
 

 107 

DAFTAR PUSTAKA 

Aaker, D. A. (1996). Managing Brand Equity: Capitalizing on the Value of a Brand 

Name. Free Press. 

Abidin, C. (2016). Visibility labour: Engaging with Influencers’ fashion brands and 

#OOTD advertorial campaigns on Instagram. Media International Australia, 

161(1), 86–100. 

Al-Emadi, F. A., & Yahia, B. I. (2020). Ordinary celebrities related criteria to harvest 

fame and influence on social media. Journal of Research in Interactive 

Marketing, 14(2), 195–213. 

AnyMind Group. (2021). Pemasar di Indonesia Mengeluarkan Anggaran Besar 

untuk Influencer Marketing di Platform Instagram. Available at: 

Https://Anymindgroup.Com/Id/News/Press-Release/16714/, Accessed on 

January 07, 2023. . 

Audrezet, A., de Kerviler, G., & Guidry Moulard, J. (2020). Authenticity under 

threat: When social media influencers need to go beyond self-presentation. 

Journal of Business Research, 117, 557–569. 

https://doi.org/10.1016/j.jbusres.2018.07.008 

Bagozzi, R. P., & Yi, Y. (2012). Specification, evaluation, and interpretation of 

structural equation models. Journal of the Academy of Marketing Science. 

Journal of the Academy of Marketing Science, 40(1), 8–34. 

Barreda, A. A. et al. (2020). The impact of social media activities on brand image 

and emotional attachment: A case in the travel context. Emerald Insight. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 108 

Bell, S. J., Auh, S., & Smalley, K. (2005). Customer relationship dynamics: Service 

quality and customer loyalty in the context of varying levels of 

customer expertise and switching costs. Journal of the Academy of Marketing 

Science, 33(2), 169–183. https://doi.org/10.1177/0092070304269111 

Campbell, D. T., & Fiske, D. W. (1959). Convergent and discriminant validation by 

the multitrait-multimethod matrix. Psychological Bulletin, 56(2), 81. 

Chaudhuri, A., & Holbrook, M. B. (2001). The Role of Brand Loyalty / 81 The 

Chain of Effects from Brand Trust and Brand Affect to Brand Performance: 

The Role of Brand Loyalty. In Journal of Marketing (Vol. 65). 

Chiu, C. M., Huang, H. Y., & Yen, C. H. (2012). Antecedents of trust in online 

communities and its consequences. Journal of Service Management, 23(3), 

344–369. 

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic 

Word-Of-Mouth (eWOM) in social networking sites. International Journal of 

Advertising, 30(1), 47–75. https://doi.org/10.2501/IJA-30-1-047-075 

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 

De Vries, L., Gensler, S., & Leeflang, P. S. (2012). Popularity of brand posts on 

brand fan pages: An investigation of the effects of social media marketing. 

Journal of Interactive Marketing, 26(2), 83–91. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.google.com/url?sa=E&source=gmail&q=https://doi.org/10.1177/0092070304269111


 

 109 

Delgado-Ballester, E., & Munuera-Alemán, J. L. (2005). Does brand trust matter to 

brand equity? Journal of Product and Brand Management, 14(3), 187–196. 

https://doi.org/10.1108/10610420510601058 

Delgado-Ballester, E., Munuera-Alemán, J. L., & Yagüe-Guillén, M. J. (2003). 

Development And Validation Of A Brand Trust Scale. International Journal 

of Market Research, 45(1), 35–53. 

DeVellis, R. F. (2016). Scale Development: Theory and Applications (4th ed.). Sage 

Publications. 

Dick, A. S., & Basu, K. (1994). Customer Loyalty: Toward an Integrated 

Conceptual Framework. 

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, 68, 1–7. 

https://doi.org/10.1016/j.chb.2016.11.009 

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, 61, 47–55. 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience 

sampling and purposive sampling. American Journal of Theoretical and 

Applied Statistics, 5(1), 1–4. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 110 

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

unobservable variables and measurement error. Journal of Marketing 

Research, 18(1), 39–50. 

Furedi, F. (2010). Celebrity Culture. Society, 47(6), 493–497. 

https://doi.org/10.1007/s12115-010-9367-6 

Gamson, J. (2011). The Unwatched Life Is Not Worth Living: The Elevation of the 

Ordinary in Celebrity Culture. 

Ghozali, I., & Latan, H. (2015). Partial least square: Konsep, teknik, dan aplikasi 

menggunakan program SmartPLS 3.0. Semarang: Universitas Diponegoro. 

Grisaffe, D. B., & Nguyen, H. P. (2011). Antecedents of emotional attachment to 

brands. Journal of Business Research, 64(10), 1052–1059. 

Hair, J. F. , Babin, B. J., Anderson, R. E., & Black, W. C. (2019). Multivariate data 

analysis (8th ed.). Cengage Learning. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data 

Analysis (7th ed.). Prentice Hall. 

Hariyanti, N. T., & Wirapraja, A. (2018). Pengaruh Influencer Marketing Sebagai 

Strategi Pemasaran Digital Era Moderen (Sebuah Studi Literatur). Eksekutif, 

15(1), 133–146. 

Hayes, J. L., Britt, B. C., Applequist, J., Ramirez, A., & Hill, J. (2020). Leveraging 

Textual Paralanguage and Consumer–Brand Relationships for More Relatable 

Online Brand Communication: A Social Presence Approach. Journal of 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 111 

Interactive Advertising, 20(1), 17–30. 

https://doi.org/10.1080/15252019.2019.1691093 

Hearn, A., & Schoenhoff, S. (2016). From Celebrity to Influencer Tracing the 

Diffusion of Celebrity Value across the Data Stream. 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand 

engagement in social media: Conceptualization, scale development and 

validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance 

structure analysis: Conventional criteria versus new alternatives. Structural 

Equation Modeling: A Multidisciplinary Journal, 6(1), 1–55. 

Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects of social 

media on emotions, brand relationship quality, and word of mouth: An 

empirical study of music festival attendees. Tourism Management, 47, 68–76. 

https://doi.org/10.1016/j.tourman.2014.09.001 

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, 

87, 155–173. 

Howe, S. (2024). Social media statistics for Indonesia [Updated 2024]. Meltwater. 

https://www.meltwater.com/en/blog/social-media-statistics-indonesia 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.meltwater.com/en/blog/social-media-statistics-indonesia


 

 112 

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 

Jun, S., & Yi, J. (2020). What makes followers loyal? The role of influencer 

interactivity in building influencer brand equity. Journal of Product and 

Brand Management, 29(6), 803–814. https://doi.org/10.1108/JPBM-02-2019-

2280 

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, ‘micro-celebrity’ and the 

rise of Social Media Influencers. Celebrity Studies, 8(2), 191–208. 

https://doi.org/10.1080/19392397.2016.1218292 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer 

equity? An empirical study of luxury fashion brand. Journal of Business 

Research, 65(10), 1480–1486. 

Kline, R. B. (2015). Principles and Practice of Structural Equation Modeling (4th 

ed.). Guilford Publications. 

Kotler, K. (2008). Manajemen Pemasaran. Erlangga. 

Kumar, V., & Shah, D. (2004). Building and sustaining profitable customer loyalty 

for the 21st century. Journal of Retailing, 80(4), 317–330. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 113 

Labrecque, L. I. (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 

Laroche, M., Habibi, M. R., & Richard, M. O. (2013). To be or not to be in social 

media: how brand loyalty is affected by social media? International Journal 

of Information Management, 33(1), 76–82. 

Laroche, M., Habibi, M. R., Richard, M. O., & Sankaranarayanan, R. (2012). The 

effects of social media based brand communities on brand community 

markers, value creation practices, brand trust and brand loyalty. Computers in 

Human Behavior, 28(5), 1755–1767. 

https://doi.org/10.1016/j.chb.2012.04.016 

Larsson, A. O. (2018). Digital media and the personalization of content. In In The 

SAGE Handbook of Digital Journalism (pp. 198–213). SAGE Publications 

Ltd. 

Lee, J. A., & Eastin, M. S. (2021). Perceived authenticity of social media 

influencers: Scale development and validation. Journal of Research in 

Interactive Marketing, 15(4), 822–841. 

Lu, L., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce 

purchase intention: An empirical research. Computers in Human Behavior, 

56, 225–237. 

Mainolfi, G., & Vergura, D. T. (2021). The influence of fashion blogger credibility, 

engagement and homophily on intentions to buy and e-WOM: Results of a 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 114 

binational study. Journal of Fashion Marketing and Management, 26(3), 473–

494. 

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). 

Managing customer relationships in the social media era: Introducing the 

social CRM house. Journal of Interactive Marketing, 27(4), 270–280. 

Marwick, A., & Boyd, D. (2011). To see and be seen: Celebrity practice on twitter. 

Convergence, 17(2), 139–158. https://doi.org/10.1177/1354856510394539 

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. 

Men, L. R., & Tsai, W. H. S. (2014). Perceptual, Attitudinal, and Behavioral 

Outcomes of Organization–Public Engagement on Corporate Social 

Networking Sites. Journal of Public Relations Research, 26(5), 417–435. 

https://doi.org/10.1080/1062726X.2014.951047 

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of 

Relationship Marketing. https://doi.org/10.1177/002224299405800302 

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand Authenticity: Testing 

the Antecedents and Outcomes of Brand Management’s Passion for its 

Products. Psychology and Marketing, 33(6), 421–436. 

https://doi.org/10.1002/mar.20888 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric Theory (3rd ed.). McGraw-

Hill. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 115 

Oliver, R. L. (1999). Whence Consumer Loyalty? 

Park, C. W., Macinnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). 

Brand Attachment and Brand Attitude Strength: Conceptual and Empirical 

Differentiation of Two Critical Brand Equity Drivers. Journal of Marketing, 

74, 1–17. 

Park, C. W., MacInnis, D. J., & Priester, J. R. (2006). Beyond attitudes: Attachment 

and consumer behavior. Seoul Journal of Business, 12(2), 3–35. 

Peterson, R. A. (1994). A meta-analysis of Cronbach’s coefficient alpha. Journal of 

Consumer Research, 21(2), 381–391. 

Raun, T. (2018). Capitalizing intimacy: New subcultural forms of micro-celebrity 

strategies and affective labour on YouTube. Convergence, 24(1), 99–113. 

https://doi.org/10.1177/1354856517736983 

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social 

media. Management Decision, 50(2), 253–272. 

https://doi.org/10.1108/00251741211203551 

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer 

endorsements in advertising: the role of identification, credibility, and 

Product-Endorser fit. International Journal of Advertising, 39(2), 258–281. 

Sekaran, U., & Bougie, R. (2016). Research methods for business (7th ed.). United 

Kingdom: Wiley. 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 116 

Semiz, B. B., & Paylan, M. A. (2023). A study on the mediating effect of brand trust 

between perceived legitimacy of influencers and attitude toward brand: 

Evidence from Turkey. Asia Pacific Journal of Marketing and Logistics. 

Sundar, S. S., Jia, H., Waddell, T. F., & Huang, Y. (2015). The Handbook of the 

Psychology of Communication Technology, First Edition. 

Sweeney, J., & Swait, J. (2008). The effects of brand credibility on customer loyalty. 

Journal of Retailing and Consumer Services, 15(3), 179–193. 

https://doi.org/10.1016/j.jretconser.2007.04.001 

Thomson, M., Macinnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring 

the strength of consumers’ emotional attachments to brands. Journal of 

Consumer Psychology, 15(1), 77–91. 

https://doi.org/10.1207/s15327663jcp1501_10 

Thomson, M., Macinnis, D., Park, C. W., Lickel, B., Weiss, A., Handelman, J., 

Dacin, P., & Johnson, A. (2006). Human Brands: Investigating Antecedents to 

Consumers’ Strong Attachments to Celebrities. Journal of Marketing, 70, 

104–119. http://www.marketingpower.com/jmblog. 

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix 

Elements and Brand Equity. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral 

consequences of service quality. Journal of Marketing, 60(2), 31–46. 

 

 

Membangun Loyalitas Pelanggan Melalui Peran Interaktivitas dan Autentisitas Pemengaruh di
Instragram
Salma Shafira Azzahra, Dr. Sahid Susilo Nugroho, M., Sc.,
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/


