
92 

 

DAFTAR PUSTAKA 

 

Abbas, S., Alnoor, A., Yin, T. S., Sadaa, A. M., Muhsen, Y. R., Khaw, K. 

W., & Ganesan, Y. (2023). Antecedents of trustworthiness of social 

commerce platforms: A case of rural communities using multi group 

SEM and MCDM methods. Electronic Commerce Research and 

Applications, 62, 101322. https://doi.org/10.1016/j.elerap.2023.101322 

Abdullah, M., Yulianto, E., & Nugroho, A. (2025). The influence of social 

media marketing activities on purchase intention through brand trust 

and brand image. Wacana, 28(1). 

https://doi.org/10.21776/ub.wacana.2025.028.01.06 

Andira, N. P., Prasetyo, R. A., & Ananda, A. S. (2023). The impact of K-

Pop idol on brand awareness, hedonic shopping motivation, and 

purchase intention. Kajian Branding Indonesia, 

5(1), 1–15. https://doi.org/10.21632/kbi.5.1.1-15 

Ang Tek Khun. (2024). Budaya Korea, drama Korea, dan saya di tengah 

hallyu. Kompasiana. 

https://www.kompasiana.com/khun/673c766ec925c41bc058d903/bud

aya-korea-drama-korea-dan-saya-di-tengah 

hallyu?page=all&page_images=2 (Diakses pada 25 Juni 2025) 

Apejoye, A. (2013). Influence of celebrity endorsement of advertisement 

on students’ purchase intention. Journal of Mass Communication & 

Journalism, 3(1), 1–7. https://doi.org/10.4172/2165-7912.1000152 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of 

social media in marketing. Journal of the Academy of Marketing 

Science, 48, 79–95. https://doi.org/10.1007/s11747-019-00695-1 

Araujo, T., Copulsky, J. R., Hayes, J. L., Kim, S. J., & Srivastava, J. 

(2020). From purchasing exposure to fostering engagement: Brand–

consumer experiences in the emerging computational advertising 

landscape. Journal of Advertising, 49(4), 428–445. 

https://doi.org/10.1080/00913367.2020.1795756 

Chiosa, A. R. (2012). Celebrity endorsement strategy. Annals of the 

“Constantin Brâncuși” University of Târgu Jiu, Economy Series, 3, 

75–79. 

Dominic, E. D., Mahamed, M., & Ogodo, A. E. (2025). Source credibility 

as a catalyst: Unraveling its role in shaping strategic communication 

acceptability (SCA). International Journal of Academic Research in 

Business and Social Sciences, 15(2). 

https://doi.org/10.6007/IJARBSS/v15-i2/24688 

Drupadi, A. A. (2023). The Influence of Korean Celebrity as Brand 

Ambassador for Indonesian Skincare on Consumer Purchasing 

Intention. 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., 

Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.elerap.2023.101322
https://doi.org/10.21632/kbi.5.1.1-15
https://www.kompasiana.com/khun/673c766ec925c41bc058d903/budaya-korea-drama-korea-dan-saya-di-tengah%20hallyu?page=all&page_images=2
https://www.kompasiana.com/khun/673c766ec925c41bc058d903/budaya-korea-drama-korea-dan-saya-di-tengah%20hallyu?page=all&page_images=2
https://www.kompasiana.com/khun/673c766ec925c41bc058d903/budaya-korea-drama-korea-dan-saya-di-tengah%20hallyu?page=all&page_images=2
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1080/00913367.2020.1795756


93 

 

V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, 

J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and 

social media marketing research: Perspectives and research 

propositions. International Journal of Information Management, 59, 

102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168 

El-Shihy, D. (2024). Unveiling the psychological mechanisms behind 

sports celebrity social media endorsements. Cogent Business & 

Management, 11(1), 2376771. 

https://doi.org/10.1080/23311975.2024.2376771 

Erdogan, B.Z. (1999). Celebrity Endorsement: A Literature Review. 

Journal of Marketing Management, 15(4), 291–314. 

https://doi.org/10.1362/026725799784870379 

Farid, M. S., Cavicchi, A., Rahman, M. M., Barua, S., Ethen, D. Z., Happy, 

F. A., Rasheduzzaman, M., Sharma, D., & Alam, M. J. (2023). 

Assessment of marketing mix associated with consumer's purchase 

intention of dairy products in Bangladesh: Application of an extended 

theory of planned behavior. Heliyon, 9(6), e16657. 

https://doi.org/10.1016/j.heliyon.2023.e16657 

Fu, J.-R. (F.), Lu, I.-W., Chen, J. H. F., & Farn, C.-K. (2020). Investigating 

consumers’ online social shopping intention: An information 

processing perspective. International Journal of Information 

Management, 54, 102189. 

https://doi.org/10.1016/j.ijinfomgt.2020.102189 

Ha, N. M., & Lam, N. H. (2017). The effects of celebrity endorsement on 

customer’s attitude toward brand and purchase intention. International 

Journal of Economics and Finance, 9(1), 64–77. 

https://doi.org/10.5539/ijef.v9n1p64 

Hur, W.-M., Chung, J.-h., & Park, H. (2025). Beyond Hallyu celebrity 

appeal: Understanding celebrity attractiveness and content creativity 

as strategic marketing resources in Taiwan. Asia Pacific Business 

Review. Advance online publication. 

https://doi.org/10.1080/13602381.2025.2512815 

Huwaida, L. A., Yusuf, A., Satria, A. N., Darmawan, M. A., Ammar, M. F., 

Yanuar, M. W., Hidayanto, A. N., & Yaiprasert, C. (2024). Generation 

Z and Indonesian social commerce: Unraveling key drivers of their 

shopping decisions. Journal of Open Innovation: Technology, Market, 

and Complexity, 10, Article 100256. 

https://doi.org/10.1016/j.joitmc.2024.100256 

Hossain, M. S., Islam, T., Babu, M. A., Moon, M., Mim, M., Alam, M. T. 

U., Bhattacharjee, A., Sultana, M. S., & Akter, M. (2025). The 

influence of celebrity credibility, attractiveness, and social media 

influence on trustworthiness, perceived quality, and purchase intention 

for natural beauty care  products.  Cleaner  and  Responsible  

Consumption,  17,  100277. 

https://doi.org/10.1016/j.clrc.2025.100277 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1080/23311975.2024.2376771
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1016/j.heliyon.2023.e16657
https://doi.org/10.1016/j.ijinfomgt.2020.102189
https://doi.org/10.5539/ijef.v9n1p64
https://doi.org/10.1080/13602381.2025.2512815
https://doi.org/10.1016/j.joitmc.2024.100256
https://doi.org/10.1016/j.clrc.2025.100277


94 

 

influencer marketing. Marketing Intelligence & Planning, 37(5), 567–

579. https://doi.org/10.1108/mip-09-2018-0375 

Jumpakita Pinem, R., & Kim, T. (2023). The Effect of the Korean Wave 

Phenomenon toward Imitation Intention: Korean Product Purchase 

Intention in the Global Market. Journal of Korea Trade. 

https://doi.org/10.35611/jkt.2023.27.4.45 

Khadim, R. A., Hanan, M. A., Arshad, A., Saleem, N., & Khadim, N. A. 

(2018). Revisiting antecedents of brand loyalty: Impact of perceived 

social media communication with brand trust and brand equity as 

mediators. Academy of Strategic Management Journal, 17(1). 

Kotler, P., & Keller, K. (2021). Marketing Management (15th ed.). Pearson 

Publishing. 

Kim, A. J., & Ko, E. (2012). Impact of luxury fashion brands’ social media 

marketing on customer relationship and purchase intent. Journal of 

Global Fashion Marketing, 3(3), 158–163. 

https://doi.org/10.1080/20932685.2012.10593044 

Kim, S. (S.), Choe, J. Y. (J.), & Petrick, J. F. (2018). The effect of celebrity 

on brand awareness, perceived quality, brand image, brand loyalty, 

and destination attachment to a literary festival. Journal of Destination 

Marketing & Management, 9, 320–329. 

https://doi.org/10.1016/j.jdmm.2018.03.006 

Kim Joon-ho, Kim Kwang-jin, Park Bum-tae, & Choi Hyun-ju. (2022). The 

phenomenon and development of K-Pop: The relationship between 

success factors of K-Pop and the national image, social network 

service citizenship behavior, and tourist behavioral intention. 

Sustainability, 14(6), 3200. https://doi.org/10.3390/su14063200 

Ladhari, R., Souiden, N., & Ladhari, I. (2011). Determinants of loyalty and 

recommendation: The role of perceived service quality, emotional 

satisfaction and image. Journal of Financial Services Marketing, 

16(2), 111–124. https://doi.org/10.1057/fsm.2011.10 

Lankes, R. D. (2008). Credibility on the internet: Shifting from authority to 

reliability. Journal of Documentation, 64(5), 667–686. 

https://doi.org/10.1108/00220410810899709 

Lee, J., Walter, N., Hayes, J. L., & Golan, G. J. (2024). Do influencers 

influence? A meta-analytic comparison of celebrities and social media 

influencers’ effects. Social Media +

 Society, 10(3). 

https://doi.org/10.1177/20563051241269269 

Leong, L., Hew, T., Ooi, K., & Dwivedi, Y. K. (2020). Predicting trust in 

online advertising with an SEM-artificial neural network approach. 

Expert Systems with Applications, 162, 113849. 

https://doi.org/10.1016/j.eswa.2020.113849 

Leonita, L. (2023). The impact of celebrity endorsement on purchase 

intention of local skincare brand: The role of perceived quality and 

perceived value. Journal of Business Studies and Management 

Review, 6(2), 132–142. 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.35611/jkt.2023.27.4.45
https://doi.org/10.1080/20932685.2012.10593044
https://doi.org/10.1016/j.jdmm.2018.03.006
https://doi.org/10.3390/su14063200
https://doi.org/10.1177/20563051241269269
https://doi.org/10.1016/j.eswa.2020.113849


95 

 

Li, Z., & Yin, Y. (2018). Attractiveness, expertise and closeness: The effect 

of source credibility of the first lady as political endorser on social 

media in China. Global Media and China, 3(4), 297–315. 

https://doi.org/10.1177/2059436418819228 

Liew, T. W., & Tan, S.-M. (2021). Social cues and implications for 

designing expert and competent artificial agents: A systematic review. 

Telematics and Informatics, 65, 101721. 

https://doi.org/10.1016/j.tele.2021.101721 

Liu, C. H. S., & Lee, T. (2016). Service quality and price perception of 

service: Influence on word-of-mouth and revisit intention. Journal of 

Air Transport Management, 52, 42–54. 

https://doi.org/10.1016/j.jairtraman.2015.12.007 

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, 58-73. 

https://doi.org/10.1080/15252019.2018.1533501 

Majid, S., Sholahuddin, M., Soepatin, S., & Kuswati, R. (2023). The 

Impact of Celebrity Endorsement on Consumer’s Purchase Intention. 

Management Studies and Entrepreneurship Journal (MSEJ), 4(3), 

2591–2600. https://doi.org/10.37385/msej.v4i3.2076 

Meng, F., Jiang, S., Moses, K., & Wei, J. (2023). Propaganda information 

of internet celebrity influence: Young adult purchase intention by big 

data analysis. Journal of Organizational and End User Computing, 

35(1), 1–18. https://doi.org/10.4018/JOEUC.318128 

Mihaela, O. (2015). The influence of the integrated marketing 

communication on the consumer buying behaviour. Procedia 

Economics and Finance, 23, 1446–1450. 

https://doi.org/10.1016/S2212-5671(15)00446-3 

Min, J. H. J., Chang, H. J. J., Jai, T.-M. C., & Ziegler, M. (2019). The 

effects of celebrity-brand congruence and publicity on consumer 

attitudes and buying behavior. Fashion and Textiles, 

6(1), 10. https://doi.org/10.1186/s40691-018-0159-8 

Moghddam, H. A., Carlson, J., Wyllie, J., & Rahman, S. M. (2024). Scroll, 

stop, shop: Decoding impulsive buying in social commerce. Journal of 

Business Research, 182, 114776. 

https://doi.org/10.1016/j.jbusres.2024.114776 

Mohan, R. (2025). Influence of celebrity endorsements in advertisements 

on the purchasing intentions among higher education students. IIMT 

Journal of Management, 2(1), 100–113. 

https://doi.org/10.1108/IIMTJM-04-2024-0044 Mondello, A., 

Salomone, R., & Mondello, G. (2024). Exploring circular 

economy in the cosmetic industry: Insights from a literature 

review. Environmental Impact Assessment Review, 105, 

107443. https://doi.org/10.1016/j.eiar.2024.107443 

Moslehpour, M., Ismail, T., Purba, B., & Wong, W.-K. (2021). What 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/2059436418819228
https://doi.org/10.1016/j.tele.2021.101721
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.4018/JOEUC.318128
https://doi.org/10.1016/S2212-5671(15)00446-3
https://doi.org/10.1186/s40691-018-0159-8
https://doi.org/10.1016/j.jbusres.2024.114776
https://doi.org/10.1016/j.eiar.2024.107443


96 

 

makes GO-JEK go in Indonesia? The influences of social media 

marketing activities on purchase intention. Journal of Theoretical and 

Applied Electronic Commerce Research 17(1), 89–103. 

https://doi.org/10.3390/jtaer17010005 

Muda M., Musa R., Mohamed R. N., & Borhan H. (2014). Celebrity 

entrepreneur endorsement and advertising effectiveness. Procedia-

Social and Behavioral Sciences, 130, 11–20. 

http://dx.doi.org/10.1016/j.sbspro.2014.04.002 

Mustafa, S., Hao, T., Qiao, Y., Shah, S. K., & Sun, R. (2022). How a 
Successful Implementation and Sustainable Growth of e‑Commerce can 
be Achieved in Developing Countries; a Pathway Towards Green 
Economy. Frontiers in Environmental Science, 10, Article 
940659. https://doi.org/10.3389/fenvs.2022.940659 

Nawiyah, Kaemong, R. C., Ilham, M. A., & Muhammad, F. (2023). 

Penyebab Pengaruhnya Pertumbuhan Pasar Indonesia Terhadap 

Produk Skin Care Lokal Pada Tahun 2022. ARMADA : Jurnal 

Penelitian Multidisiplin, 1(12), 1390–1396. 

https://doi.org/10.55681/armada.v1i12.1060 

Nuseir, M.T. (2019), "The impact of electronic word of mouth (e-WOM) 

on the online purchase intention of consumers in the Islamic countries 

– a case of (UAE)", Journal of Islamic Marketing, Vol. 10 No. 3, pp. 

759-767. https://doi.org/10.1108/JIMA-03-2018-0059 

Oh, I., Brassier, P., & Lopes, P. (2024). Hallyu marketing from Korea: 

Female universalism as an alternative performing myth among global 

fans. Asia Pacific Business Review, 1–27. 

https://doi.org/10.1080/13602381.2024.2426713 

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. 

https://doi.org/10.1080/00913367.1990.10673191 

Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, 

purchase intention, and behavioural engagement: The mediating role 

of source and content factors. Journal of Business Research, 142, 

100–112. https://doi.org/10.1016/j.jbusres.2021.12.031 

Onu, C. A., Nwaulune, J., Adegbola, E. A., & Nnorom, G. (2019). The 

effect of celebrity physical attractiveness and trustworthiness on 

consumer purchase intentions: A study on Nigerian consumers. 

Management Science Letters, 9(13), 2241–2252. 

https://doi.org/10.5267/j.msl.2019.7.009 

Park, C. W., D. J. MacInnis, J. Priester, A. B. Eisingerich, and D. 

Iacobucci. 2010. ―Brand Attachment and Brand Attitude Strength: 

Conceptual and Empirical Differentiation of Two Critical Brand 

Equity Drivers.‖ Journal of Marketing 74 (6): 1–17. 

https://doi.org/10.1509/jmkg.74.6.1 . 

Park, H. J., & Lin, L. M. (2020). The effects of match-ups on the consumer 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

http://dx.doi.org/10.1016/j.sbspro.2014.04.002
https://doi.org/10.3389/fenvs.2022.940659
https://doi.org/10.55681/armada.v1i12.1060
https://www.emerald.com/insight/search?q=Mohammed%20T.%20Nuseir
https://www.emerald.com/insight/publication/issn/1759-0833
https://doi.org/10.1108/JIMA-03-2018-0059
https://doi.org/10.1080/13602381.2024.2426713
https://psycnet.apa.org/doi/10.1080/00913367.1990.10673191
https://doi.org/10.1016/j.jbusres.2021.12.031
https://doi.org/10.5267/j.msl.2019.7.009


97 

 

attitudes toward internet celebrities and their live streaming contents 

in the context of product endorsement. Journal of Retailing and 

Consumer Services, 52, 101934. 

https://doi.org/10.1016/j.jretconser.2019.101934 

Park, J., Hyun, H., & Thavisay, T. (2021). A study of antecedents and 

outcomes of social media WOM towards luxury brand purchase 

intention. Journal of Retailing and Consumer Services,    

58,    102272. https://doi.org/10.1016/j.jretconser.2020.102272 

Ranjbarian, B., Shekarchizade, Z., & Momeni, Z. (2010). Celebrity 

endorser influence on attitude toward advertisements and brands. 

European Journal of Social Sciences, 13(3), 399–407. 

Roy, G., Datta, B., Mukherjee, S. and Basu, R. (2021), ―Effect of eWOM 

stimuli and eWOM response on perceived service quality and online 

recommendation‖, Tourism Recreation Research, Vol. 46 No. 4, 

pp. 457-472, doi: 10.1080/02508281.2020.1809822 

Roy, S., & Moorthi, Y. L. R. (2012). Investigating endorser personality 

effects on brand personality: Causation and reverse causation in India. 

Journal of Brand Strategy, 1(2). https://doi.org/10.69554/YNWA2604 

Safeer, A.A., 2024. Harnessing the power of brand social media marketing 

on consumer online impulse buying intentions: a stimulus-organism-

response framework. J. Prod. Brand Manag. 33 (5), 533–544. 

https://doi.org/10.1108/JPBM-07-2023-4619. 

Salmones, M. d. M. G. d. l., Dominguez, R. & Herrero, A., 2013. 

Communication using celebrities in the non-profit sector. 

International Journal of Advertising, 32(1), p. 

101. https://doi.org/10.2501/IJA-32-1-101-119. 

Santos, A. L., Barros, F., & Azevedo, A. (2019). Matching-up celebrities’ 

brands with products and social causes. Journal of Product & Brand 

Management. https://doi.org/10.1108/JPBM-03-2017-1439 

Sekaran, U. and Bougie, R. (2016). Research Methods for Business: 

A Skill-Building Approach. 7th Edition, Wiley & Sons, West Sussex. 

Serman, Z. E., & Sims, J. (2023). Source Credibility Theory: SME 
Hospitality Sector Blog Posting During the Covid‑19 Pandemic. 
Information Systems Frontiers, 25(6), 2317–2334. 
https://doi.org/10.1007/s10796-022-10349-3 

Shanahan, T., Tran, T. P., & Taylor, E. C. (2019). Getting to know you: 

Social media personalization as a means of enhancing brand loyalty 

and perceived quality. Journal of Retailing and Consumer Services, 

47, 57–65. https://doi.org/10.1016/j.jretconser.2018.10.007 

Shimp, T. A., & Andrews, J. C. (2013). Advertising, promotion, and other 

aspects of integrated marketing communications. Cengage Learning. 

Tanabe, H., & Yamamoto, K. (2024). The psychological nature of female 

gait attractiveness. Bioengineering, 11(10), 1037. 

https://doi.org/10.3390/bioengineering11101037 

Umeogu, B. (2012). Source credibility: A philosophical analysis. Open 

Journal of Philosophy, 2(2), 112–115. 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jretconser.2020.102272
https://doi.org/10.1108/JPBM-07-2023-4619
https://doi.org/10.2501/IJA-32-1-101-119
https://doi.org/10.1108/JPBM-03-2017-1439
https://doi.org/10.1016/j.jretconser.2018.10.007
https://doi.org/10.3390/bioengineering11101037


98 

 

https://doi.org/10.4236/ojpp.2012.22017 

Varghese, S., & Agrawal, M. (2021). Impact of social media on consumer 

buying behavior. Saudi Journal of Business and Management Studies, 

6(3), 91–96. https://doi.org/10.36348/sjbms. 2021.v06i03.001 

Wan Mat, W. R., Kim, H. J., Abdul Manaf, A. A., Phang Ing, G., & Abdul 

Adis, A. A. (2019). Young Malaysian consumers’ attitude and 

intention to imitate Korean celebrity endorsements. Asian Journal of 

Business Research, 9(1), 1–23. https://doi.org/10.14707/ajbr.190065 

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer 

Endorsements: How Advertising Disclosure and Source Credibility 

Affect Consumer Purchase Intention on Social Media. Australasian 

Marketing Journal, 28, 160-170. 

https://doi.org/10.1016/j.ausmj.2020.03.002 

Widodo, T., & Maylina, N. L. P. K. (2022). The mediating role of 

perceived value and social media word-of-mouth in the relationship 

between perceived quality and purchase intention. Jurnal Manajemen 

dan Pemasaran Jasa, 15(1), 49–68. 

https://doi.org/10.25105/jmpj.v15i1.9468 

Xu, P., Cui, B., & Bei, L. (2022). Influence of streamer's social capital on 

purchase intention in live streaming e-commerce. Frontiers in 

Psychology, 12, Article 748172. 

https://doi.org/10.3389/fpsyg.2021.748172 

Xu, X. and Jin, Y. (2022), ―Examining the effects of conflicting reviews on 

customers’ purchase intentions from a product attributes perspective‖, 

Journal of Consumer Behaviour, Vol. 21 No. 6, pp. 1351-1364, 

doi:10.1002 cb.2077. 

Yoo, J.-W., & Jin, Y. J. (2015). Reverse transfer effect of celebrity-product 

congruence on the celebrity's perceived credibility. Journal of 

Promotion Management, 21(6), 666–684. 

https://doi.org/10.1080/10496491.2015.1055046 

Yu, S., & Hu, Y. (2020). When luxury brands meet China: The effect of 

localized celebrity endorsements in social media marketing. Journal of 

Retailing and Consumer Services, 54, 102010. 

https://doi.org/10.1016/j.jretconser.2019.102010 
 

 

 

 

 

 

 

 

 

 

 

 

 

Pengaruh Daya Tarik, Media Sosial, dan Kredibilitas Selebriti Korea pada Niat Pembelian Produk 
Perawatan Diri Lokal
Afdelia Eva Ayu Kirana, Dr. Ina Melati, S.E., M.M.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.36348/sjbms.%202021.v06i03.001
https://doi.org/10.14707/ajbr.190065
https://doi.org/10.1016/j.ausmj.2020.03.002
https://doi.org/10.25105/jmpj.v15i1.9468
https://doi.org/10.1016/j.jretconser.2019.102010

	DAFTAR PUSTAKA

