
78  

DAFTAR PUSTAKA 

 
Abidin, C. (2016). visibility labour: engaging with influencers’ fashion 

brands and #ootd advertorial campaigns on instagram. Media International 

Australia, 161(1), 86-100. 

Aguirre-Rodriguez, A., Bosnjak, M., & Sirgy, M.J. (2012). Moderators of 

the self- congruity effect on consumer decision-making: a meta-analysis. Journal 

of Business Research, 65(8), 1179-1188. 

Alalwan, A.A. (2018). investigating the impact of social media advertising 

features on customer purchase intention. International Journal of Information 

Management, 42, 65-77. 

Alhabash, S., McAlister, A.R., Lou, C., & Hagerstrom, A. (2015). From 

clicks to behaviors: the mediating effect of intentions to like, share, and comment 

on the relationship between message evaluations and offline behavioral intentions. 

Journal of Interactive Advertising, 15(2), 82-96. 

Anderson, B. (2021). Imagined communities: Reflections on the origin and 

spread of nationalism (Revised ed.). Verso. 

Apuke, O. D., & Omar, B. (2021). Social media affordances and information 

abundance: Enabling influence of source credibility on consumer engagement. 

Information Systems Frontiers, 23(2), 437-448. 

Arai, A., Ko, Y.J., & Ross, S. (2014). Branding athletes: exploration and 

conceptualization of athlete brand image. Sport Management Review, 17(2), 97-

106. 

Argyris, Y.A., Muqaddam, A., & Miller, S. (2021). The effects of the 

visual presentation of an influencer’s extroversion on perceived credibility and 

purchase intentions – moderated by personality matching with the audience. 

Journal of Retailing and Consumer Services, 59, 102347. 

Arnett, J. J. (2021). Emerging adulthood: The winding road from the late 

teens through the twenties (2nd ed.). Oxford University Press. 

Ayeh, J.K., Au, N., & Law, R. (2013). Predicting the intention to use 

consumer- generated media for travel planning. Tourism Management, 35, 132-

143. 

Bearden, W.O., & Etzel, M.J. (1982). Reference group influence on 

product and brand purchase decisions. Journal of Consumer Research, 9(2), 183-

194. 

Bergkvist, L., & Zhou, K.Q. (2016). celebrity endorsements: a literature 

review and research agenda. International Journal of Advertising, 35(4), 642-663. 

Bohner, G., & Dickel, N. (1997). Attitudes and attitude change. Annual 

Review of Psychology, 48, 609-647. 

Braojos-Gomez, J., Benitez-Amado, J., & Llorens-Montes, F.J. (2015). 

How do small firms learn to develop a social media competence? International 

Journal of Information Management, 35(4), 443-458. 

Breves, P., Liebers, N., Abt, M., & Kunze, A. (2019). The perceived fit 

between instagram influencers and the endorsed brand: how influencer–brand fit 

affects source credibility and persuasive effectiveness. Journal of Advertising 

Research, 59, 440-454. 

ANALISIS KARAKTERISTIK PEMENGARUH MEDIA SOSIAL PADA KEPUASAN CITRA,
KEPERCAYAAN IKLAN DAN NIAT BELI
KONSUMEN DI INSTAGRAM
Regha Moedista Palmer Davidson, Dr. Iin Mayasari, MM, MSi
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



79  

Brown, J., Broderick, A.J., & Lee, N. (2007). Word of mouth 

communication within online communities: conceptualizing the online social 

network. Journal of Interactive Marketing, 21(3), 2-20. 

Casaló, L.V., Flavián, C., & Ibáñez-Sánchez, S. (2018). Influencers on 

instagram: antecedents and consequences of opinion leadership. Journal of 

Business Research, 117, 510-519. 

Chang, K.-C. (2014). The impact of website quality and perceived trust on 

customer purchase intention in the hotel sector: website brand and perceived value 

as moderators. International Journal of Innovation, Management and Technology, 

5(4), 255-260. 

Chaudhuri, A., & Holbrook, M.B. (2001). The chain of effects from brand 

trust and brand affect to brand performance: the role of brand loyalty. Journal of 

Marketing, 65(2), 81-93. 

Chen, J., & Shen, X.L. (2015). Consumers’ decisions in social commerce 

context: an empirical investigation. Decision Support Systems, 79, 55-64. 

Chen, S. S., & Fu, Y. S. (2021). Managing social media information 

overload: strategies and solutions for minimizing cognitive burden. Journal of 

Strategic Information Systems, 30(1), 101656. 

Chen, X., Huang, Q., & Davison, R.M. (2017). Economic and social 

satisfaction of buyers on consumer-to-consumer platforms: the role of relational 

capital. International Journal of Electronic Commerce, 21(2), 219-248. 

Chiagouris, L., & Mohr, I. (2008). An evaluation of the effectiveness of 

internet advertising tools. Journal of Internet Commerce, 3(3), 41-61. 

Colliander, J., & Dahlén, M. (2011). Following the fashionable friend: the 

power of social media. Journal of Advertising Research, 51(1), 313-320. 

Coyle, J.R., PMSth, T., & Platt, G. (2012). ‘I’m here to help’: how 

companies’ microblog responses to consumer problems influence brand 

perceptions. Journal of Research in Interactive Marketing, 6(1), 27-41. 

Dabholkar, P.A., van Dolen, W.M., & de Ruyter, K. (2009). A dual-

sequence framework for b2c relationship formation: moderating effects of 

employee communication style in online group chat. Psychology and Marketing, 

26(2), 145-174. 

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. 

Doney, P.M., Cannon, J.P., & Mullen, M.R. (1998). Understanding the 

influence of national culture on the development of trust. Academy of 

Management Review, 23(3), 601-620. 

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. 

Fornell, C., & Larcker, D.F. (1981). Evaluating structural equation models 

with unobservable variables and measurement error. Journal of Marketing 

Research, 18(1), 39-50. 

Fournier, S. (1998). Consumers and their brands: developing relationship 

theory in consumer research. Journal of Consumer Research, 24(4), 343-373. 

ANALISIS KARAKTERISTIK PEMENGARUH MEDIA SOSIAL PADA KEPUASAN CITRA,
KEPERCAYAAN IKLAN DAN NIAT BELI
KONSUMEN DI INSTAGRAM
Regha Moedista Palmer Davidson, Dr. Iin Mayasari, MM, MSi
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



80  

Giddens, A. (2021). Sociology (8th ed.). Polity Press. 

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & 

Welte, D. (2020). Navigating the new era of influencer marketing: how to be 

successful on instagram, tiktok, & co. California Management Review, 63(1), 5-

25. 

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

partial least squares structural equation modeling (PLS-SEM) (2nd ed.). Sage 

Publications. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on 

partial least squares structural equation modeling (PLS-SEM) (3rd ed.). Sage 

Publications. 

Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on 

communication effectiveness. Public Opinion Quarterly, 15(4), 635-650. 

Jöreskog, K. G., & Sörbom, D. (1993). LISREL 8: Structural equation 

modeling with the SIMPLIS command language. Scientific Software International. 

Keller, K. L. (2009). Strategic brand management: Building, measuring, 

and managing brand equity (3rd ed.). Pearson/Prentice Hall. 

Khan, A. W., & Mishra, A. (2024). AI credibility and consumer-ai 

experiences: A conceptual framework. Journal of Service Theory and Practice, 

34(1), 66- 97. 

Kim, S., & Kim, J. (2021). The influence of influencer credibility on 

consumer purchase intention in social media: The role of informational value, 

social value, and entertainment value. Journal of Retailing and Consumer 

Services, 63, 102774. 

Kolb, D. A. (2020). Experiential learning: Experience as the source of 

learning and development (2nd ed.). Pearson Education. 

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). 

Pearson. 

Knowles, M. S. (2020). The adult learner: The definitive classic in adult 

education and human resource development (8th ed.). Elsevier. 

Lee, J. E., & Watkins, B. (2016). YouTube vloggers' influence on 

consumer luxury brand perceptions and intentions. Journal of Business Research, 

69(12), 5753-5760. 

Li, Y., & Peng, Y. (2021). Influencer marketing: purchase intention and its 

antecedents. Marketing Intelligence & Planning, 39(7), 960-978. 

Masuda, H., Han, S. H., Lee, J., & McIntyre, S. (2022). The influence of 

visual information on consumer purchase intention on social commerce. Journal 

of Retailing and Consumer Services, 66, 102895. 

Maslow, A. H. (2021). Motivation and personality (3rd ed.). Harper & 

Row. 

Matzler, K., Grabner-Kräuter, S., & Bidmon, S. (2008). Risk aversion and 

brand loyalty: The mediating role of brand trust and brand affect. Journal of 

Product & Brand Management, 17(3), 154-162. 

Merriam, S. B. (2021). Qualitative research: A guide to design and 

implementation (4th ed.). Jossey-Bass. 

ANALISIS KARAKTERISTIK PEMENGARUH MEDIA SOSIAL PADA KEPUASAN CITRA,
KEPERCAYAAN IKLAN DAN NIAT BELI
KONSUMEN DI INSTAGRAM
Regha Moedista Palmer Davidson, Dr. Iin Mayasari, MM, MSi
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



81  

Neugarten, B. L. (2020). Age groups in American society and the rise of the 

young- old. The Gerontologist. 

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. 

Piketty, T. (2021). Capital in the twenty-first century (Revised ed.). 

Harvard University Press. 

Saima, & Khan, M. A. (2020). Impact of social media marketing on 

consumer purchase intention: The mediating role of customer trust. International 

Journal of Business and Management, 15(4), 16-28. 

Santrock, J. W. (2020). Life-span development (17th ed.). McGraw-Hill 

Education. Schafer, M. S., & Taddicken, M. (2020). The impact of source 

expertise and likability on online news engagement: A study of science 

communication in social media. Journal of Science Communication, 19(2), A02. 

Solomon, M. R. (2021). Consumer behavior: Buying, having, and being 

(13th ed.).Pearson. 

Van der Westhuizen, L. M. (2018). Brand loyalty: exploring self-brand 

connection and brand experience. Journal of Product & Brand Management, 

27(2), 172-184. 

Wang, Y., Hao, J., & Liu, F. (2021). Exploring the effects of source 

credibility and consumer attitudes toward green advertisements on consumer 

behavior. Journal of Cleaner Production, 318, 128532. 

ANALISIS KARAKTERISTIK PEMENGARUH MEDIA SOSIAL PADA KEPUASAN CITRA,
KEPERCAYAAN IKLAN DAN NIAT BELI
KONSUMEN DI INSTAGRAM
Regha Moedista Palmer Davidson, Dr. Iin Mayasari, MM, MSi
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/


