
138 

 

DAFTAR PUSTAKA 

Afifah, I. F. 2022. Expertise, Trustworthiness, Similarity, Familiarity, Likeability, 
Product-Match Up of Celebrity Endorsement to Purchase Intention. Journal 
of Communication & Public Relations, 1(2), 21. 
https://doi.org/10.37535/105001220223 

Artamivera R.,2023,Pengaruh E-WOM, Key Opinion Leader Dan Perceived 
Quality Terhadap Purchase Intention Produk Scarlett Whitening Body 
Lotion Di E-Commerce (Studi Kasus Pada Mahasiswa Universitas 
Semarang),Skripsi, Fakultas Ekonomi Universitas Semarang 

Anggi, P., Suryani, D., Ni, N., & Yulianthini. 2023. Pengaruh Influencer Marketing 
Terhadap Niat Beli yang Dimediasi oleh Kepercayaan pada Produk 
Skincare Merek MS Glow di Kecamatan Buleleng. Jurnal Manajemen Dan 
Bisnis, 5(2). 

Anggraini, F., & Ahmadi, M. A. 2024. Pengaruh Influencer Marketing terhadap 
Keputusan Pembelian Produk Kecantikan di Kalangan Generasi Z : 
Literature Review. Journal of Management and Creative Business, 3(1), 
62–73. https://doi.org/10.30640/jmcbus.v3i1.3450 

Anonim. 2024a. How To Strategically Avoid Controversies And Find The Right 
KOLs. Asiakol.com. https://en.asiakol.com/article/116 

Anonim. 2024b. The Impact of Social Media and Influencers on Beauty Brand 
Marketing - Modern Space. Modern Space. https://modernspace.com/the-
impact-of-social-media-and-influencers-on-beauty-brand-marketing/ 

Anonim. 2025a. Tones of Beauty. Tones of Beauty. 
https://tonesofbeautyexpo.com/gen-zs-beauty-revolution-skincare-trends-
for-2025 

Anonim. 2025b, June 20. Colour Cosmetics - Market Dynamics | Mintel Store. 
Mintel Store. https://store.mintel.com/report/colour-cosmetics-in-
indonesia-2024-market-sizes 

Antonio, B. 2025. Micro-Influencers Are Gen Z’s Choice. Here’s Why Brands 
Should Care. Project Casting. https://projectcasting.com/blog/content-
creators/micro-influencers-are-gen-zs-choice-heres-why-brands-should-
care 

Aprilliani, V., & Nurendah, Y. 2022. Tinjauan Segmenting, Targeting, Positioning 
Pada Produk Emina PT. Paragon Technology And Innovation. Jurnal 
Aplikasi Bisnis Kesatuan, 2(1), 37–44. 
https://doi.org/10.37641/jabkes.v2i1.1362 

Apriyanti, H., Safaat Aeni, I., Sila Kinaya, R., Hasna Nabilla, N., Laksana, A., & 
Mulki Latief, L. 2024. Keterlibatan Penggunaan Media Sosial pada Interaksi 
Sosial di Kalangan Gen Z. Sosial Simbiosis : Jurnal Integrasi Ilmu Sosial 
Dan Politik, 1(4), 229–237. https://doi.org/10.62383/sosial.v1i4.929 

ASDS. 2019. Consumers Cite Dermatologists as Top Influencers of Cosmetic 
Procedure, Skin Care Choices: ASDS. Www.practicaldermatology.com. 
https://practicaldermatology.com/news/consumers-site-dermatologists-as-
top-influencers-of-cosmetic-procedure-skin-care-choices-asds/2460191/ 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



139 

 

Astri, N. S. A. 2019. Daya Tarik Terhadap Kosmetik Merek Emina. Skripsi. 
Fakultas Ekonomika dan Bisnis Universitas Muhammadiyah Surakarta 

Atmi, R., & Famiky, D. 2023. Analisis Pemenuhan Kebutuhan Sumber Informasi 
Kecantikan pada Generasi Z. Jurnal Ilmu Informasi Dan Perpustakaan, 
14(2), 118–132. 

Azwar, A., 2010, Menjaga Mutu Pelayanan Kesehatan, Jakarta : Sinar Harapan 
Bahfiarti, T. 2016. Role of “Key Farmer” as 'Opinion Leader’ Through Group 

Communication in Accepting Farmer’s Innovation in South Sulawesi Cocoa 
Plantation (Peran ‘Key Farmer’ sebagai ‘Opinion Leader’ Melalui 
Komunikasi Kelompok dalam Penerimaan Inovasi Petani di Sentra Per. 
Journal Pekommas, 1(2), 197. 

Balaka, M.Y. 2022. Metodologi penelitian kuantitatif. Jawa Barat: CV. Widina 
Media Utama. 

Bintang Agency. 2024. Tren Key Opinion Leader (KOL) di Indonesia di Tahun 
2024: Inovasi dan Perubahan Strategis | Bintang Agency Mediatama. 
Bintangagency.com. https://bintangagency.com/articles/tren-key-opinion-
leader-kol-di-indonesia-di-tahun-2024-inovasi-dan-perubahan-strategis 

Burko, R. 2025. Micro-Influencers vs. Macro-Influencers: Which is Better for Your 
Brand? Digital Marketing Blog | Elite Digital Agency. 
https://elitedigitalagency.com/blog/micro-influencers-vs-macro-
influencers-best-for-your-brand/ 

Chaffey, D., & Chadwick, F. E. 2019. Digital Marketing: Strategy, Implementation 
and Practice (7th ed.). Pearson UK. 

Chalhoub Group. 2023. Gen Z Beauty Consumer Trends in Southeast Asia. 
https://www.cosmopolitanme.com/beauty/ahem-gen-z-is-redefining-
beauty-norms-in-the-gcc. Diakses pada 8 April 2025. 

Chen, D. 2023. Research on the Impact of KOL on the Luxury-Purchasing 
Intentions of Chinese Millennial Consumers. 

Cialdini, R. B. 2007. Influence: The psychology of persuasion. Collins. 
Daft, R. L., & Lengel, R. H. 1986. Organizational Information Requirements, 

Media Richness and Structural Design. Management Science, 32(5), 554–
571. 

Depkes RI, 2006, Pedoman Penyelenggaraan dan Prosedur Rekam Medis Rumah 
Sakit, Jakarta : Direktorat Jendral Bina Pelayanan Medik 

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 

Dimock, M. 2019. Defining generations: Where millennials end and generation z 
begins. Pew Research Center. https://www.pewresearch.org/short-
reads/2019/01/17/where-millennials-end-and-generation-z-begins/ 

Emina Cosmetics. 2024. About Emina. https://www.eminacosmetics.com/. Diakses 
pada 3 Maret 2025. 

Emina Cosmetics. 2025. Katalog Produk Emina. 
https://www.eminacosmetics.com/products. Diakses pada 18 Mei 2025. 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.eminacosmetics.com/


140 

 

Euromonitor International. 2023. Beauty and Personal Care in Indonesia. 
https://www.euromonitor.com/. Diakses pada 7 April 2025. 

Euromonitor International. 2024. Indonesia Beauty and Personal Care Market 
Forecast. https://www.euromonitor.com/. Diakses pada 25 Mei 2025. 

Female Daily. 2023. Review Emina Glossy Stain. 
https://reviews.femaledaily.com/products/lips/lip-gloss/emina/glossy-stain. 
Diakses pada 10 Maret 2025. 

Ferrell, O. C., & Hartline, M. D. 2014. Marketing strategy : Text and Cases (6th 
ed.). South-Western/Cengage Learning. 

Fishkin, R., & Høgenhaven, T. 2013. Inbound Marketing and SEO. John Wiley & 
Sons. 

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. 

Ghozali, I. 2018. Aplikasi Analisis Multivariate dengan Program IBM SPSS 25. 
Badan Penerbit Universitas Diponegoro. 

Gupta, R., Kishor, N., & Verma, D. 2017. Construction and Validation of a Five-
Dimensional Celebrity Endorsement Scale: Introducing the PATER Model. 
British Journal of Marketing Studies, 5(4), 15–35. 

Hamdani, A. 2022. Penggunaan Skala Likert dalam Penelitian Sosial. Jurnal 
Metodologi Penelitian, 5(1):33-41. 

He, W., & Jin, C. 2022. A study on the influence of the characteristics of key 
opinion leaders on consumers’ purchase intention in live streaming 
commerce: based on dual-systems theory. Electronic Commerce Research, 
24(2), 1235–1265. https://doi.org/10.1007/s10660-022-09651-8 

Hu, X., & Zhang , R. 2015. New Media Marketing Strategies in the Beauty Industry 
based on KOL. Scientific Journal of Economics and Management Research 
, 3(10). 

Huang, L., & Christanto, B. 2024. Pengaruh Celebrity Trustworthiness, Expertise, 
Attractiveness Selebriti Korea Selatan Terhadap Intensi Konsumen 
JABODETABEK Untuk Membeli Skincare Somethinc: Peranan Risk 
Perception Sebagai Mediator. Business Management Journal, 20(2), 163–
174. https://doi.org/dx.doi.org/10.30813/bmj.v20i2.5247 

Janna, N.M. dan Herianto, H., 2021, Konsep Uji Validitas dan Reliabilitas dengan 
Menggunakan SPSS. 

Jannah, M., & Rizal, A. A. 2024. Pengaruh “Virtual Influencers” di TikTok 
terhadap Perilaku Konsumen Generasi Z di Kota Mataram. Jurnal Indonesia 
Manajemen Informatika Dan Komunikasi, 6(1), 218–227. 
https://doi.org/10.35870/jimik.v6i1.1168 

Kaplan, A. M., & Haenlein, M. 2010. Users of the world, unite! the Challenges and 
Opportunities of Social Media. Business Horizons, 53(1), 59–68. 
https://doi.org/10.1016/j.bushor.2009.09.003 

Katadata Insight Center. 2024, December 30. Tren Penggunaan Makeup Gen Z dan 
Milenial RI Turun pada 2023. Katadata.co.id.  

Kemenperin. 2025. Kemenperin Gadang Potensi Industri Kosmetik Semakin 
Gemilang. Direktorat Jenderal Industri Kecil, Menengah, Dan Aneka 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://reviews.femaledaily.com/products/lips/lip-gloss/emina/glossy-stain
https://doi.org/dx.doi.org/10.30813/bmj.v20i2.5247


141 

 

Kementerian Perindustrian. https://ikm.kemenperin.go.id/kemenperin-
gadang-potensi-industri-kosmetik-semakin-gemilang 

Kemenperin. 2023. Industri Kosmetik Nasional Tumbuh Pesat, Didominasi Produk 
Lokal. https://kemenperin.go.id/. Diakses pada 22 Maret 2025. 

Kenneth, & Traver Carol Laudon. 2021. E-Commerce 2021: Business, Technology, 
and Society. Pearson. 

Kim, E., Kim, D., E, Z., & Shoenberger, H. 2023. The next hype in social media 
advertising: Examining virtual influencers’ brand endorsement 
effectiveness. Frontiers in Psychology, 14, 1089051. 

KOL.ID. 2025. KOL.ID Report: Berapa Banyak KOL Beauty TikTok di Indonesia. 
https://kol.id/blog/kol-id-report-berapa-banyak-kol-beauty-tiktok-di-
indonesia. Diakses pada 17 April 2025. 

Kotler, P., Keller, K. L. 2016. Marketing Management (15th ed.). Pearson. 
Kotler, P., Kartajaya, H., & Setiawan, I. 2017. Marketing 4.0 : Moving from 

Traditional to Digital. John Wiley & Sons, Inc. 
Kotler, P. & Armstrong, G. 2019. Marketing an introduction. 10th edn. Indonesia: 
Pearson. 
Laetitia, A. 2025. Dampak Social Proof dan Retensi Pelanggan di UMKM Café di 

Kota Bandung: Tinjauan Literatur. Jurnal Digital Bisnis, Modal Manusia, 
Marketing, Entrepreneurship, Finance, & Strategi Bisnis (DImmensi), 5(1), 
30–33. https://doi.org/10.32897/dimmensi.v5i1.4110 

Lamb, C. W., Hair, J. F., & Mcdaniel, C. 2019. MKTG13 : Principals of Marketing. 
Cengage Learning. 

Ledford, J. L. 2020. SEO 2020: Learn Search Engine Optimization with Smart 
Internet Marketing Strategies. CreateSpace. 
Lestari, A. P., Ahmad, H., Mawalya, T., & Muhammad, A. F. 2021. Analisis 

pengaruh Media Sosial, Endorsement, dan Word of Mouth terhadap minat 
beli generasi Z di sektor kecantikan. Jurnal Eksopoda, 1(5). 

Li, J., Zheng, R., Sun, H., Lu, J., & Ma, W. 2022. Broadcasters’ expertise and 
consumers’ purchase intention: The roles of consumer trust and platform 
reputation. Frontiers in Psychology, 13. 
https://doi.org/10.3389/fpsyg.2022.1019050 

Liu, Q. 2024. An empirical study of the effect of KOL’s marketing on consumer 
purchase intention. Journal of Advanced Academic Research and Studies, 
1(1), 9–26. 

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. 
doi.org/10.1080/15252019.2018.1533501 

M, R., & Siangka, A. N. 2023. The Impact of Online Customer Reviews and 
Customer Perception on Purchase Intent for Emina Products on Tokopedia 
Marketplace. SEIKO : Journal of Management & Business, 6(2), 388–397. 

Malhotra, N. K. 2010. Marketing Research: An Applied Orientation (6th ed.). 
Pearson. 

Marlius, D., & Jovanka, N. 2023. Pengaruh Harga Dan Promosi Terhadap 
Keputusan Pembelian Konsumen Y.O.U Pada Hasanah Mart Air Haji. 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://ikm.kemenperin.go.id/kemenperin-gadang-potensi-industri-kosmetik-semakin-gemilang
https://ikm.kemenperin.go.id/kemenperin-gadang-potensi-industri-kosmetik-semakin-gemilang


142 

 

Jurnal Economina, 2(2), 476–490. 
https://doi.org/10.55681/economina.v2i2.326 

Maryanti, R. 2023. Analisis Penggunaan Fitur TikTok Shop Terhadap Perilaku 
Konsumtif Generasi Z Kota Palopo. Skripsi. Fakultas Ekonomi dan Bisnis 
Islam IAIN Palopo 

Marza, A. R., Bangsawan, S., & S, M. M. 2022. The Effect of Altruistic Value and 
Egoistic Value on Attitude and Purchase Intention Green Cosmetics in 
Indonesia. The International Journal of Business & Management, 10(7). 
https://doi.org/10.24940/theijbm/2022/v10/i7/bm2207-011 

McCroskey, J. C., & Teven, J. J. 1999. Goodwill: A reexamination of the construct 
and its measurement. Communication Monographs, 66(1), 90-103. 
http://www.jamescmccroskey.com/publications/180.pdf(http://www.james
cmccroskey.com/publications/180.pdf) 

Mckinsey & Company. 2023. The beauty market in 2023: a special state of fashion 
report. Mckinsey & Company. 
https://www.mckinsey.com/industries/retail/our-insights/the-beauty-
market-in-2023-a-special-state-of-fashion-report 

Mohamed, N. N., Gadiman, N. S., & Jaafar, N. 2025. The Influence of Social Media 
Influencer Attributes on Information Credibility and Purchase Intention. 
International Journal of Social Science Research, 13(1), 148. 
https://doi.org/10.5296/ijssr.v13i1.22262 

MSH (Management Sciences for Health). 2012. MDS-3: Managing access to 
medicines and health technologies. Arlington, VA: MSH 

MTARGET. 2022. Mengenal Social Proof dan Contoh Terbaiknya. MTARGET 
Blog. https://mtarget.co/blog/social-proof/ 

Nguyen, T. 2022. The Impact of TikTok Influencer Marketing on Consumer 
Behaviors. 

Noviani, R., Nursanti, A., Noviasari, H., & Siregar, P. A. 2023. Impact of Celebrity 
Endorsement, Product Quality, and Brand Image on Purchasing Decisions 
and Customer Satisfaction of MS Glow Products in Pekanbaru City: A 
Formal Analysis. West Science Interdisciplinary Studies, 1(10), 876–890. 
https://doi.org/10.58812/wsis.v1i10.256 

Permana, E., Wulandari, A., Alfiani Fadilah, R., & Syamsurizal. 2024. Strategi Key 
Opinion Leader (KOL) Untuk Meningkatkan Keputusan Pembelian 
Konsumen Terhadap Produk Wardah. Sosial Simbiosis : Jurnal Integrasi 
Ilmu Sosial Dan Politik, 1(3), 198–211. 
https://doi.org/10.62383/sosial.v1i3.483 

Praxis. 2024. Most Relevant PR Agency Indonesia - Communications and Events - 
Praxis. Praxis.co.id. https://praxis.co.id/stories/read/583/Pahami-Social-
Proof-sebagai-Tool-Persuasi-Public-Relations-lewat-Corkcicle-dan-
Labubu 

Pride, W. M., & Ferrell, O. C. 2003. Marketing. Houghton Mifflin College 
Division. 

PT Paragon Technology and Innovation. 2015. Paragon Technology and 
Innovation. www.paragon-Innovation.com. https://www.paragon-
innovation.com/brand 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.5296/ijssr.v13i1.22262


143 

 

Putri, T. 2022. Pengaruh Brand Image Produk Emina sebagai “MakeupTeenager” 
terhadap Keputusan Pembelian pada Siswi SMKN 2 Denpasar. Jurnal 
Kajian Ilmu Komunikasi Januari 2022, 24(1). 

Putri, T., & Sari, R. 2021. Pengaruh Kualitas Pelayanan, Persepsi Harga, dan Lokasi 
Terhadap Keputusan Pembelian Konsumen. Jurnal Fakultas Ekonomi Dan 
Bisnis UMAHA, 3(2), 2622–6367. 

Sari, R., Hafid, A., & Fitriani. 2021. Pengaruh Media Sosial Terhadap Pembelian 
Produk Kosmetik Yang Berlabel Halal Di Kalangan Generasi Zilenial 
(Studi Pada Mahasiswi Fakultas Ekonomi Dan Bisnis Islam IAIN Bone 
Angkatan 2021). Jurnal Bisnis, 8(1). 

Sari, Y. M., Hayu, R. S., & Salim, M. 2021. The Effect of Trustworthiness, 
Attractiveness, Expertise, and Popularity of Celebrity Endorsement. Jurnal 
Manajemen Dan Kewirausahaan, 9(2), 163–172. 
https://doi.org/10.26905/jmdk.v9i2.6217 

Saripudin, S., Ihza Pahlevi, F., Syaf Putra, A., Sabilla Zidane, A., Zahrotul Fitri, N., 
& Mariawasi, I. 2024. Exploring the best e-commerce in Indonesia: In-depth 
analysis of price, security, user-friendliness, product availability, and 
promotions in determining the leading platform. New Applied Studies in 
Management, Economics & Accounting, 7(1(25)), 21–33. 
https://doi.org/10.22034/NASMEA.2024.180194 

Schiffman, L., & Kanuk, L. L. 2008. Perilaku Konsumen, edisi Ketujuh. Jakarta: 
PT. Elek Media Komputindo 

Sembel, J. S., & Putri, D. A. 2024. Do Key Opinion Leaders (KOL) Matter in 
Digitally Marketed Beauty Products? The Impact of KOL on TikTok. 
Milestone: Journal of Strategic Management, 4(1), 22. 
https://doi.org/10.19166/ms.v4i1.8206 

Shahira Khoirunnisa, S., & Pinandito, A. 2023. Pengaruh Atribut Key Opinion 
Leader (KOL) pada Media Sosial Instagram terhadap Minat Beli Konsumen 
pada Bootcamp Online. Jurnal Pengembangan Teknologi Informasi Dan 
Ilmu Komputer, 7(4). 

Shalsabilla, M., Hendayana, Y., Pitoyo, B. S., Faeni, D. P., & Thamrin, D. 2023. 
Pengaruh Event Sponsorship, Digital Marketing dan Brand Awareness 
Terhadap Keputusan Pembelian Pada Produk Emina (Studi Kasus Pada 
Mahasiswa Universitas Bhayangkara Jakarta Raya). Jurnal Penelitian Dan 
Pengembangan Ilmu Manajemen , 1(3), 133–146. 
https://doi.org/10.63217/efisiensi.v1i3.135 

Shimp, T. A., & Andrews, J. C. 2013. Advertising, promotion, and other aspects of 
integrated marketing communications (9th ed.). South-Western Cengage 
Learning. 

Short, J., Williams, E., & Christie, B. 1976. The social psychology of 
telecommunications. London: John Wiley & Sons 

Simanjuntak, M., & Panjaitan, G. M. 2021. Pengaruh Media Sosial Terhadap 
Keputusan Pembelian Konsumen Gen Z; Analisis Strategi Brand Awarness, 
Loyalitas, dan Organisasi Pemasaran. Jurnal Spektrum Ekonomi, 7(12), 
194–206. 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.19166/ms.v4i1.8206
https://doi.org/10.63217/efisiensi.v1i3.135


144 

 

Sihombing, Rina. (2022). Tren pemasaran melalui media sosial pada konsumen 
Gen Z di Indonesia. Jurnal Ekonomi dan Pemasaran, 11(2), 123-139. 

Sihotang, H., 2023, Metode Penelitian Kuantitatif, UKI Press, Jakarta. 
Smith, M. 2011. Fundamentals of management (2nd ed.). Mcgraw-Hill Higher 

Education. 
Spry, A., Pappu, R., & Bettina Cornwell, T. 2011. Celebrity endorsement, brand 

credibility and brand equity. European Journal of Marketing, 45(6), 882–
909. https://doi.org/10.1108/03090561111119958 

Statista. 2024. Annual growth rate of the cosmetics market worldwide, 2018 | 
Statistic. Statista; Statista. 
https://www.statista.com/statistics/297070/growth-rate-of-the-global-
cosmetics-market/ 

Sucidha, I. 2024. The Impact of Influencer Marketing on Beauty Product Purchase 
Decisions among Generation Z . Management Studies and Business Journal 
, 1(9), 1334–1348. https://doi.org/10.62207/15y5ks89 

Sudaryanto, A. (2015). Strategi komunikasi pemasaran digital. Yogyakarta: 
Deepublish. 
Sugiyono. 2019. Metode penelitian pendidikan pendekatan kuantitatif, kualitatif, 

dan R&D. Bandung: Alfabeta. 
Syarofina, A., Fahmawati, D., Pratama, F., Qasidy, M., & Fadhilah, N. 2024. The 

Influence of Financial Literacy, Lifestyle, and Motivation on the 
Consumptive Behavior of Generation Z. AICOS: Asian Journal of Islamic 
Economic Studies, 01(1), 2024. 

Trisnawati, O.M., 2017, Pengaruh Kualitas Layanan Elektronik (E-Servqual) 
terhadap Kepuasan Nasabah Pengguna Mobile Banking (Studi Pada 
Pengguna Mobile Banking Bank Sinarmas Cabang Malang), Jurnal 
Manajemen Bisnis Indonesia, 4(2): 174-184. 

U.S. Dermatology Partners. 2024. Dermatologists Are Top Influencers for 
Cosmetic Procedures and Skincare Decisions. U.S. Dermatology Partners. 
https://www.usdermatologypartners.com/press-media/dermatologists-are-
top-influencers-for-cosmetic-procedures-and-skincare-decisions/ 

Utami, R. D., Junaidi, H., & Rusdi, M. 2025. Analysis of Gen Z’s Perception of the 
Green Dot Label on Halal Cosmetic Products: A Case Study in Muara 
Telang District, South Sumatra. Economic: Journal Economic and Business, 
4(1), 68–75. 

Ventre, I., & Kolbe, D. 2020. The Impact of Perceived Usefulness of Online 
Reviews, Trust and Perceived Risk on Online Purchase Intention in 
Emerging Markets: A Mexican Perspective. Journal of International 
Consumer Marketing, 32, 287-299. 
https://doi.org/10.1080/08961530.2020.1712293 

Walker, O., & Mullins, J. W. 2013. Marketing strategy: A Decision-focused 
Approach. Mcgraw-Hill Education - Europe. 

Widjajanta, B., A. Rahayu, and A. Salsabila. 2020. “Pengaruh Perceived Quality 
Dan Brand Reputation Terhadap Repurchase Intention Pada Reviewers 
Sepatu Bata Aplikasi Shopee.” Jurnal Pendidikan Manajemen Bisnis 20(1): 
48–59. 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.62207/15y5ks89


145 

 

Widyanto, H. A.,  & Agusti,  C. R. (2020). Beauty influencer in the  digital age: 
How does  it  influence  purchase  intention  of  generation  Z?  Jurnal  
Manajemen  Dan Pemasaran Jasa, 13(1), 1–16. 
https://doi.org/10.25105/jmpj.v13i1.5453 

Williams, K.C., Page, R.A. 2011. Marketing to the generations. Journal of 
Behavioral Studies in Business, 3(1), 37-53. 

Winter, S., & Neubaum, G. 2016. Examining Characteristics of Opinion Leaders in 
Social Media: A Motivational Approach. Social Media + Society, 2(3), 
205630511666585. https://doi.org/10.1177/2056305116665858 

Wisudaningsi, B.A., Arofah, I., dan Belang, K.A., 2019, Pengaruh Kualitas 
Pelayanan dan Kualitas Produk Terhadap Kepuasan Konsumen dengan 
Menggunakan Metode Analisis Regresi Linear Berganda. Statmat: Jurnal 
Statistika dan Matematika, 1(1): 103-116. 

Xiong, L., Cho, V., Law, K. M., & Lam, L. 2021. A Study of KOL Effectiveness 
on Brand Image of Skincare Products. Enterprise Information Systems, 
15(10), 1483–1500. https://doi.org/10.1080/17517575.2021.1924864 

Xu, X., Wu, J.-H., & Li, Q. 2020. What Drives Consumer Shopping Behavior in 
Live Streaming Commerce? 
https://doi.org/10.1080/17517575.2021.1924864 

Yosefin Valentin Adining Pangestu. 2024. Dampak Kualitas Produk, Harga dan 
KOL Review terhadap Keputusan Pembelian Moisturizer Originote di 
Kalangan Generasi Z. Jurnal Manajemen Pemasaran, 13(1):55-67. 
https://doi.org/10.29407/jhczaq26 

Zaenal Aripin. 2021. Marketing Management. Deepublish. 
Zahra, A., Izqulby, R., Abdillah, S., Farouqi, A., Syti, S., & Maesaroh. 2024. 

Pengaruh Key Opinion Leader Terhadap Keputusan Pembelian Produk 
Skincare Melalui Brand Image Sebagai Variabel Mediasi . Journal of 
Economic, Business and Engineering (JEBE), 6(1). 

Zak, S., & Hasprova, M. 2020. The role of influencers in the consumer decision-
making process. SHS Web of Conferences, 74(03014), 03014. 
https://doi.org/10.1051/shsconf/20207403014 

Zhang, R., Ma, B., Li, Y., Chen, F., Yan, J., Lin, Y., & Wu, Y. 2023. The Effect of 
Key Opinion Leader Type on Purchase Intention: Considering the 
Moderating Effect of Product Type. E-Business Digital Empowerment for 
an Intelligent Future, 108–118. https://doi.org/10.1007/978-3-031-32302-
7_10 

Zhao, F., & Kong, Y. 2017. in Discovering Social Network Key Opinion Leaders 
Based on a Psychological Influence Model . International Journal of 
Management and Applied Science, 3(9), 2394–7926. 

Zigpoll. 2025. How Micro-Influencers Impact the Purchasing Decisions of 
Millennials and Gen Z Consumers on E-Commerce Platforms. Zigpoll. 
https://www.zigpoll.com/content/how-do-microinfluencers-impact-the-
purchasing-decisions-of-millennials-and-gen-z-consumers-on-ecommerce-
platforms 

 

Analisis Pengaruh Persepsi Terhadap Key Opinion Leader Di Media Sosial TikTok Terhadap
Keputusan
Pembelian Produk Kosmetik Emina Oleh Konsumen Perempuan Gen Z Di Indonesia
Monica Margareta Periahkenukur, Dr. Dwi Endarti, M.Sc., Apt.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/2056305116665858
https://doi.org/10.1080/17517575.2021.1924864

	HALAMAN JUDUL
	LEMBAR PENGEHSAHAN SKRIPSI
	HALAMAN PERNYATAAN BEBAS PLAGIASI
	HALAMAN PERSEMBAHAN
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL
	BAB I PENDAHULUAN
	A. Latar belakang
	B. Rumusan Masalah
	C. Tujuan Penelitian
	D. Manfaat Penelitian

	BAB II  TINJAUAN PUSTAKA
	A. Telaah Pustaka
	1. Konsep Manajemen Farmasi
	2. KOL (Key Opinion Leader)
	3. Keputusan pembelian
	4. Perilaku Konsumen Gen Z
	5. Media Sosial TikTok sebagai Platform Pemasaran
	6. Emina

	B. Landasan Teori
	C. Kerangka Konsep Penelitian
	D. Hipotesis

	BAB III METODE PENELITIAN
	A. Jenis Dan Rancangan Penelitian
	B. Lokasi dan Waktu Penelitian
	C. Populasi Dan Sampel Penelitian
	D. Teknik Pengambilan Data
	E. Variabel Penelitian
	F. Definisi Operasional Variabel
	G.  Instrumen Penelitian
	H. Uji Validitas Instrumen
	I.  Analisis Data

	BAB IV  HASIL DAN PEMBAHASAN
	A. Gambaran Karakteristik Sosiodemografi Responden
	B. Riwayat Menonton Konten Emina di Tiktok Oleh KOL Dan Pembelian Produk Emina Oleh Responden
	C. Analisis Deskriptif Rata-Rata Variabel
	D. Analisis Regresi Linear Berganda
	E. Keterbatasan Penelitian

	BAB V  KESIMPULAN DAN SARAN
	A. KESIMPULAN
	B. SARAN

	DAFTAR PUSTAKA
	LAMPIRAN

