
DAFTAR PUSTAKA

Abou Ali, A.A., Ali, A.A., & Mostapha, N. (2021) The Role Of Country Of Origin, Perceived

Value, Trust, and Influencer Marketing In Determining Purchase Intention In Social Commerce.

BAU Journal - Society, Culture and Human Behavior, 2(2). doi:10.54729/2789-8296.1051.

Akudigital. (2024, September 10). Data Statistik Pengguna Media Sosial di Indonesia 2024

:Terbaru. Akudigital,

https://akudigital.com/bisnis-tips/data-statistik-pengguna-media-sosial-di-indonesia-2024-terbaru

/

Amalia, A.C. (2019). Influencer Sebagai Content Creator. Binus University.

https://binus.ac.id/malang/2019/01/influencer-sebagai-content-creator/

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity

endorser effects and advertising effectiveness: A quantitative synthesis of effect size.

International Journal of Advertising, 27(2), 209–234.

https://doi-org.ezproxy.ugm.ac.id/10.1080/02650487.2008.11073052

Anggraeni, E. K. (2021, June 8). Fear of Missing Out (FOMO), Ketakutan Kehilangan Momen.

Kementerian Keuangan.

https://www.djkn.kemenkeu.go.id/artikel/baca/13931/Fear-Of-Missing-Out-FOMO-Ketakutan-K

ehilangan-Momen.html

Anggun Putri Nursetyowati, J., Angelina, M., Widyaningrum, S., Akbar Basory, H., Chung

Alamar, M., Puncak Tidar Blok no, V. N., Dau, K., Malang, K., & Timur, J. (2023). Pengaruh

Daya Tarik dan Keahlian Social Media Influencer Terhadap Purchase Intention Pada Industri

Makanan. Jurnal Kajian Dan Penelitian Umum, 1(3), 251–263.

https://doi.org/10.47861/jkpu-nalanda.v1i3.268

Asosiasi Penyelenggara Jasa Internet Indonesia. (2024, February 7). APJII Jumlah Pengguna

Internet Indonesia Tembus 221 Juta Orang. Asosiasi Penyelenggara Jasa Internet Indonesia.

https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-juta-orang

85

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://akudigital.com/bisnis-tips/data-statistik-pengguna-media-sosial-di-indonesia-2024-terbaru/
https://akudigital.com/bisnis-tips/data-statistik-pengguna-media-sosial-di-indonesia-2024-terbaru/
https://binus.ac.id/malang/2019/01/influencer-sebagai-content-creator/
https://doi-org.ezproxy.ugm.ac.id/10.1080/02650487.2008.11073052
https://doi-org.ezproxy.ugm.ac.id/10.1080/02650487.2008.11073052
https://www.djkn.kemenkeu.go.id/artikel/baca/13931/Fear-Of-Missing-Out-FOMO-Ketakutan-Kehilangan-Momen.html
https://www.djkn.kemenkeu.go.id/artikel/baca/13931/Fear-Of-Missing-Out-FOMO-Ketakutan-Kehilangan-Momen.html


Attar, F. K. (2024, May 2). Data Pengguna Internet di Indonesia 2024 Meningkat Drastis.

Inilah.com. https://www.inilah.com/data-pengguna-internet-di-indonesia-2024

Awaludin, M., Maryam, S., & Firmansyah, M. (2023). Analisis Faktor-Faktor Yang

Mempengaruhi Penyerapan Tenaga Kerja Pada Sektor Industri Kecil Dan Menengah Di Provinsi

Nusa Tenggara Barat. Jurnal Konstanta, 2(1), 156–174.

https://doi.org/10.29303/konstanta.v2i1.461

Baron, R. M., & Kenny, D. A. (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.

https://doi.org/10.1037/0022-3514.51.6.1173

Binus University. (n.d.). Memahami Analisis Statistik Deskriptif dalam Penelitian Ilmiah.

https://accounting.binus.ac.id/2021/08/10/__trashed-2/

Binus University. (n.d.). SPSS. https://bbs.binus.ac.id/bbslab/2019/12/spss/

Candra, W. K. S. (2023). The Effect of Social Media Influencer Characteristics on Purchase

Intention on Beauty Products in Indonesia. Iqtishoduna, 19(2), 133–157.

https://doi.org/10.18860/iq.v19i2.22544

Chekima, B., Chekima, F. Z., & Adis, A. A. (2020). Social Media Influencer in Advertising: The

Role of Attractiveness, Expertise and Trustworthiness. Journal of Economics and Business, 3(4).

Chetioui, Y., Benlafqih, H. & Lebdaoui, H. (2020). How Fashion Influencers Contribute to

Consumers’ Purchase Intention. Journal of Fashion Marketing and Management: An

International Journal, 24(3), 361–380. doi:10.1108/jfmm-08-2019-0157.

Dinh, T.C.T. & Lee, Y. (2022). I Want To Be As Trendy As Influencers” – How “Fear Of

Missing Out” Leads To Buying Intention For Products Endorsed By Social Media Influencers.

Journal of Research in Interactive Marketing, 16(3), 346-364.

https://doi.org/10.1108/JRIM-04-2021-0127

86

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.29303/konstanta.v2i1.461
https://accounting.binus.ac.id/2021/08/10/__trashed-2/
https://bbs.binus.ac.id/bbslab/2019/12/spss/
https://doi.org/10.18860/iq.v19i2.22544
https://doi.org/10.1108/JRIM-04-2021-0127


Febriani, T. (2022). Pengaruh Kredibilitas Social Media Influencer (SMI) terhadap Kesadaran

Merek Produk Pangan Olahan: Studi pada Produk Beras “Fortivit” Perum BULOG. Jurnal

Pangan, 31(3), 233–248. https://doi.org/10.33964/jp.v31i3.619

Fernandes Crespo, C., & Tille, M. (2023). Examining the Role of Perceived Source Credibility

on Social Media Influencer’s Ascribed Opinion Leadership. Journal of International Consumer

Marketing, 36(3), 208–223. https://doi-org.ezproxy.ugm.ac.id/10.1080/08961530.2023.2255379

Fitriana, K. (2012). Pengaruh Endorsement Oleh Selebritis Terhadap Minat Beli (Studi Kasus

Pada Iklan Shampo L'oreal Oleh Dian Sastrowardoyo).

Garg, M. & Bakshi, A (2024). Exploring the Impact Of Beauty Vloggers’ Credible Attributes,

Parasocial Interaction, And Trust On Consumer Purchase Intention In Influencer Marketing.

Humanities and Social Sciences Communications, 11(235), 1-14.

https://doi.org/10.1057/s41599-024-02760-9

Ghosh, M. & Islam, A.S. (2023). Homefluencers’ Endorsement Of Millennial Consumers’

Purchase Intention in New Normal. International Marketing Review, 40(5), 1188–1212.

doi:10.1108/imr-10-2021-0308.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial Least

Squares Structural Equation Modelling (PLS-SEM). Sage Publications.

Hendayana, Y., Ramdhany, M. A., Pranowo, A. S., Rachmat, R. A. H., & Herdiana, E. (2024).

Exploring Impact Of Profitability, Leverage and Capital Intensity On Avoidance Of Tax,

Moderated By Size Of Firm In LQ45 Companies. Cogent Business & Management, 11(1). DOI:

10.1080/23311975.2024.2371062

Herdioko, J. & Carmel, V. K. (2022). Pengaruh Media Sosial, Brand Infuencer Dan Kesadaran

Merek Terhadap Minat Beli Di Marketplace Shopee Pada Saat Pandemi Covid-19. Jurnal Riset

Manajemen Dan Bisnis, 16(2), 97-110.

Indrawaty, I., & Mildawati, T. (2018). Pengaruh profitabilitas, leverage, likuiditas terhadap nilai

perusahaan dengan kebijakan dividen sebagai variabel moderasi. Jurnal Ilmu dan Riset

Akuntansi (JIRA), 7(3).

87

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.33964/jp.v31i3.619
https://doi-org.ezproxy.ugm.ac.id/10.1080/08961530.2023.2255379
https://doi.org/10.1057/s41599-024-02760-9


Joesyiana, K., Basriani, A., Susanti, D., & Wahyuni, S. (2021). Pengaruh Celebrity Endorser

Terhadap Minat Beli Pengguna Media Sosial Instagram (Studi pada Mahasiswa Fakultas Ilmu

Sosial dan Ilmu Politik Universitas Islam Riau). ECo-Buss, 4(2), 332–347.

https://doi.org/10.32877/eb.v4i2.228

Kala’lembang, A. (2022). Pengaruh Hedonic Value Dan Utilitarian Value Terhadap Niat Beli

Konsumen Melalui Trust Sebagai Variabel Intervening Pada Online Shop Shopee. Journal of

Business &amp; Applied Management, 15(1), 49. doi:10.30813/jbam.v15i1.3398.

Koay, K.Y. et al. (2021). Social Media Influencer Marketing: The Moderating Role Of

Materialism. European Business Review, 34(2), 224–243. doi:10.1108/ebr-02-2021-0032.

Lumbantoruan, A., & Marwansyah, M. (2023). Pengaruh Kredibilitas Influencer Terhadap Minat

Beli Konsumen Pada Produk Makanan. Jurnal Riset Bisnis Dan Investasi, 9(3), 143–152.

https://doi.org/10.35313/jrbi.v9i3.4398

Mabkhot, H & Isa, N. M., & Mabkhot, A. (2022). The Influence Of The Credibility Of Social

Media Influencers Smis On The Consumers’ Purchase Intentions: Evidence From Saudi Arabia.

Sustainability. 14(19). 10.3390/su141912323.

Mahmud, D., Heryanto, F. N., Muzaki, H., & Mustikasari, F. (2023). The Influence of Hedonic

Motivation, Influencer Marketing on Purchase Decision With fomo (Fear of Missing out) As

Mediation. International Journal of Professional Business Review, 8(11), e03834.

https://doi.org/10.26668/businessreview/2023.v8i11.383

Molelekeng, B. V., & Dondolo, H. B. (2021). Effect Of Celebrity Endorsers’ Attributes On

Purchase Intentions In South Africa. Innovative Marketing, 17(4), 111.

Muhamad, N. (2024, July 12). Pengguna TikTok Terus Bertambah sampai Kuartal I 2024.

Databoks.

https://databoks.katadata.co.id/datapublish/2024/07/12/pengguna-tiktok-terus-bertambah-sampai

-kuartal-i-2024

88

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.32877/eb.v4i2.228
https://doi.org/10.32877/eb.v4i2.228
https://www.researchgate.net/publication/364046159_The_Influence_of_the_Credibility_of_Social_Media_Influencers_SMIs_on_the_Consumers'_Purchase_Intentions_Evidence_from_Saudi_Arabia
https://www.researchgate.net/publication/364046159_The_Influence_of_the_Credibility_of_Social_Media_Influencers_SMIs_on_the_Consumers'_Purchase_Intentions_Evidence_from_Saudi_Arabia
https://www.researchgate.net/publication/364046159_The_Influence_of_the_Credibility_of_Social_Media_Influencers_SMIs_on_the_Consumers'_Purchase_Intentions_Evidence_from_Saudi_Arabia
https://doi.org/10.26668/businessreview/2023.v8i11.383
https://databoks.katadata.co.id/datapublish/2024/07/12/pengguna-tiktok-terus-bertambah-sampai-kuartal-i-2024
https://databoks.katadata.co.id/datapublish/2024/07/12/pengguna-tiktok-terus-bertambah-sampai-kuartal-i-2024


Nguyen, C., Nguyen, T., & Luu, V. (2022). Relationship Between Influencer Marketing and

Purchase Intention: Focusing On Vietnamese Gen Z Consumers. Independent Journal of

Management &amp; Production, 13(2), 810–828. doi:10.14807/ijmp.v13i2.1603

Novriani, S., & Wati, L. (2021). Pengaruh Trustworthiness, Expertise, Dan Attractiveness

Terhadap Minat Beli Pengguna Media Sosial Instagram (Study Kasus Pada Skincare Ms Glow).

1–3.

Panigoro, E., Taslaud, G. & Harab (2023) Influencer Marketing In Indonesia 2023 Insights And

Numbers. INSG.CO. https://www.insg.co/en/influencer-marketing-indonesia/

Prakoso, H. D. (2017). Pengaruh Daya Pikat, Kepercayaan, Dan Keahlian Celebrity Endorser

Christian Gonzales Terhadap Minat Beli Specs. (Skripsi Sarjana, Universitas Islam Indonesia).

Prasetio, A. N. & Indriani, F. (2023). Analisis Pengaruh Kredibilitas Influencer Dan Disclosure

Of Sponsorship Terhadap Keputusan Pembelian Konsumen Melalui Brand Attitude Sebagai

Variabel Intervening (Studi Pada Konsumen Generasi Z Di Instagram). Diponegoro Journal of

Management, 12(1).

Puranamasari, A. (2022). Pengaruh Corporate Social Responsibilty Terhadap Nilai Perusahaan

Dengan Return on Assets Sebagai Variabel Moderasi. Jurnal Penelitian, Pengembangan Ilmu

Manajemen Dan Akuntansi STIE Putra Perdana Indonesia, 26(November 2022), 3149–3170.

www.idx.co.id

Raharjo, S. (n.d.). Download Distribusi Nilai Tabel Statistik Lengkap. SPSS Indonesia.

https://www.spssindonesia.com/2014/02/download-distribusi-nilai-tabel.html

Riyanto, A. D. (2024, February 21). Hootsuite (We are Social): Data Digital Indonesia 2024.

https://andi.link/hootsuite-we-are-social-data-digital-indonesia-2024/

Rizaty, M. A. (2024, July 15). Daftar Negara Pengguna Tiktok Terbesar di Dunia pada April

2024, Indonesia Teratas. DataIndonesia.id.

https://dataindonesia.id/internet/detail/daftar-negara-pengguna-tiktok-terbesar-di-dunia-pada-apri

l-2024-indonesia-teratas

89

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.spssindonesia.com/2014/02/download-distribusi-nilai-tabel.html
https://dataindonesia.id/internet/detail/daftar-negara-pengguna-tiktok-terbesar-di-dunia-pada-april-2024-indonesia-teratas
https://dataindonesia.id/internet/detail/daftar-negara-pengguna-tiktok-terbesar-di-dunia-pada-april-2024-indonesia-teratas


Sitompul, I. S. (2023, May 17). Memahami Uji F (Uji Simultan dalam Regresi Linear. Binus

University.

https://accounting.binus.ac.id/2021/08/12/memahami-uji-f-uji-simultan-dalam-regresi-linear/

Sønvisen, C. & Norheim, S. (2020). Influencer Marketing: The effect on Consumers’ Purchase

Intention and Perceived Value. (Master Thesis, University of Stavanger).

Steven, J., & Ramli, A. H. (2023). E-Service Quality, E-Wallet Dan Kepercayaan Terhadap

Minat Beli Pada Pengguna Pembayaran Non Tunai Aplikasi Shopee. Jurnal Ilmiah Manajemen

Kesatuan, 11(2), 267–278. https://doi.org/10.37641/jimkes.v11i2.1997

Suga, T. A. (2020). Hubungan Antara Fear Of Missing Out (Fomo) Dengan Intensitas

Penggunaan Media Sosial Pada Mahasiswa Psikologi Universitas Negeri Surabaya (Unesa).

(Skripsi Sarjana, Universitas Airlangga).

Supriyanto, A., Jayanti, T., Hikmawan, M. A., Zulfa, F. N., & Fanzelina, A. S. (2023). The

Influence Of Perceived Credibility, Trustworthiness, Perceived Expertise, Likeability, Similarity,

Familiarity, And Attractiveness On Purchase Intention: A Study On Halal Bakery Products In

Kudus Regency. NIZAM: International Journal of Islamic Studies, 1(1), 29–45.

Yonatan, A. Z. (2023, Juni 21). Menilik Pengguna Media Sosial Indonesia 2017-2026.

GoodStats.

https://data.goodstats.id/statistic/menilik-pengguna-media-sosial-indonesia-2017-2026-xUAlp

Yusra, N. (2023). Pengaruh Celebrity Endorsement Terhadap Minat Beli Konsumen Secara

Online Di Kota Banda Aceh. (Skripsi Sarjana, UIN Ar-Raniry Banda Aceh).

90

Pengaruh Social Media Influencer Pada Niat Beli yang Dimoderasi oleh Fear of Missing out (FoMO):
Studi Pada Generasi Z di Indonesia
SHEREN MAHARANI ADZARRA, Rokhimah Rostiani, S.E., M.Mgt.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.37641/jimkes.v11i2.1997

