Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

30
UNIVERSITAS
GADJAH MADA

Daftar Pustaka

Akbarov, S. (2020). The impact of social media marketing on consumer moderating role
of gender and income. Scholedge International Journal of Multidisciplinary &
Allied Studies ISSN 2394-336X, 7(7), 147. https://doi.org/10.19085/sijmas070701

Augustine, K. (2019). 1/5th of American Consumers Have Made a Purchase

Based on an Influencer.

ase-based-on-an-influencer/

Azwar, S. (2001). Asumsi-asumsi dalam Inferensi Statistika. Buletin Psikologi Fakultas

Psikologi Universitas Gadjah Mada, 9(1). https://doi.org/10.22146/bpsi.7436
Azwar, S. (2011). Reliabilitas dan Validitas. Yogyakarta : Pustaka Pelajar.

Content called out 47 of consumers fatigued by repetitive influencers. (2018).

Bazaarvoice https://www.bazaarvoice.com/uk/press/

Chopra, A., Avhad, V., & Jaju, A. S. (2020). Influencer Marketing: An exploratory study
to identify antecedents of consumer behavior of millennials. Business
Perspectives and Research, 9(1), 77-91.
https://doi.org/10.1177/2278533720923486

Dadwal, S. S., Jamal, A., Harris, T., Brown, G., & Raudhah, S. (2020). Technology and
sharing economy-based business models for marketing to connected consumers.

Handbook of Research on Innovations in Technology and Marketing for the
Connected Consumer, 62-93. https://doi.org/10.4018/978-1-7998-0131-3.ch004

Daj, A. & Chirca, A. (2009). The adoption of digital marketing in financial services under
crisis. Bulletin of the Transilvania University of Braqov, 2(51), 161-166.

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram
influencers: The impact of number of followers and product divergence on brand
attitude.  International  Journal of  Advertising,  36(5), 798-828.
https://doi.org/10.1080/02650487.2017.1348035


https://doi.org/10.19085/sijmas070701
https://civicscience.com/1-5th-of-american-consumers-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/1-5th-of-american-consumers-have-made-a-purchase-based-on-an-influencer/
https://doi.org/10.22146/bpsi.7436
https://www.bazaarvoice.com/uk/press/
https://doi.org/10.4018/978-1-7998-0131-3.ch004

Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/ 31

UNIVERSITAS
GADJAH MADA

Dholakia, R. R., & Sternthal, B. (1977). Highly credible sources: Persuasive facilitators
or persuasive liabilities? Journal of Consumer Research, 3(4), 223.

https://doi.org/10.1086/208671

Erkan, 1., & Evans, C. (2016). The influence of ewom in social media on consumers’
purchase intentions: An extended approach to information adoption. Computers

in Human Behavior, 61, 47-55. https://doi.org/10.1016/j.chb.2016.03.003

Ghozali, 1. 2018. Aplikasi Analisis Multivariate dengan Program I[IBM SPSS 25.

Universitas Diponegoro.

Hall, J. (2016, June 04). The Influencer Marketing Gold Rush is coming: Are you
prepared?
https://www.forbes.com/sites/johnhall/2016/04/17/the-influencer-marketing-gold-
rush-is-coming-are-you-prepared/?sh=495cb73434fb

Hanum, H. (2011). Perbandingan Metode Stepwise, Best Subset Regression, dan Fraksi
dalam Pemilihan Model Regresi Berganda Terbaik. Fakultas Matematika dan

Ilmu Pengetahuan Alam Universitas Sriwijaya.

Herrero, A., San Martin, H., & Garcia-De los Salmones, M. del. (2017). Explaining the
adoption of social networks sites for sharing user-generated content: A revision
of the UTAUT2. Computers in Human Behavior, 71, 209-217.
https://doi.org/10.1016/j.chb.2017.02.007

Hollensen, S., & Schimmelpfennig, C. (2013). Selection of celebrity endorsers.
Marketing Intelligence & Planning, 31(1), 88-102.
https://doi.org/10.1108/02634501311292948

Horton, R. (2003). Similarity and attractiveness in social perception: Differentiating
between biases for the self and the beautiful. Self and Identity, 2(2), 137-152.
https://doi.org/10.1080/15298860309033

Hovland, C. 1., Janis, I. L., & Kelley, H. H. (1953). Communication and persuasion;

psychological studies of opinion change. Yale University Press.

Hsu, C., Chuan-Chuan Lin, J., & Chiang, H. (2013). The effects of blogger


https://www.forbes.com/sites/johnhall/2016/04/17/the-influencer-marketing-gold-rush-is-coming-are-you-prepared/?sh=495cb73434fb
https://www.forbes.com/sites/johnhall/2016/04/17/the-influencer-marketing-gold-rush-is-coming-are-you-prepared/?sh=495cb73434fb

Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/ 32

UNIVERSITAS
GADJAH MADA

recommendations on customers’ online shopping intentions. Infernet Research,

23(1), 69-88. https://doi.org/doi:10.1108/10662241311295782

Hyan Yoo, K., & Gretzel, U. (2008). The influence of perceived credibility on preferences
for recommender systems as sources of advice. Information Technology &

Tourism, 10(2), 133—146. https://doi.org/10.3727/109830508784913059

Isyanto, P., Sapitri, G. R., & Sinaga. O. (2019). Micro Influencers Marketing and Brand
Image to Purchase Intention of Cosmetic Products Focallure. Journal Sys Rv

Pharm, 11(1), 601 - 605. https://doi.org/10.5530/srp.2020.1.75

Jiménez-Castillo, D., & Sanchez-Fernandez, R. (2019). The role of Digital Influencers in
brand recommendation: Examining their impact on engagement, expected value

and purchase intention. International Journal of Information Management, 49,

366-376. https://doi.org/10.1016/j.ijinfomgt.2019.07.009

Jin, S., & Phuam J. (2014). ‘Following celebrities’ tweets about brands: the impact of
twitter-based electronic word-of-mouth on consumers’ source credibility
perception, buying intentions, & social identification with celebrities. Journal of

Adbvertising, 43(2), 181 - 195. https://doi.org/10.1080/00913367.2013.827606

Kominfo, P. Kemkominfo: Pengguna internet di indonesia capai 82 juta. Website Resmi
Kementerian Komunikasi dan Informatika RI.
https://www.kominfo.go.id/index.php/content/detail/3980/Kemkominfo%3 A+Pen

gguna+Internet+di+Indonesia+Capai+82+Juta/0/berita_satker

Labrecque, L. 1. (2014). Fostering consumer—brand relationships in social media
environments: The role of Parasocial Interaction. Journal of Interactive

Marketing, 28(2), 134-148. https://doi.org/10.1016/j.intmar.2013.12.003

Lee, K. (2018). 2018: Year of the Influencer Marketing Implosion.

https://martech.org/2018-year-influencer-year-influencer-marketing-implosion/

Lin, H., Bruning, P. F., & Swarna, H. (2018). Using online opinion leaders to promote the
hedonic and utilitarian value of products and services. Business Horizons, 61(3),

431-442. https://doi.org/10.1016/j.bushor.2018.01.010


https://doi.org/10.1016/j.ijinfomgt.2019.07.009
https://doi.org/10.1080/00913367.2013.827606

Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/ 33

UNIVERSITAS
GADJAH MADA

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of influencer attributes on purchase
intentions in social media influencer marketing: Mediating roles of
characterizations. Technological Forecasting and Social Change, 174, 121246.
https://doi.org/10.1016/j.techfore.2021.121246

McCroskey, J. C., & McCain, T. A. (1974). The measurement of interpersonal attraction.
Speech Monographs, 41(3), 261-266.
https://doi.org/10.1080/03637757409375845

McCormick, K. (2016). Celebrity endorsements: Influence of a product-endorser match
on Millennials Attitudes and Purchase Intentions. Journal of Retailing and

Consumer Services, 32,39-45. https://doi.org/10.1016/j.jretconser.2016.05.012

Nurhayati, W. H. (2022). Share of Instagram users in Indonesia as of August 2022, by age
group.
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indo
nesia/#:~:text=According%20t0%20information%20from%20NapoleonCat.femal
€%20and%2048.3%?20percent%20male

Ohanian, R. (1990). 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

Palmer, C. L., & Peterson, R. D. (2016). Halo effects and the attractiveness premium in
perceptions of political expertise. American Politics Research, 44 (2), 353-382.
https://doi.org/10.1177/1532673X15600517.

Petty, R. E., & Cacioppo, J. T. (1981). Attitudes and persuasion: Classic and
Contemporary Approaches. Routledge. https://doi.org/10.4324/9780429502156

Pujilestari, S., Dwidayanti, N., & Sugiman. (2017). Pemilihan Model Regresi Linier
Berganda Terbaik Pada Kasus Multikolinieritas Berdasarkan Metode Principal
Component Analysis (Pca) Dan Metode Stepwise. UNNES Journal of

Mathematics.


https://psycnet.apa.org/doi/10.1080/03637757409375845
https://psycnet.apa.org/doi/10.1080/03637757409375845
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indonesia/#:~:text=According%20to%20information%20from%20NapoleonCat,female%20and%2048.3%20percent%20male
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indonesia/#:~:text=According%20to%20information%20from%20NapoleonCat,female%20and%2048.3%20percent%20male
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indonesia/#:~:text=According%20to%20information%20from%20NapoleonCat,female%20and%2048.3%20percent%20male
https://doi.org/

Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/ 34

UNIVERSITAS
GADJAH MADA

Reichelt, J., Sievert, J., & Jacob, F. (2013). How credibility affects ewom reading: The
influences of expertise, trustworthiness, and similarity on utilitarian and social
functions.  Journal of Marketing Communications, 20(1-2), 65-81.
https://doi.org/10.1080/13527266.2013.797758

Rohm, A., D. Kaltcheva, V., & R. Milne, G. (2013). A mixed-method approach to
examining brand-consumer interactions driven by social media. Journal of
Research in Interactive Marketing, 7(4), 295-311.
https://doi.org/10.1108/jrim-01-2013-0009

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P, & Islam, R. (2019). Social
Media Marketing: Comparative Effect of advertisement sources. Journal of
Retailing and Consumer Services, 40, 58-69.
https://doi.org/10.1016/j.jretconser.2017.11.001

Smith, N. C., Read, D., & Lodpez-Rodriguez, S. (2010). Consumer perceptions of
corporate social responsibility: The CSR Halo Effect. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.1577000

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, 53, 101742,

https://doi.org/10.1016/j.jretconser.2019.01.011

Sternthal, B., Dholakia, R., & Leavitt, C. (1978). The persuasive effect of source
credibility: tests of cognitive response. Journal of Consumer Research. 4 (4),

252-260. https://doi.org/10.1086/208704.

Suhendra, & Adam, A. (2017). Milenial Tua versus Milenial Muda. tirto.id.

https://tirto.id/milenial-tua-versus-milenial-muda-coEL

Zhou, S., Barnes, L., McCormick, H., & Blazquez Cano, M. (2021). Social Media
influencers’ narrative strategies to create EWOM: A theoretical contribution.
International ~ Journal  of  Information  Management, 59, 102293.
https://doi.org/10.1016/j.ijinfomgt.2020.102293

Veissi, L (2017). Influencer Marketing on Instagram (Thesis).


https://doi.org/10.1086/208704

Pengaruh Atribut Kredibilitas Sumber dan Daya Tarik Personal Pada Influencer Terhadap Minat Beli
Pada Generasi Milenial
FEBIYANTI ANINDYA, Rahmat Hidayat, S.Psi., M.Sc., Ph.D

UNIVERSITAS Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/ 35
GADJAH MADA
https: th fi/bitstream/handle/10024/135448/Iman_Veissi.pdf? n
e=1

Wang, S. W., & Scheinbaum, A. C. (2017). Enhancing brand credibility via celebrity
endorsement.  Journal  of  Advertising  Research, 58(1), 16-32.
https://doi.org/10.2501/jar-2017-042

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements:
How advertising disclosure and source credibility affect consumer purchase
intention on social media. Australasian Marketing Journal, 28(4), 160-170.

https://doi.org/10.1016/j.ausm;j.2020.03.002

Zatwarnicka-Madura, B., Nowacki, R., & Wojciechowska, I. (2022). Influencer
marketing as a tool in modern communication—possibilities of use in green
energy promotion amongst Poland’s generation Z. Energies, 15(18), 6570.
https://doi.org/10.3390/en15186570

Zhang, K. Z., & Benyoucef, M. (2016). Consumer behavior in social commerce: A
literature review. Decision Support Systems, 86, 95-108.

https://doi.org/10.1016/5.dss.2016.04.001



https://www.theseus.fi/bitstream/handle/10024/135448/Iman_Veissi.pdf?sequence=1
https://www.theseus.fi/bitstream/handle/10024/135448/Iman_Veissi.pdf?sequence=1
https://doi.org/10.1016/j.dss.2016.04.001

