UNIVERSITAS

Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

GADJAH MADA

DAFTAR PUSTAKA

Abzari, M., Ghassemi, R. A., & Vosta, L. N. (2014). Analysing the effect of
social media on Brand Attitude and purchase intention: The case of iran
khodro company. Procedia - Social and Behavioral Sciences, 143, 822—-826.
https://doi.org/10.1016/j.sbspro.2014.07.483

Ahdiat, A. (2023, March 17). Ekspor Alas Kaki Melesat pada 2022, Cetak Rekor
Baru: Databoks. Pusat Data Ekonomi dan Bisnis Indonesia.
https://databoks.katadata.co.id/datapublish/2023/03/17/ekspor-alas-kaki-
melesat-pada-2022-cetak-rekor-baru

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-t

Ajzen, I. (2011a). The theory of planned behaviour: Reactions and reflections.
Psychology &amp; Health, 26(9), 1113—-1127.
https://doi.org/10.1080/08870446.2011.613995

Ajzen, I. (2011b). The theory of planned behaviour: Reactions and reflections.
Psychology &amp; Health, 26(9), 1113—-1127.
https://doi.org/10.1080/08870446.2011.613995

Ajzen, 1. (2020). The theory of planned behavior: Frequently asked questions.
Human Behavior and Emerging Technologies, 2(4), 314-324.
https://doi.org/10.1002/hbe2.195

Ajzen, 1., & Fishbein, M. (2002). Understanding attitudes and predicting social
behavior. Prentice-Hall.

Al-Debei, M. M., Al-Lozi, E., & Papazafeiropoulou, A. (2013). Why people keep
coming back to Facebook: Explaining and predicting continuance
participation from an extended theory of planned behaviour perspective.
Decision Support Systems, 55(1), 43—54.
https://doi.org/10.1016/j.dss.2012.12.032

Al-Swidi, A., Mohammed Rafiul Huque, S., Haroon Hafeez, M., & Noor Mohd
Shariff, M. (2014). The role of subjective norms in theory of planned
behavior in the context of organic food consumption. British Food Journal,
116(10), 1561-1580. https://doi.org/10.1108/bfj-05-2013-0105

Aliaga, M., & Gunderson, B. (2002). Interactive statistics. Sage.



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Allensyah, A. (2021, September 22). Menelaah Kembali Arti semangat local
pride bareng dr. Tirta. Hypebeast.
https://hypebeast.com/id/2021/9/menelaah-kembali-arti-semangat-local-
pride-bareng-dr-tirta

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between
celebrity endorser effects and advertising effectiveness. International
Journal of Advertising, 27(2), 209-234.
https://doi.org/10.1080/02650487.2008.11073052

Annur, C. M. (2023, November 22). Indonesia Punya Pengguna tiktok terbanyak
ke-2 di dunia: Databoks. Pusat Data Ekonomi dan Bisnis Indonesia.
https://databoks.katadata.co.id/datapublish/2023/11/22/indonesia-punya-
pengguna-tiktok-terbanyak-ke-2-di-dunia

Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned
behaviour: A meta-analytic review. British Journal of Social Psychology,
40(4), 471-499. https://doi.org/10.1348/014466601164939

Bagozzi, R. P., & Warshaw, P. R. (1990). Trying to consume. Journal of
Consumer Research, 17(2), 127. https://doi.org/10.1086/208543

Belanche, D., Flavian, M., & Ibanez-Sanchez, S. (2020). Followers’ reactions to
influencers’ instagram posts. Spanish Journal of Marketing - ESIC, 24(1),
37-54. https://doi.org/10.1108/sjme-11-2019-0100

Bergkvist, L., Hjalmarson, H., & Migi, A. W. (2016). A new model of how
celebrity endorsements work: Attitude toward the endorsement as a
mediator of celebrity source and endorsement effects. International Journal
of Advertising, 35(2), 171-184.
https://doi.org/10.1080/02650487.2015.1024384

Bhatia, V. (2020). Drivers and barriers of permission-based marketing. Journal of
Research in Interactive Marketing, 14(1), 51-70.
https://doi.org/10.1108/jrim-07-2018-0088

Brown, D., & Hayes, N. (2008). Influencer Marketing.
https://doi.org/10.4324/9780080557700

Chang, M. K. (2012). Predicting unethical behavior: A comparison of the theory
of reasoned action and the theory of planned behavior. Citation Classics
from the Journal of Business Ethics, 433—445. https://doi.org/10.1007/978-
94-007-4126-3 21

Chetioui, Y., Benlafqih, H., & Lebdaoui, H. (2019). How fashion influencers
contribute to consumers’ purchase intention. Journal of Fashion Marketing



UNIVERSITAS

Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

GADJAH MADA

and Management: An International Journal, 24(3), 361-380.
https://doi.org/10.1108/jfmm-08-2019-0157

Chin, W. W. (1998). The partial least squares approach for structural equation
modeling. Modern Methods for Business Research, 295-336.

Choi, S. M., & Rifon, N. J. (2012). It is a match: The impact of congruence
between celebrity image and Consumer Ideal Self on endorsement
effectiveness. Psychology &amp; Marketing, 29(9), 639—-650.
https://doi.org/10.1002/mar.20550

Colliander, J., & Dahlén, M. (2011). Following the fashionable friend: The Power
of Social Media. Journal of Advertising Research, 51(1), 313-320.
https://doi.org/10.2501/jar-51-1-313-320

Cooke, R., & Sheeran, P. (2004). Moderation of cognition-intention and
cognition-behaviour relations: A meta-analysis of properties of variables
from the theory of planned behaviour. British Journal of Social Psychology,
43(2), 159-186. https://doi.org/10.1348/0144666041501688

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

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influence of
reference groups on consumers’ connections to Brands. Journal of
Consumer Psychology, 13(3), 339-348.
https://doi.org/10.1207/s15327663jcp1303 14

Escalas, J. E., & Bettman, J. R. (2005). Self-construal, reference groups, and
brand meaning. Journal of Consumer Research, 32(3), 378-389.
https://doi.org/10.1086/497549

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention and behaviour: An
introduction to theory and research. Addison-Wesley.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39. https://doi.org/10.2307/3151312

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the
social media influencers? A study of public perceptions of personality.
Public Relations Review, 37(1), 90-92.
https://doi.org/10.1016/j.pubrev.2010.11.001



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada

Influencer dr. Tirta dan Talbotrio) o
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Garretson, J. A., & Niedrich, R. W. (2004). Spokes-characters : Creating character
trust and positive brand attitudes. Journal of Advertising, 33(2), 25-36.
https://doi.org/10.1080/00913367.2004.10639159

Geho, P. R., & Dangelo, J. (2012). The evolution of social media as a marketing
tool for entrepreneurs. Entrepreneurial Executive, 17, 61-68.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate
credibility and celebrity credibility on consumer reaction to advertisements
and brands. Journal of Advertising, 29(3), 43-54.
https://doi.org/10.1080/00913367.2000.10673616

Graeff, T. R. (1996). Using promotional messages to manage the effects of brand
and self-image on Brand Evaluations. Journal of Consumer Marketing,
13(3), 4-18. https://doi.org/10.1108/07363769610118921

Hair, F. J., Black, C. W., Babin, J. B., & Anderson, E. R. (2014). Multivariate
data analysis (7th ed.).

Hair, J. F. (2019). Multivariate Data Analysis. Cengage.

Hair, J. F., M., H. G. T., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial
least squares structural equation modeling (PLS-SEM). SAGE.

Harto, S. (2023, July 11). Melalui Gerakan Nasional Bangga Buatan Indonesia,
Saatnya UMKM Meroket. Melalui Gerakan Nasional Bangga Buatan
Indonesia, Saatnya UMKM Meroket.
https://djpb.kemenkeu.go.id/kppn/sukabumi/id/data-publikasi/artikel/3049-
melalui-gerakan-nasional-bangga-buatan-indonesia,-saatnya-umkm-
meroket.html

Hayes, N., & Coleridge, S. T. (2011). The rime of the modern mariner. Jonathan
Cape.

Hayes, R. A., & Carr, C. T. (2015). Does being social matter? effects of enabled
commenting on credibility and brand attitude in social media. Journal of
Promotion Management, 21(3), 371-390.
https://doi.org/10.1080/10496491.2015.1039178

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies.
Evidence Based Nursing, 18(3), 66—67. https://doi.org/10.1136/eb-2015-
102129

Hegner, S. M., Fenko, A., & Teravest, A. (2017). Using the theory of planned
behaviour to understand Brand Love. Journal of Product &amp, Brand
Management, 26(1), 26—41. https://doi.org/10.1108/jpbm-06-2016-1215



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)

MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D. o
UNIVERSITAS Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/
GADJAH MADA

Henseler, J., Ringle, C. M., & Sarstedt, M. (2014). A new criterion for assessing
discriminant validity in variance-based structural equation modeling.

Journal of the Academy of Marketing Science, 43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Hill, T., Smith, N. D., & Mann, M. F. (1987). Role of efficacy expectations in
predicting the decision to use advanced technologies: The case of

computers. Journal of Applied Psychology, 72(2), 307-313.
https://doi.org/10.1037/0021-9010.72.2.307

Hosany, S., & Martin, D. (2012). Self-image congruence in consumer behavior.
Journal of Business Research, 65(5), 685—691.

https://doi.org/10.1016/j.jbusres.2011.03.015

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

persuasion. Schliisselwerke Der Medienwirkungsforschung, 49—60.
https://doi.org/10.1007/978-3-658-09923-7 5

Huang, Y., Jim Wu, Y., Wang, Y., & Boulanger, N. C. (2011). Decision making
in online auctions. Management Decision, 49(5), 784-800.
https://doi.org/10.1108/00251741111130850

Jabr, W., & Zheng, Z. (Eric). (2014). Know yourself and know your enemy: an
analysis of firm recommendations and Consumer Reviews in a competitive
environment. MIS Quarterly, 38(3), 635—-654.
https://doi.org/10.25300/misq/2014/38.3.01

Jain, S., & Khan, M. N. (2017). Measuring the impact of beliefs on luxury buying

behavior in an emerging market. Journal of Fashion Marketing and
Management: An International Journal, 21(3), 341-360.
https://doi.org/10.1108/jfmm-07-2016-0065

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual

framework and empirical investigation of Indian consumers. Journal of
Retailing and Consumer Services, 41, 60—69.

https://doi.org/10.1016/j.jretconser.2017.11.008

Jaiswal, D., Deshmukh, A. K., & Thaichon, P. (2022). Who will adopt electric

vehicles? segmenting and exemplifying potential buyer heterogeneity and
forthcoming research. Journal of Retailing and Consumer Services, 67,
102969. https://doi.org/10.1016/j.jretconser.2022.102969

Jaiswal, D., Kaushal, V., Kant, R., & Kumar Singh, P. (2021). Consumer adoption
intention for electric vehicles: Insights and evidence from Indian

Sustainable Transportation. Technological Forecasting and Social Change,
173, 121089. https://doi.org/10.1016/j.techfore.2021.121089



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Jin, S. V., Mugaddam, A., & Ryu, E. (2019). Instafamous and social media
influencer marketing. Marketing Intelligence &amp, Planning, 37(5), 567—
579. https://doi.org/10.1108/mip-09-2018-0375

Jin, S.-A. A., & Phua, J. (2014). Following celebrities’ tweets about brands: The
impact of Twitter-based electronic word-of-mouth on consumers’ source
credibility perception, buying intention, and social identification with
celebrities. Journal of Advertising, 43(2), 181-195.
https://doi.org/10.1080/00913367.2013.827606

Johar, J. S., & Sirgy, M. J. (1991). Value-expressive versus utilitarian advertising
appeals: When and why to use which appeal. Journal of Advertising, 20(3),
23-33. https://doi.org/10.1080/00913367.1991.10673345

Kalu, F. (2019). The Impact Of Social Media Influencer Marketing On Purchase
Intention From An Irish Male Millennial’s Perception: A Case Study Of
Irish Fashion Industry (thesis). Dublin.

Kim, A.J., & Ko, E. (2010). Impacts of luxury fashion brand’s social media
marketing on customer relationship and purchase intention. Journal of
Global Fashion Marketing, 1(3), 164-171.
https://doi.org/10.1080/20932685.2010.10593068

Kim, S., Kandampully, J., & Bilgihan, A. (2018). The influence of EWOM
Communications: An application of online social network framework.
Computers in Human Behavior, 80, 243-254.
https://doi.org/10.1016/j.chb.2017.11.015

Koay, K. Y., Cheah, C. W., & Yap, J. Y. (2023). Self-influencer congruence,
parasocial relationships, credibility, and purchase intentions: A sequential
mediation model. Journal of Relationship Marketing, 23(1), 1-20.
https://doi.org/10.1080/15332667.2023.2216373

Koay, K. Y., Lim, W. M., Kaur, S., Soh, K., & Poon, W. C. (2023). How and
when Social Media Influencers’ intimate self-disclosure fosters purchase
intentions: The roles of Congruency and parasocial relationships. Marketing
Intelligence &amp, Planning, 41(6), 790-809. https://doi.org/10.1108/mip-
06-2023-0246

Kotler, P., & Keller, K. L. (2016). Marketing management: 15th edition. Pearson
Education.

Krisdamarjati, Y. A. (2020, February 29). Ventela Dan Tantangan popularitas
Sepatu Lokal di Indonesia. kompas.id.
https://www.kompas.id/baca/riset/2020/02/29/ventela-dan-tantangan-
popularitas-sepatu-lokal-di-indonesia



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Langner, T., & Eisend, M. (2011). Effects of celebrity endorsers’ attractiveness
and expertise on brand recall of transformational and informational
products. Advances in Advertising Research (Vol. 2), 451-460.
https://doi.org/10.1007/978-3-8349-6854-8 29

Lemon. (2023, February 20). Cara Mengetahui Rate Card Influencer: Lemon -
Indonesia Influencer Platform. https://lemon.co.id/articles/cara-mengetahui-
rate-card-influencer/

Leung, F. F., Gu, F. F., & Palmatier, R. W. (2022). Online influencer marketing.
Journal of the Academy of Marketing Science, 50(2), 226-251.
https://doi.org/10.1007/s11747-021-00829-4

Li, Y., & Peng, Y. (2021). Influencer marketing: Purchase intention and its
antecedents. Marketing Intelligence &amp, Planning, 39(7), 960-978.
https://doi.org/10.1108/mip-04-2021-0104

Lim, X. J., Mohd Radzol, A. R., Cheah, J.-H. (Jacky), & 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,
7(2). https://doi.org/10.14707/ajbr.170035

Lind, D. A., Marchal, W. G., & Wathen, S. A. (2015). Statistical Techniques in
Business & Economics. McGraw-Hill Education.

Liu, F., Li, J., Mizerski, D., & Soh, H. (2012). Self-congruity, Brand Attitude, and
Brand Loyalty: A Study on Luxury Brands. European Journal of Marketing,
46(7/8), 922-937. https://doi.org/10.1108/03090561211230098

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, 19(1), 58-73.
https://doi.org/10.1080/15252019.2018.1533501

Lu, L.-C., Chang, W.-P., & Chang, H.-H. (2014). Consumer attitudes toward
blogger’s sponsored recommendations and purchase intention: The effect of
sponsorship type, product type, and Brand Awareness. Computers in Human

Behavior, 34, 258-266. https://doi.org/10.1016/j.chb.2014.02.007

Macheka, T., Quaye, E. S., & Ligaraba, N. (2023a). The effect of online customer
reviews and celebrity endorsement on young female consumers’ purchase
intentions. Young Consumers. https://doi.org/10.1108/yc-05-2023-1749

Macheka, T., Quaye, E. S., & Ligaraba, N. (2023b). The effect of online customer
reviews and celebrity endorsement on young female consumers’ purchase
intentions. Young Consumers. https://doi.org/10.1108/yc-05-2023-1749



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

MacKenzie, S. B., Lutz, R. J., & Belch, G. E. (2006). The role of attitude toward
the ad as a mediator of advertising effectiveness: A test of competing
explanations. Journal of Marketing Research, 23(2), 130.
https://doi.org/10.2307/3151660

Marcoulides, G. A. (1998). Modern Methods for Business Research. Lawrence
Erlbaum.

Martins, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2017). How
smartphone advertising influences consumers’ purchase intention. Journal
of Business Research, 94, 378-387.
https://doi.org/10.1016/j.jbusres.2017.12.047

Mowen, J., & Michael, M. (2002). Perilaku Konsumen. Erlangga.

Muhamad, N. (2024, February 27). Tiktok, Aplikasi Yang paling Banyak Diunduh
di indonesia pada 2023: Databoks. Pusat Data Ekonomi dan Bisnis
Indonesia. https://databoks.katadata.co.id/datapublish/2024/02/27/tiktok-
aplikasi-yang-paling-banyak-diunduh-di-indonesia-pada-2023

Nam, L. G., & Dan, H. T. (2018). Impact of social media influencer marketing on
consumer at ho Chi Minh City. International Journal of Social Sciences and
Humanities Invention, 5(5), 4710-4714.
https://doi.org/10.18535/ijsshi/v5i5.10

Park, H. S. (2000). Relationships among attitudes and subjective norms: Testing
the theory of reasoned action across cultures. Communication Studies,
51(2), 162—-175. https://doi.org/10.1080/10510970009388516

Patzer, G. L. (1983). Source credibility as a function of communicator physical
attractiveness. Journal of Business Research, 11(2),229-241.
https://doi.org/10.1016/0148-2963(83)90030-9

Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of
persuasion. Communication and Persuasion, 1-24.

https://doi.org/10.1007/978-1-4612-4964-1 1

Pradhana, M. (2016). Klasifikasi Bisnis e-commerce di Indonesia. MODUS,
27(2), 163. https://doi.org/10.24002/modus.v27i2.554

Sartwell, C. (2020). Six Names of Beauty. https://doi.org/10.4324/9781003070757

Sekaran, U., & Bougie, R. (2016). Research methods for business a skill-building
approach. Wiley.



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Shan, Y., Chen, K.-J., & Lin, J.-S. (Elaine). (2020). When Social Media
influencers endorse brands: The effects of self-influencer congruence,
parasocial identification, and perceived endorser motive. International
Journal of Advertising, 39(5), 590-610.
https://doi.org/10.1080/02650487.2019.1678322

Shimp, T. A. (2007). Integrated Marketing Communications in advertising and
promotion. Thomson South-Western.

Shimp, T. A., & Andrews, J. C. (2013). Advertising, promotion, and other aspects
of integrated marketing communications. South-Western Cengage Learning.

Shimp, T. A., & Craig, A. J. (2013). Advertising, promotion, and other aspects of
integrated marketing communications. South-Western Cengage Learning.

Silvera, D. H., & Austad, B. (2004). Factors predicting the effectiveness of
celebrity endorsement advertisements. European Journal of Marketing,
38(11/12), 1509-1526. https://doi.org/10.1108/03090560410560218

Singh, J., Crisafulli, B., Quamina, L. T., & Xue, M. T. (2020). ‘to trust or not to
trust’: The impact of social media influencers on the reputation of corporate
brands in crisis. Journal of Business Research, 119, 464—480.
https://doi.org/10.1016/j.jbusres.2020.03.039

Sirgy, M. J. (2018). Self-congruity theory in consumer behavior: A little history.
Journal of Global Scholars of Marketing Science, 28(2), 197-207.
https://doi.org/10.1080/21639159.2018.1436981

Smith, D., Menon, S., & Sivakumar, K. (2005). Online peer and editorial
recommendations, trust, and choice in Virtual Markets. Journal of
Interactive Marketing, 19(3), 15-37. https://doi.org/10.1002/dir.20041

Summers, T. A., Belleau, B. D., & Xu, Y. (2006). Predicting purchase intention of
a controversial luxury apparel product. Journal of Fashion Marketing and
Management: An International Journal, 10(4), 405—419.
https://doi.org/10.1108/13612020610701947

Sutriyanto, E. (2023, October 13). 50 Juta Pengguna Tiktok Adalah Konten
Kreator. Tribunnews.com.
https://www.tribunnews.com/techno/2023/10/13/50-juta-pengguna-tiktok-
adalah-konten-
kreator#:~:text=TRIBUNNEWS.COM%2C%20JAKARTA%20%2D%20D
ari,postingan%?20bisa%20dilihat%20dari%20spektrumnya.



Pengaruh Fashion Influencer Terhadap Niat Beli Konsumen pada Merek Sneakers Lokal (Studi pada
Influencer dr. Tirta dan Talbotrio)
MUHAMMAD ARROYAN MAGHFIRON, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Ting, H., & de Run, E. C. (2015). Attitude towards advertising: A young
generation cohort’s perspective. Asian Journal of Business Research.
https://doi.org/10.14707/ajbr.150012

Usman, H., & Akbar, R. P. S. (2020). Pengantar Statistika: Cara Mudah
Memahami Statistika (3rd ed.). PT Bumi Aksara.

Watson, S. A. (2007). Know yourself and know your enemy. The Art of War for
Security Managers, 29—45. https://doi.org/10.1016/b978-075067985-
5/50005-6

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

Wu, P. C. S., & Wang, Y. (2011). The influences of electronic word-of-mouth
message appeal and message source credibility on brand attitude. Asia
Pacific Journal of Marketing and Logistics, 23(4), 448—472.
https://doi.org/10.1108/13555851111165020

Xiong, Y., Cheng, Z., Liang, E., & Wu, Y. (2018). Accumulation mechanism of
opinion leaders’ social interaction ties in virtual communities: Empirical
evidence from China. Computers in Human Behavior, 82, 81-93.
https://doi.org/10.1016/j.chb.2018.01.005

Xu (Rinka), X., & Pratt, S. (2018). Social Media influencers as endorsers to
promote travel destinations: An application of self-congruence theory to the
Chinese Generation Y. Journal of Travel &amp, Tourism Marketing, 35(7),
958-972. https://doi.org/10.1080/10548408.2018.1468851

Yadav, M. S., de Valck, K., Hennig-Thurau, T., Hoffman, D. L., & Spann, M.
(2013). Social Commerce: A contingency framework for assessing
marketing potential. Journal of Interactive Marketing, 27(4), 311-323.
https://doi.org/10.1016/j.intmar.2013.09.001

Yonatan, A. Z. (2023, June 21). Menilik Pengguna media sosial Indonesia 2017-
2026. GoodStats Data.
https://data.goodstats.id/statistic/agneszefanyayonatan/menilik-pengguna-
media-sosial-indonesia-2017-2026-
xUAlp#:~:text=Penggunaan%20media%?20sosial%20di%20Indonesia,%2C
5%25%20dari%20total%20populasi.



