5F442 A2PQ/67account
1d=49069 diakses pada 29 April 2021

Voyer, P., Ranaweera, C. (2015). The impact of word of mouth on service purchase
decisions. Journal of Service Theory and Practice; Bingley, 25(5): 636-656.
https://proquest.proxy.undip.ac.id/docview/2202765315/9399CD4EC61E4175PQ/20?account
1d=49069#center diakses pada 21 Maret 2021



https://www.proquest.com/pubidlinkhandler/sng/pubtitle/International+Journal+of+Quality+and+Service+Sciences/$N/276229/DocView/1826443050/fulltext/317558D5B1144818PQ/1?accountid=49069
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/International+Journal+of+Quality+and+Service+Sciences/$N/276229/DocView/1826443050/fulltext/317558D5B1144818PQ/1?accountid=49069
https://proquest.proxy.undip.ac.id/docview/1826443050/A5F0007D27814CA6PQ/15?accountid=49069
https://proquest.proxy.undip.ac.id/docview/1826443050/A5F0007D27814CA6PQ/15?accountid=49069
https://www.jstor.org/stable/26415618
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/Journal+of+Hospitality+and+Tourism+Technology/$N/105997/DocView/2131872878/fulltext/86C57E18B1114759PQ/1?accountid=49069
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/Journal+of+Hospitality+and+Tourism+Technology/$N/105997/DocView/2131872878/fulltext/86C57E18B1114759PQ/1?accountid=49069
https://proquest.proxy.undip.ac.id/docview/2131872878/60C4D1094EE4490BPQ/22?accountid=49069
https://proquest.proxy.undip.ac.id/docview/2131872878/60C4D1094EE4490BPQ/22?accountid=49069
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/Pakistan+Journal+of+Commerce+and+Social+Sciences/$N/1576351/DocView/1954861366/fulltext/E010F3F7A67841F4PQ/1?accountid=49069
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/Pakistan+Journal+of+Commerce+and+Social+Sciences/$N/1576351/DocView/1954861366/fulltext/E010F3F7A67841F4PQ/1?accountid=49069
https://proquest.proxy.undip.ac.id/docview/1954861366/72D36C06B5F442A2PQ/6?accountid=49069
https://proquest.proxy.undip.ac.id/docview/1954861366/72D36C06B5F442A2PQ/6?accountid=49069
https://www.proquest.com/pubidlinkhandler/sng/pubtitle/Journal+of+Service+Theory+and+Practice/$N/31032/DocView/2202765315/fulltext/2F8F3448AFAD4293PQ/1?accountid=49069
https://proquest.proxy.undip.ac.id/docview/2202765315/9399CD4EC61E4175PQ/20?accountid=49069#center
https://proquest.proxy.undip.ac.id/docview/2202765315/9399CD4EC61E4175PQ/20?accountid=49069#center

