PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

AlFarraj, O., Alalwan, A, A., Obeidat, Z, M., Baabdullah, A., Aldmour, R. and
Al-Haddad, S. (2020), “Examining the impact of influencers’ credibility
dimensions: attractiveness, trustworthiness and expertise on the purchase
intention in the aesthetic dermatology industry”, Review of International
Business and Strategy, Vol. 31, No. 3, 1-20.

Ajitha, S., & Sivakumar, V. J. (2017). Understanding the effect of personal and
social value on attitude and usage behavior of luxury cosmetic brands.
Journal Retailing and Consumer Services, 39, 103-113.

Aral, S., Walker, D. (2012), “Identifying Influential and Susceptible Members of
Social Networks”, ScienceExpress, Vol. 41, 1-8.

Aronson, E., Wilson, T. D., & Akert, R. M. (2013). Social Psychology Eight
Edition. Pearson Education, Inc.

Ayeh, J, K., Au, N., Law, R (2012), “Predicting the intention to use consumer-
generated media for travel planning”, Tourism Management, Vol. 35,
132-143.

Bailey, McMillan, J.H. Schumacher, S. (2010). Research In Education: A
Conceptual Introduction, Vol. 5, New York: Longman

Bailis, R. (2019), “The State of Influencer Marketing: 10 Influencer Marketing
Statistics to Inform Where You Invest”.
Available at: https://www.bigcommerce.com/blog/influencer-marketing-
statistics/#what-is-influencer-marketing, accessed on Sep 18, 2021.

Bandura, A. (1994). Social cognitive theory of mass communication. In J. Bryant
& D. Zillmann (Eds.), Media effects: Advances in theory and research
(pp. 61-90). Hillsdale, NJ: Erlbaum

Blanton, H. (2013). Evaluating the self in the context of another: The three-selves
model of social comparison assimilation and contrast. In Cognitive
Social Psychology, Psychology Press,79-91.

Brown, W, J. (2015), “Examining Four Processes of Audience Involvement With

Media Personae: Transportation, Parasocial Interaction, Identification,
and Worship”, Communication Theory, Vol 25, 259-283.

123


https://www.bigcommerce.com/blog/influencer-marketing-statistics/#what-is-influencer-marketing
https://www.bigcommerce.com/blog/influencer-marketing-statistics/#what-is-influencer-marketing

PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Chakraborty, U., Bhat, S. (2017), “he Effects of Credible Online Reviews on
Brand Equity Dimensions and Its Consequence on Consumer Behavior”,
Journal of Promotion Management, 1-26.

Chen, C, P. (2014), “Forming digital self and parasocial relationships on
YouTube”, Journal of Consumer Culture, 1-23.

Chin, W. W., Marcelin, B. L., & Newsted, P. R. (2003). A partial least squares
latent variable modeling approach for measuring interaction effects:
Results from a Monte Carlo simulation study and an electronic-mail
emotion/adoption study. Information Systems Research, 14(2).

Chung, S., Cho, H. (2017). Fostering Parasocial Relationships with Celebrities on
social media: Implications for Celebrity Endorsement. Psychology &
Marketing, Vol. 34, No. 4, 481-495.

Colliander, J., Dahlen, M. (2011), “Following the Fashionable Friend: The Power
of Social Media Weighing Publicity Effectiveness of Blogs versus Online
Magazines”, Journal of Advertising Research, 313-320.

Cohen, S. (1988). Psychosocial Models of the Role of Social Support in the
Etiology of Physical Disease. Health Psychology, 7, 269-297.

Cooper & Schindler. (2014), Bussiners Research Method., New York: McGraw-
Hill.

Daowd, A., Hasan, R., Eldabl, T., & Shan. (2017), “Factors Affecting eWOM
Credibility, Information Adoption, and Purchase Intention on Generation
Y: A Case from Thailand”, Journal of Enterprise Information
Management, 1-42.

Djafarova, E., Rushworth, C. (2017), “Exploring the credibility of online
celebrities’ Instagram profiles in influencing the purchase decisions of
young female users”, Computers in Human Behavior, 1-7.

Dodds, W.B., Monroe, K.B., Grewal, D., (1991). Effects of price, brand, and store
information on buyers’ product evaluations, Journal of Marketing
Research, 28(3), 307-319

Dost, M., Badir, Y, F., Ali, Z and Tariq, A. (2018), “The impact of intellectual
Capital on innovation generation and adoption”, Journal Intellectual
Capital, Vol. 17, No. 4, 675-695.

Ellegard, C. (2012), “Interpersonal attraction in buyer—supplier relationships: A

cyclical model rooted in social psychology”, Industrial Marketing
Management, Vol. 41, No. 8, 1219-1227.

124



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on
consumers’ purchase intentions: An extended approach to information
adoption. Computers in Human Behavior, Vol. 61, 47-55.

Evans, N, J., Phua, J., Lim, J. and Jun, H. (2017), “Disclosing Instagram
Influencer Advertising: The Effects of Disclosure Language on
Advertising Recognition, Attitudes, and Behavioral Intent”, Journal of
Interactive Advertising, Vol. 17, No. 3, 3-41.

Eyal, K., & Rubin, A. M. (2003). Viewer aggression and homophily,
identification, and parasocial relationships with television characters.
Journal of Broadcasting & Electronic Media, Vol. 47, No. 1, 77-98.

Falk, R. F. & Miller, N. (1992). A Primer for Soft Modeling. Akron: University of
Akron

Fan, Y., Miao, Y. (2012), “Effect of Electronic Word-of-Mouth on Consumer
Purchase Intention: The Perspective of Gender Differences”,
International Journal of Electronic Business Management, Vol. 10, No.
3, 175-181.

Finkel, E. J., & Eastwick, P. W. (2015). Interpersonal attraction: In search of a
theoretical Rosetta Stone. In M. Mikulincer, P. R. Shaver, J. A. Simpson,
& J. F. Dovidio (Eds.), APA handbook of personality and social
psychology, Vol. 3. 179-210.

Frederick, E, L., Lim., Clavio, and Walsh, P. (2012), “Why We Follow: An
Examination of Parasocial Interaction and Fan Motivations for Following
Athlete Archetypes on Twitter”, International Journal of Sport
Communication, Vol. 5, No. 4, 481-502.

Garcia (2017), “Understanding Popularity, Reputation, and Social Influence in the
Twitter Society”, Special Issue: The Platform Society, Part I, Vol. 9, No.
3, 348-354.

Gass, R, H. (2015), “Social Influence, Sociology of”, International Encyclopedia
of the Social & Behavioral Sciences, 2nd edition, 348-354.

Ghozali. (2014). Aplikasi analisis Multivariate dengan Program SPSS. Badan
Penerbit UNDIP, Semarang.

Giles, D, C. (2002), “Parasocial Interaction: A Review of the Literature and a
Model for Future Research”, Media Psychology, 4, 279-305.

125



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Gunawan, D, D., Huarng, K, H. (2015), “Viral effects of social network and
media on consumers’ purchase intention”, Journal of Business Research,
4,1-5.

HairJr., J. F., Black., W. C., Babin., B. J., Anderson., R. E., & L. Tatham., R.
(2014). Multivariant Data Analysis. New Jersey: Pearson International
Edition.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed, a silver
bullet. Journal of Marketing Theory and Practice, 19(2), 139-151.

Hall, John (2015), “Build Authentic Audience Experiences through Influencer
Marketing,”Available:
https://www.forbes.com/sites/johnhall/2015/12/17/buildauthentic-
audience-experiences-through-influencer-marketing/# 589d25fa4ff2.

Han, S. & Yan, H. (2018). Understanding adoption of intelligent personal
assistants: A parasocial relationship perspective. Journal of Industrial
Management & Data Systems, Vol. 118, No. 3, 1-29.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least
squares path modeling in international marketing. (In R. R. Sinkovics &
P. N. Ghauri (Eds.), Advances in international marketing Vol. 20, 277—
320, Bingley: Emerald.

Hodza, Astrit., dkk. (2012). Economic Word-of-Mouth through Social
Networking Sites — How Does it Affect Consumers. Bachelor’s Thesis.,
Linaeus University.

Hoffner, C., Buchanan, M. (2005), “Young Adults' Wishful Identification With
Television Characters: The Role of Perceived Similarity and Character
Attributes”, Media Psychology, Vol., No. 4, 325-351

Horton, D., & Wohl, R. (1956). Mass communication and para-social interaction:
Observations on intimacy at a distance. Psychiatry, Vol. 19, No. 3, 215-
229.

Hsu, C, L. (2020), “How vloggers embrace their viewers: Focusing on the roles of
parasocial interactions and flow experience”, Telematics and Informatics,
1-11.

Huang, O., & Copeland, L. (2012), “Effects of green brand on green purchase

intention”, Journal Marketing Intelligence & Planning, Vol. 32, No. 3,
250-268.

126



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Huang, Y., Yang, M., and Wang, Y. (2012), “Gen Z, Instagram Influencers, and
#OOTD Hashtags’ Effect on Purchase Intention of Apparel”, ITAA
Proceedings, 1-4.

Hughes, C., Swaminathan, V. and Brooks, G. (2019), “Driving brand engagement
through online social influencers: an empirical investigation of sponsored
blogging campaigns”, Journal of Marketing, VVol. 83, No. 5, 1-109.

Hui, T, X. (2017), “The Effect of Source Credibility on Consumers’ Purchase
Intention in Malaysia Online Community”, Journal of Arts & Social
Sciences, Vol. 1, No. 1, 12-20.

Hutter, K., Hautz, J., Dennhardt, S. and Fuller, J. (2013), “The impact of user
interactions in social media on brand awareness and purchase intention:
the case of MINI on Facebook”, Journal of Product & Brand
Management, Vol. 22 No. 5/6, 342-351.

Hwang, K., Zhang, Q. (2018), “Influence of Parasocial Relationship between
Digital Celebrities and Their Followers on Followers’ Purchase and
Electronic Word-of-Mouth Intentions, and Persuasion Knowledge”,
Computers in Human Behavior, Vol. 87, 155-173.

Igartua, J, J., Vicente, I, M, B. (2012), “Changing Real-World Beliefs with
Controversial Movies: Processes and Mechanisms of Narrative
Persuasion”, Journal of Communication, Vol. 63, No. 3, 514-531.

Ismagilova, E., Slade, E, L., Rana, N, P. (2019), “The Effect of Electronic Word
of Mouth Communications on Intention to Buy: A Meta-Analysis”,
Informations Systems Frontiers, Vol. 22, 1203-1226.

Jansom, A., Pongsakornrungsilp, S. (2019), “How Instagram Influencers Affect
the Value Perception of Thai Millennial Followers and Purchasing
Intention of Luxury Fashion for Sustainable Marketing. Sustainability
2021, Vol. 13, 1-19.

Jin, S, V., Ryu, E. (2016), “I’ll buy what she’s #wearing”: The roles of envy
toward and parasocial interaction with influencers in Instagram celebrity-
based brand endorsement and social commerce”, Journal of Retailing
and Consumer Services, Vol. 55, 1-15.

Kapitan, S., Silvera, D. (2016), “From digital media influencers to celebrity
endorsers: attributions drive endorser effectiveness”, Marketing Letters,
Vol. 27, 553-567.

Khamis, S., Welling, R. (2016), “Self-branding, ‘micro-celebrity’ and the rise of
Social Media Influencers”, Celebrity Studies, 1-20.

127



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Kim, H., Ko, E., Kim, J. (2015), “SNS users' para-social relationships with
celebrities: social media effects on purchase intentions”, Journal of
Global Scholars of Marketing Science, 279-294.

Kim, J. dan Lennon, S. J. 2013. Effects of reputation and website quality on
online consumers’ emotion, perceived risk and purchase intention: Based
on the stimulus-organism-response model. Journal of Research in
Interactive Marketing, Vol. 7, No. 1, 33-56.

Kim, J., & Song, H. (2016). Celebrity's self-disclosure on Twitter and parasocial
relationships: A mediating role of social presence. Computers in Human
Behavior, Vol. 62, 570-577.

Kotler, P., Kevin, L, K. (2016), Marketing Management, 14th edition, New
Jersey: Prentice-Hall Published.

Kurtin, K, S., O’brien, N., Roy, D., Dam, L. (2018), “The Development of
Parasocial Relationships on YouTube”, The Journal of social media in
Society, Vol. 7, No.1, 233-252.

Ladhari, R., Michaud, M. (2015), “eWOM effects on hotel booking intentions,
attitudes, trust, and website perceptions”, International Journal of
Hospitality Management, Vol. 46, No. 3, 36-45.

Labrecque, L. (2014), Fostering Consumer—Brand Relationships in Social Media
Environments: The Role of Parasocial Interaction. Journal of Interactive
Marketing, Vol. 28, No. 2, 1-15.

Lawry, C.A. (2013) The Role of Parasocial Interaction and Social Media
Participation in the Two-Step Flow of Communication, Doctoral
dissertation, University of Arizona, Department of Family and Consumer
Sciences, Arizona, USA.

Lee, J, E., Watkins, B. (2016), “’YouTube vloggers' influence on consumer luxury
brand perceptions and intentions”, Journal of Business Research, Vol.
69, No. 12, 5753-5760.

Lim, X.J., Mohd Radzol, ARb., Cheah, J.-H. and Wong, M.W. (2017), “The
impact of social media influencers on purchase intention and the
mediation effect of customer attitude”, Asian Journal of Business
Research, Vol. 7 No. 2, 19-36.

Liu & Brock. (2011), “Selecting a female athlete endorser in China: The effect of

attractiveness, match-up, and consumer gender difference”, European
Journal of Marketing, Vol. 45, No.7/8, 1214-1235.

128



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Lis, B. (2013), “In eWOMWe Trust A Framework of Factors that Determine the
eWOM Credibility”, Business & Information Systems Engineering Vol.
5, No. 3, 129-140.

Luo, M, M., Chen, J., Ching, RK. and Liu, C. (2014), “An examination of the
effects of virtual experiential marketing on online customer intentions
and loyalty”, The Service Industries Journal, Vol. 31 No. 13, 2163-2191.

Lo, S.K., (2008). The impact of online game character’s outward attractiveness
and social status on interpersonal attraction. Comput. Hum. Behav. Vol.
24, No. 5, 1947-1958.

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, Vol. 19, No. 1, 58-73.

MarkPlus.Inc & ZAP (2020), “ZAP Beauty Index 2019”.
Available at: https://zapclinic.com/zapbeautyindex, accessed on Sep 10,
2021.

Matthews, K. (2013), “The Definite Guide to Influencer Targeting”.
Available at: https://blog.kissmetrics.com/guide-to-influencer-targeting,
accessed on Sep 21, 2021.

Mello, J., Marques, T,C. (2018), “Celebrity endorsements: Influence of a product-
endorser match on Millennials attitudes and purchase intentions,” The
Journal of Social Psychology, Vol. 158, No. 5, 639-645.

McCormick, K (2016), “The attractiveness-positivity link: let’s contextualize it,”
Journal of Retailing and Consumer Services, Vol. 32, 39-45.

Mo, G, Y., Hayat, T. (2014), “Advice Giving and Receiving Within a Research
Network”, American Behavioral Scientist, Vol. 59, No. 5, 582-598.

Morwitz, V. (2014), “Consumers’ Purchase Intentions and their Behavior”,
Foundations and Trends in Marketing, Vol. 7, No. 3, 181-230.

Mosavi, K, M., Ghaedi, M, S. A. (2011). The application of european customer
satisfaction index (ecsi) model in determining the antecedents of
satisfaction, trust, and repurchase intention in five-star hotels in Shiraz
Iran. African Journal of Business Management, VVol. 6. No. 1, 6103-6113.

Moyer-Guse., Brokes, S., Mahood, C. (2011), “Entertainment-Education in the

Context of Humor: Effects on Safer Sex Intentions and Risk
Perceptions”, Health Communication, Vol. 26, No. 8, 765-74.

129


https://zapclinic.com/zapbeautyindex
https://blog.kissmetrics.com/guide-to-influencer-targeting

PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Muda, M., Hamzah, M, 1. (2021), “Should | suggest this YouTube clip? The
impact of UGC source credibility on eWOM and purchase intention”,
Journal of Research in Interactive Marketing, Vol. 15, No. 3, 441-459.

Nambisan, P., Watt, J, H. (2011), “Managing customer experiences in online
product communities”, Journal of Business Research, Vol. 64, No. 8,
889-895.

Ohanian, R. (1991). The impact of celebrity spokespersons' perceived image on
consumers' intention to purchase. Journal of Advertising Research, Vol.
31, No. 1, 46-54.

Papacharissi, Z., Rubin, A. (2000). Predictors of Internet Use. Journal of
Broadcasting & Electronic Media, Vol. 44, No. 2, 175-196.

Perse, E.M., Rubin, R.R., (1989). Attribution in social and para-social
relationships. Commun. Res. Vol. 19, 59-77.

Pina, L. S., Loureiro, S. M. C., Rita, P., Sarmento, E. M., Bilro, R. G., &
Guerreiro, J. (2019). Analysing Consumer-Brand Engagement Through
Appreciative Listening on Social Network Platforms. Journal of
Promotion Management, VVol. 25, No. 3, 304-313.

Pina, L. S., Loureiro, S. M. C., Rita, P., Sarmento, E. M., Bilro, R. G., &
Guerreiro, J. (2019). Analysing Consumer-Brand Engagement Through
Appreciative Listening on Social Network Platforms. Journal of
Promotion Management, Vol. 25, No. 3, 304-313.

Pornpitakpan, C. (2004). The Persuasiveness of Source Credibility: A Critical
Review of Five Decades' Evidence, Journal of Applied Social
Psychology, Vol. 34, No. 2, 243-281.

Purnamaningsih, P., Rizkalla, N. (2020). The Role of Parasocial Interaction on
Consumers’ Intention to Purchase Beauty Products. Revista CEA, Vol. 6,
No. 12, 13-27

Randhawa, Burnham, T.A., Frels, J.K. and Mahajan. (2003). Research Methods
for Business: A Skill Building Approach4th edition. New York: John
Wiley & Sons, Inc.

Rebelo, M, F. (2017), "How Influencers’ Credibility on Instagra is perceived by
consumers and its impact on purchase intentsion,” disertasi, Business
Admnistration, At the Universidade Catolica Portuguesa, Portugal, 11
May.

130



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Rosaen, S, F., Dibble & Hartmann. (2019). Does the Experience of Parasocial
Interaction Enhance Persuasiveness of Video Public Service Messages?
Journal of Promotion Management, Vol. 36, No. 3, 1-8.

Rubin, A.M., Perse, E.M., Powell, R.A., (1985). Loneliness, para-social
interaction, and local television news viewing. Human Commun. Res.
Vol. 12, No. 2, 155-180.

Rubin, R. B. & Mchugh, M. P. (1987). Development of parasocial interaction
relationships. Journal of Broadcasting & Electronic Media, Vol. 31, 279-
292.

Saima & Khan. (2020), “Effect of Social Media Influencer Marketing on
Consumers’ Purchase Intention and the Mediating Role of Credibility”,
Journal of Promotion Management, Vol. 27. No. 4, 1-22.

Sakib, M, N., Zolfagharian, M., Yazdanparast, A. (2020), “Does parasocial
interaction with weight loss vloggers affect compliance? The role of
vlogger characteristics, consumer readiness, and health consciousness”,
Journal of Retailing and Consumer Services, Vol. 52, No. 8, 1-11.

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, Vol. 11, No. 2, 597-
622.

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial Least Squares Structural
Equation Modeling. Handbook of Market Research. Springer, Cham.

Schmid, H., Klimmt, C. (2011), “A magically nice guy: Parasocial relationships
with Harry Potter across different cultures”, the International
Communication Gazette, Vol. 73, No. 3, 252-269.

Schouten, A., Janssen, L., and Verspaget, M. (2020), “Celebrity vs. Influencer
endorsements in advertising: the role of identification, credibility, and
Product-Endorser fit”, International Journal of Advertising, Vol. 37, No.
7,1-24.

Scott, David M. (2015). The New Rules of Marketing and PR (5th Edition). New
York, NY: Wiley.

Shah, S, S., Aziz, J., Jaffari, A, R., Wariz & Ejaz. (2011), “The Impact of Brands

on Consumer Purchase Intentions”, Asian Journal of Business
Management, Vol. 4, No. 2, 105-110.

131



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Sharma, V., Poulose, J., Mohanta, S. and Antony, L, E. (2018), “Influence of the
dimensions of CSR activities on consumer purchase intention”,
Innovative Marketing Journal, Vol. 14, No. 1, 23-32.

Sokolova, K, & Kefi, H. (2020), “Instagram and YouTube bloggers promote it,
why should I buy? How credibility and parasocial interaction influence
purchase intentions”, Journal of Retailing and Consumer Services, Vol.
53, 1-9.

Stephens, D. L., Hill, R. P., & Bergman, K. (1996). Enhancing the
consumerproduct relationship: Lessons from the QVC home shopping
channel. Journal of Business Research, Vol. 37, 193-200.

Stever, G, S., Lawson, K. (2013), “Twitter as a Way for Celebrities to
Communicate with Fans: Implications for the Study of Parasocial
Interaction”, North American Journal of Psychology, Vol. 15, No. 2,
339-354.

Tang, J., Hu, X., Gao, H., & Liu, H. (2012). Unsupervised feature selection for
linked social media data. In Proceedings of the 18th ACM SIGKDD
International Conference on Knowledge Discovery and Data Mining —
KDD ’12, 904-912.

Tarig, M, I., Nawaz, M, R., Nawaz, M, M. and Butt, H, A. (2013), “Customer
Perceptions about Branding and Purchase Intention: A Study of FMCG
in an Emerging Market”, Journal of Basic and Applied Scientific
Research, Vol. 3, No. 2, 340-347.

Taylor, R. (1990). Interpretation of the correlation coefficient: A basic review.
Journal of Diagnostic Medical Sonography, Vol. 1, 35-39.

Turner, J.R., (1993). Interpersonal and psychological predictors of para-social
interaction with different television performers. Commun. Quarterly 41
Vol. 4, 443-453.

Van Driel, L., and Dumitrica, D. (2021), “Selling brands while staying
“Authentic”:  The professionalization of Instagram influencers”,
Convergence: The International Journal of Research into New Media
Technologies, Vol. 27, No. 1, 66-84.

Van Leeuwen, M, L., & Macrae, C., N. (2004). Is beautiful always good? Implicit

benefits of facial attractiveness. Social Cognition, Vol. 22, No. 6, 637-
649.

132



PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Veirman, D, M., Cauberghe, V and Hudderrs, L. (2017), “Marketing through
Instagram influencers: the impact of number of followers and product
divergence on brand attitude”, International Journal of Advertising, Vol.
36 No. 5, 798-828.

Wang, Z., Walther, J.B., Pingree, S. and Hawkins, R.P. (2008), “Health
information, credibility, homophily, and influence via the Internet: web
sites versus discussion groups”, Health Communication, Vol. 23 No. 4,
358-368.

Wang, S., Scheinbaum, A, C. (2017), “Trustworthiness Trumps Attractiveness
and Expertise: Enhancing Brand Credibility Through Celebrity
Endorsement”, Journal of Advertising Research, Vol. 58, No. 1, 1-40.

Williamson, D.A. (2019), “Global Influencer Marketing 2019 What to Know
About Spending, Stories, Fraud and Microinfluencers”.
Available at:  https://www.emarketer.com/content/global-influencer-
marketing-2019, accessed on Sep 15, 2021.

Wu, P, C., Yeh, Yeung-Yuh, G. and Hsiao, Chieh-Ru. (2011), “The effect of store
image and service quality on brand image and purchase intention for
private label brands”, Australasian Marketing Journal, Vol. 19, No. 1,
30-39.

Xiang, L., Zheng, X., & Lee Zao. (2016), “Exploring consumers’ impulse buying
behavior on social commerce platform: The role of parasocial
interaction”, International Journal of Information Management, Vol. 36,
No. 3, 333-347.

Yuswohady. (2020), “30 Prediksi Perilaku Konsumen di NEW NORMAL”.
Available at: https://www.yuswohady.com/2020/04/23/perilaku-
konsumen-di-new-normal/, accessed on Sep 22, 2021.

Zheng, Xiabing., Xiang, Jingi, Men., Li.,, Yang, Feng. (2019), “Role of
technology attraction and parasocial interaction in social shopping
websites”, International Journal of Information Management, Vol. 51,
No. 7, 1-13.

(2018), “Industri Kosmetik Nasional Tumbuh 20%".
Available at: https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-
Nasional-Tumbuh-20, accessed on Sep 28, 2021.

(2020), “Beauty & Personal Care Report 2020”.
Available at:  https://www.statista.com/study/55499/cosmetics-and-
personal-care/, accessed on Sep 23, 2021.

133


https://www.emarketer.com/content/global-influencer-marketing-2019
https://www.emarketer.com/content/global-influencer-marketing-2019
https://www.yuswohady.com/2020/04/23/perilaku-konsumen-di-new-normal/
https://www.yuswohady.com/2020/04/23/perilaku-konsumen-di-new-normal/
https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20
https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20
https://www.statista.com/study/55499/cosmetics-and-personal-care/
https://www.statista.com/study/55499/cosmetics-and-personal-care/

PENGARUH KREDIBILITAS DAN INTERAKSI PARASOSIAL DARI PENDENGUNG DI INSTAGRAM
PADA NIAT BELI KONSUMEN
MUNA AGNITA, Dr. Sahid Susilo Nugroho, M.Sc

Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

(2021), “Consumer shopping behavior in Indonesia”.
Available at: https://www.statista.com/study/89485/consumer-shopping-
behavior-in-indonesia/, accessed on Sep 23, 2021

134


https://www.statista.com/study/89485/consumer-shopping-behavior-in-indonesia/
https://www.statista.com/study/89485/consumer-shopping-behavior-in-indonesia/

	DAFTAR PUSTAKA

