
References 
 

Aaker, D. A., & Stayman, D. M. (1992). Modeling the impact of transformational 
advertising: The case of an emotional appeal. Journal of Marketing Research, 
29(2), 130–139. https://doi.org/10.1177/002224379202900204. 

Abu-Bader, S., & Jones, T. V. (2021). Statistical mediation analysis using the Sobel test 
and Hayes SPSS process macro. International Journal of Quantitative and 
Qualitative Research Methods, 9(1), 42–61. https://doi.org/10.37745/ijqqrm.13 

Ajzen, I. (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 

Alita, D., & Darwis, D. (2021). Analysis of classic assumption test and multiple linear 
regression coefficient test for employee structural office recommendation. 
Indonesian Journal of Computing and Cybernetics Systems, 15(3), 295–306. 
https://doi.org/10.22146/ijccs.65586 

Anastasi, A., & Urbina, S. (1997). Psychological testing (7th ed.). Prentice Hall/Pearson 
Education. 

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic 
and utilitarian shopping value. Journal of customers Research, 20(4), 644–656. 
https://doi.org/10.1086/209376 

Bagozzi, R. P. (1992). The self-regulation of attitudes, intentions, and behavior. Social 
Psychology Quarterly, 55(2), 178–204. https://doi.org/10.2307/2786945 

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. 
Journal of the Academy of Marketing Science, 27(2), 184–206. 
https://doi.org/10.1177/0092070399272005 

Barry, T. E., & Howard, D. J. (1990). A review and critique of the hierarchy of effects in 
advertising. International Journal of Advertising, 9(2), 121–135. 
https://doi.org/10.1080/02650487.1990.11107138 

Batra, R., & Ray, M. L. (1986). Affective responses mediating acceptance of 
advertising. Journal of customers Research, 13(2), 234–249. 
https://doi.org/10.1086/209062 

Beard, F. K. (2019). Hard Sell Killers and Soft Sell Poets. Tandfonline. 

Beatriz Casais and Aline Costa Pereira. (2021). The prevalence of emotional and rational 
tone in social advertising appeals. Emerald Insight. 

The Influence of Advertising Appeal Towards Purchase Intention (A Survey of Mad for Makeup's
Instagram Followers Response to 'Soft-Selling' Social Media Advertisements of Mad for Makeup)
Farah Priminadine Danica Noordibyo, Dr. Muhamad Sulhan, S.I.P, M.Si.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/002224379202900204
https://doi.org/10.37745/ijqqrm.13
https://doi.org/10.1016/0749-5978(91)90020%E2%80%91T
https://doi.org/10.22146/ijccs.65586
https://doi.org/10.1086/209376
https://doi.org/10.2307/2786945
https://doi.org/10.1080/02650487.1990.11107138
https://doi.org/10.1086/209062


Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. 
Psychometrika, 16(3), 297–334. https://doi.org/10.1007/BF02310555 

Dewianti Khazanah, Reni Kusumaningputri, Hadi Sampurna, and Riskia Setiarini. 
(2023). The 'Face' of Indonesian Cosmetics: Investigating Language Choices in 
Local Brand Advertisement Boards and customerss' Preferences. ResearchGate. 

Elliott, R., & Percy, L. (2007). Understanding the customers mind: The role of emotion in 
marketing. In H. H. W. Ohn (Ed.), customers Behavior and Branding (pp. 
97–112). Routledge. 

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influence of reference 
groups on customerss’ connections to brands. Journal of customers Psychology, 
13(3), 339–348. https://doi.org/10.1207/S15327663JCP1303_15 

Ferdinand, A. (2006). Metode penelitian manajemen: Pedoman penelitian untuk 
penulisan skripsi, tesis dan disertasi ilmu manajemen. Semarang: Badan Penerbit 
Universitas Diponegoro.  

Gangadharbatla, H. (2019). Social Media and Advertising Theory. Tandfonline. 

Groves, R. M., Fowler, F. J., Couper, M. P., Lepkowski, J. M., Singer, E., & Tourangeau, 
R. (2004). Survey methodology(2nd ed.). John Wiley & Sons. 

Hagtvedt, H. (2022). A brand (new) experience: Art, aesthetics, and sensory effects. 
Journal of the Academy of Marketing Science, 50(3), 425–428. 
https://doi.org/10.1007/s11747-021-00833-8 

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: 
customers fantasies, feelings, and fun. Journal of customers Research, 9(2), 
132–140. https://doi.org/10.1086/208906 

Huo, Liu, and Min. (2021). Social Media Advertising Reactance Model. ResearchGate. 

Indiana University. (2023). Understanding reliability and validity in research. 
Department of Psychology. 

Jacoby, J. (2002). Stimulus-Organism-Response Reconsidered: An Evolutionary Step in 
Modeling (customers) Behavior. Journal of customers Psychology. 

Jondry Adrin Hetharie, Surachman, Ananda Sabil Hussein, and Astrid Puspaningrum. 
(2019). SOR (Stimulus-Organism-Response) Model Application In Observing 
The Influence Of Impulsive Buying On customers‟s Post-Purchase Regret. 
International Journal of Scientific & Technology Research. 

Kotler, P. (1997). Marketing Management. New Jersey: Prentice Hall. 

The Influence of Advertising Appeal Towards Purchase Intention (A Survey of Mad for Makeup's
Instagram Followers Response to 'Soft-Selling' Social Media Advertisements of Mad for Makeup)
Farah Priminadine Danica Noordibyo, Dr. Muhamad Sulhan, S.I.P, M.Si.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1207/S15327663JCP1303_15
https://doi.org/10.1007/s11747-021-00833-8
https://doi.org/10.1086/208906


Lavidge, R. J., & Steiner, G. A. (1961). A model for predictive measurements of 
advertising effectiveness. Journal of Marketing, 25(October), 59–62. 
https://doi.org/10.2307/1248516 

Lawshe, C. H. (1975). A quantitative approach to content validity. Personnel Psychology, 
28(4), 563–575. https://doi.org/10.1111/j.1744-6570.1975.tb01393.xMahyarni, M. 
(2013). Theory Of Reasoned Action and Theory Of Planned Behavior (sebuah 
Kajian Historis Tentang Perilaku). El-Riyasah. 

Malhotra, N. K., & Dash, S. (2012). Marketing research: An applied orientation (6th ed.). 
Pearson Education. 

Malhotra, N. K., & Dash, S. (2016). Marketing research: An applied orientation (7th ed.). 
Pearson Education.  

Merhabian and Russell. (1974). SOR Model. ResearchGate. 

Monesa, F., & Rinawati Simanjuntak, E. (2024). The impact of soft‑sell appeal in TikTok 
on the attitude towards the ads. WSEAS Transactions on Business and Economics, 
21, 1890–1900. https://doi.org/10.37394/23207.2024.21.154 

Muthiah, F. (2024). Strategi Komunikasi Pemasaran Mad for Makeup dalam 
Menciptakan Brand Image Sebagai Merek Kosmetik untuk Gen z. Jurnal 
Indonesia: Manajemen Informatika dan Komunikasi. 

NapoleonCat. (2024, February). Instagram users in Indonesia – February 2024 [Social 
media statistics]. NapoleonCat. Retrieved June 9, 2025, from NapoleonCat 
database.  

Neuman, W. L. (2013). Social Research Methods: Qualitative and Quantitative 
Approaches. Pearson Education. 

Neuman, W. L. (2014). Social research methods: Qualitative and quantitative approaches 
(7th ed.). Pearson Education. 

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

Nurhayati, T. (2023). Academic survey of emotional impact of social media advertising 
on Indonesian Gen Z. Indonesian Journal of Marketing, 7(1), 102–118. 

Okazaki, S., Mueller, B., & Taylor, C. R. (2010). Measuring hard sell vs. soft sell 
advertising appeals. Journal of Advertising, 39(2), 5-20. 
https://www.researchgate.net/publication/237050032_Measuring_hard_sell_vs_so
ft_sell_advertising_appeals 

 

The Influence of Advertising Appeal Towards Purchase Intention (A Survey of Mad for Makeup's
Instagram Followers Response to 'Soft-Selling' Social Media Advertisements of Mad for Makeup)
Farah Priminadine Danica Noordibyo, Dr. Muhamad Sulhan, S.I.P, M.Si.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.2307/1248516


Pascal Kowalczuk, Carolin Siepman, and Jost Adler. (2021). Cognitive, affective, and 
behavioral customers responses to augmented reality in e-commerce: A 
comparative study. Journal of Business Research. 

Pearson’s correlation coefficient. (2008). In The SAGE encyclopedia of research design 
(Vol. 2, pp. 991–994). SAGE Publications. 

Predrag Jovanovic, Tamara Vlastelica, and Slavica Cicvaric Kostic. (2016). Impact of 
Advertising Appeals on Purchase Intention. Management Journal of Sustainable 
Business and Management Solutions in Emerging Economies. 

Pryshchenko, S. (2019). Creative Technologies in Advertising Design. ResearchGate. 

Reimann, M., Zaichkowsky, J., Neuhaus, C., Bender, T., & Weber, B. (2010). Sensory 
processing and customers perception: A neuropsychological perspective. Journal 
of Marketing, 74(1), 48–68. https://doi.org/10.1509/jmkg.74.1.48 

Robert M. Groves, Floyd J. Fowler, Jr., Mick P. Couper, James M. Lepkowski, Eleanor 
Singer, and Roger Tourangeau. (2009). Survey Methodology. New Jersey: John 
Wiley & Sons. 

Salvador Ruiz de Maya and Maria Sicilia. (2004). The impact of cognitive and/or 
affective processing styles on customers response to advertising appeals. Journal 
of Business Research. 

Smith, R. E., Chen, J., & Yang, X. (2008). The impact of advertising creativity on the 
hierarchy of effects. Journal of Advertising, 37(4), 47–61. 
https://doi.org/10.2753/JOA0091-3367370404 

Sriram, K. V., Panoli, N. K., & Kamath, G. B. (2021). Social media advertisements and 
their influence on customers purchase intention. Cogent Business & Management, 
8(1), 2000697. https://doi.org/10.1080/23311975.2021.2000697 

Sugiyono. (2008). Metode penelitian pendidikan: (pendekatan kuantitatif, kualitatif dan R 
& D). Alfabeta. 

Wang, X., & Dempsey, M. (2009). Storytelling in advertising: Effects on empathy and 
emotional involvement. Journal of Promotion Management. 

Tamara Vlastelica and Slavica Cicvaric Kostic. (2016). Impact of Advertising Appeals on 
Purchase Intention. Management Journal of Sustainable Business and 
Management Solutions in Emerging. 

Trafimow, D. (2009). The Theory of Reasoned Action. Theory & Psychology.​ ​  

 

The Influence of Advertising Appeal Towards Purchase Intention (A Survey of Mad for Makeup's
Instagram Followers Response to 'Soft-Selling' Social Media Advertisements of Mad for Makeup)
Farah Priminadine Danica Noordibyo, Dr. Muhamad Sulhan, S.I.P, M.Si.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1509/jmkg.74.1.48
https://doi.org/10.2753/JOA0091-3367370404
https://doi.org/10.1080/23311975.2021.2000697


Vakratsas, D., & Ambler, T. (1999). How advertising works: What do we really know? 
Journal of Marketing, 63(1), 26–43. 
https://doi.org/10.1177/002224299906300103 

Zhong, Y., Gao, H., & Zong, Z. (2023). The impact of peer recommendations and social 
norms on Gen Z beauty purchases in Indonesia. Asian Journal of Marketing 
Research, 5(2), 75–89. 

 

The Influence of Advertising Appeal Towards Purchase Intention (A Survey of Mad for Makeup's
Instagram Followers Response to 'Soft-Selling' Social Media Advertisements of Mad for Makeup)
Farah Priminadine Danica Noordibyo, Dr. Muhamad Sulhan, S.I.P, M.Si.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/002224299906300103

	References 

