Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

Ajzen, 1. (1991). The theory of planned behavior. Organizational behavior and
human decision processes, 50(2), 179-211.
https://www.sciencedirect.com/science/article/pii/074959789190020T

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predictiing social
behavior. Englewood cliffs. https://cir.nii.ac.jp/crid/1572543024551612928

Alexsander, O. (2023). Factors Influencing Purchase Intention of Local Indonesian
Fashion Brands in the Digital Era. 10(2), 37-44. https://doi.org/10.29103/;-
mind.v8il.8258

Amini, M. (2025). Authenticity in the realm of influencer marketing: A systematic
review. 1, 11(1-22).
http://promotionalcommunications.org/index.php/pc/about/submissions

Anggarawati, L. K. A., Mitariani, N. W. E., & Imbayani, I. G. A. (2022). Pengaruh
Pelaksanaan Personal Selling, Kepercayaan Pelanggan Dan Kualitas Pelayanan

Terhadap Keputusan Pembelian Ulang Produk Asuransi Berupa Premi Asuransi.
EMAS, 3(9), 82-93. https://doi.org/10.30388/emas.v319.4263

Ardhia, R., & Mayangsari, L. (2020). A Study of Factors Influencing Indonesian
Consumers’ Purchase Intention towards Its Local Fashion Brands. KnE Social
Sciences, 1162—1173. https://doi.org/10.18502/kss.v416.6669

Astuti, A. D., Abriandi, A., & Simamora, V. (2024). Generation Z’s Perspective On
Interest In Buying Fashion Products Through Social Media And The Tiktok
Application. EKOMBIS REVIEW  Vupeoumenu: Unived Press, 12(4).
https://elibrary.ru/item.asp?id=75032056

Ates, A., Sunar, H., & Erdem, B. (2024). The Role of Emotional Attachment in the
Impact of Generation Z’s Trust in Digital Influencers on Unplanned Purchase
Behavior. Galactica Media: Journal of Media Studies, 6(4), 350-373.
https://doi.org/10.46539/gmd.v614.499

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/;.jbusres.2018.07.008

Aw, E. C.-X., & Chuah, S. H.-W. (2021). “Stop the unattainable ideal for an
ordinary me!” fostering parasocial relationships with social media influencers: The
role of self-discrepancy. Journal of Business Research, 132, 146-157.
https://doi.org/10.1016/j.jbusres.2021.04.025



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Badgaiyan, A. J., & Verma, A. (2015). Does urge to buy impulsively differ from
impulsive buying behaviour? Assessing the impact of situational factors. Journal
of Retailing and Consumer Services, 22, 145-157.
https://doi.org/10.1016/j.jretconser.2014.10.002

Baghel, D. (2023). The Role Of Influencer Authenticity And Brand Trust In
Shaping Consumer Behavior: Strategies To Engage Generation Z. ShodhKosh:
Journal of Visual and Performing Arts, 4(1).
https://doi.org/10.29121/shodhkosh.v4.11.2023.3327

Balaban, D. C., & Szambolics, J. (2022). A Proposed Model of Self-Perceived
Authenticity of Social Media Influencers. Media and Communication, 10(1).
https://doi.org/10.17645/mac.v1011.4765

Campbell, C., & Farrell, J. R. (2020). More than meets the eye: The functional
components underlying influencer marketing. Business Horizons, 63(4), 469—479.
https://doi.org/10.1016/j.bushor.2020.03.003

Casalo, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020). Influencers on Instagram:
Antecedents and consequences of opinion leadership. Journal of Business
Research, 117, 510-519. https://doi.org/10.1016/j.jbusres.2018.07.005

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. https://doi.org/10.1509/jmkg.65.2.81.18255

Chavda, K., & Chauhan, R. (2024). Influencer Marketing Impact on Consumer
Behavior: Trust, Authenticity, and Brand Engagement in Social Media. Journal of
Advances in  Accounting, Economics, and Management, 1(3), 1-9.
https://doi.org/10.47134/aaem.v1i3.180

Chen, S. C., & Dhillon, G. S. (2003). Interpreting Dimensions of Consumer Trust
in E-Commerce.

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019). How do product recommendations
affect impulse buying? An empirical study on WeChat social commerce.
Information & Management, 56(2), 236-248.
https://doi.org/10.1016/5.im.2018.09.002

Chiguvi, D., Zhou, N., Molelekwane, O., & Mogae, M. (2025). The Impact of
Influencer Marketing on Consumer Buyer Behavior. Infernational Review of
Management and Marketing, 15(5), 297-308.
https://doi.org/10.32479/irmm.18759



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram:
The power of persuasion via the parasocial relationship. Journal of Business
Research, 158, 113708. https://doi.org/10.1016/j.jbusres.2023.113708

Cummings, L. L., & Bromiley, P. (1996). The Organizational Trust Inventory
(OTI): Development and validation. Dalam Trust in organizations: Frontiers of
theory  and  research  (hlm. 302-330). Sage Publications, Inc.
https://doi.org/10.4135/9781452243610.n15

DataReportal. (2025a). Digital 2025: Indonesia—DataReportal — Global Digital
Insights. https://datareportal.com/reports/digital-2025-indonesia

DataReportal. (2025b). TikTok Users, Stats, Data & Trends for 2025.
https://datareportal.com/essential-tiktok-stats

Davis, R., Sheriff, K., & Owen, K. (2019). Conceptualising and measuring
consumer authenticity online. Journal of Retailing and Consumer Services, 47, 17—
31. https://doi.org/10.1016/j.jretconser.2018.10.002

Dewa, C. B., & Safitri, L. A. (2021). Pemanfaatan Media Sosial Tiktok Sebagai
Media Promosi Industri Kuliner Di Yogyakarta Pada Masa Pandemi Covid-19
(Studi Kasus Akun TikTok Javafoodie). Khasanah llmu - Jurnal Pariwisata Dan
Budaya, 12(1), 65-71. https://doi.org/10.31294/khi.v12i1.10132

Dholakia, U. M. (2001). A motivational process model of product involvement and
consumer risk perception. European Journal of marketing, 35(11/12), 1340-1362.
https://www.emerald.com/insight/content/doi/10.1108/eum0000000006479/full/ht
ml

Djafarova, E., & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z
impulse purchases in fashion industry. Journal of Retailing and Consumer Services,
59, 102345. https://doi.org/10.1016/j.jretconser.2020.102345

Djafarova, E., & Trofimenko, O. (2019). ‘Instafamous’ — credibility and self-
presentation of micro-celebrities on social media. Information, Communication &
Society, 22(10), 1432—1446. https://doi.org/10.1080/1369118X.2018.1438491

Duffek, B., Eisingerich, A. B., Merlo, O., & Lee, G. (2025). Authenticity in
Influencer Marketing: How Can Influencers and Brands Work Together to Build
and Maintain Influencer Authenticity? Journal of Marketing, 89(5), 21-46.
https://doi.org/10.1177/00222429251319786

El-Shihy, D., & Awaad, S. (2025). Leveraging social media for sustainable fashion:
How brand and user-generated content influence Gen Z’s purchase intentions.
Future Business Journal, 11(1), 113. https://doi.org/10.1186/s43093-025-00529-3



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Espejo, L., Perez, N., Mendoza, C., & Gagarin, Y. (2024). A Systematic Review on
Unique Characteristics of Generation Z and Their Impact on Purchasing Decisions.
Journal of Ecohumanism, 4(1), 12-25. https://doi.org/10.62754/joe.v411.4079

Felix, A., Bernanda, D. Y., Dwinoor Rembulan, G., Giovanno, N., & Muti, R. N.
(2024). Micro Influencers Enhancing Brand Visibility and Audience Engagement
on TikTok Digital Platform. 2024 3rd International Conference on Creative
Communication and Innovative Technology (ICCIT), 1-7.
https://doi.org/10.1109/ICCIT62134.2024.10701155

Fernandes, T., & Oliveira, R. (2024). Brands as drivers of social media fatigue and
its effects on users’ disengagement: The perspective of young consumers. Young
Consumers, 25(5), 625—-644. https://doi.org/10.1108/YC-09-2023-1873

Fishbein, M., & Ajzen, 1. (1977). Belief, attitude, intention, and behavior: An
introduction to theory and research.
https://philpapers.org/rec/FISBAI?all_versions=1

Gannon, V., & Prothero, A. (2016). Beauty blogger selfies as authenticating
practices.  European  Journal of  Marketing, 50(910), 1858-1878.
https://doi.org/10.1108/EJM-07-2015-0510

Given, L. M. (2008). The SAGE Encyclopedia of Qualitative Research Methods.
SAGE Publications.

GoodStats. (2023, Mei 31). Merek Fesyen Lokal yang Jadi Favorit Masyarakat
Indonesia Versi Goodstats—GoodStats Data.
https://data.goodstats.id/statistic/merek-fesyen-lokal-yang-jadi-favorit-
masyarakat-indonesia-versi-goodstats-mavFg

Google, Temasek, & Bain Company. (2024). eCommerce Data & Analytics Based
on Billions of Transactions. https://ecdb.com/resources/sample-
data/market/id/fashion

Harrison McKnight, D., & Chervany, N. L. (2001). Trust and Distrust Definitions:
One Bite at a Time. Dalam R. Falcone, M. Singh, & Y.-H. Tan (Ed.), Trust in
Cyber-societies (hlm. 27-54). Springer. https://doi.org/10.1007/3-540-45547-7 3

He, D, Lu, Y., & Zhou, D. (2008). Empirical study of consumers’ purchase
intentions in C2C electronic commerce. Tsinghua Science and Technology, 13(3),
287-292. https://doi.org/10.1016/S1007-0214(08)70046-4

Hennink, M., Bailey, A., & Hutter, 1. (2020). Qualitative Research Methods. 1—
376. https://www.torrossa.com/en/resources/an/5018483



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Hipdlito, F., Dias, A., & Pereira, L. (2025). Influence of Consumer Trust, Return
Policy, and Risk Perception on Satisfaction with the Online Shopping Experience.
Systems, 13(3), 158. https://doi.org/10.3390/systems13030158

Hong, Z., & Yi, L. (2012). Research on the Influence of Perceived Risk in
Consumer On-line Purchasing Decision. Physics Procedia, 24, 1304-1310.
https://doi.org/10.1016/j.phpro.2012.02.195

Huang, L.-T. (2016). Flow and social capital theory in online impulse buying.
Journal of Business Research, 69(6), 2277-2283.
https://doi.org/10.1016/j.jbusres.2015.12.042

Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercialization of
social media stars: A literature review and conceptual framework on the strategic

use of social media influencers. International Journal of Advertising, 40(3), 327—
375. https://doi.org/10.1080/02650487.2020.1836925

IDN Times. (2024, Desember 31). Fashion Battle Gen Z dan Milenial: Lokal atau
Internasional? IDN Times. https://www.idntimes.com/life/inspiration/fashion-
battle-gen-z-dan-milenial-00-mm7zv-rOlfmp

Ikhlash, M., & Linda, K. R. (2024). The Effect of Risk Perception and Online Trust
on Purchase Intention in E-Commerce. International Review of Management and
Marketing, 14(6), 109—118. https://doi.org/10.32479/irmm.17111

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

Kartomo, T. (2024). The Role Of Social Media In Building Consumer Trust In
Product. Kompartemen: Kumpulan Orientasi Pasar Konsumen, 2(2), 8-17.
https://doi.org/10.56457/kompartemen.v2i2.641

Kaseger, E. S., Worang, F. G., & Gunawan, E. (2024). Pengaruh Elemen Visual
Dan Kemudahan Penggunaan Terhadap Keputusan Pembelian Melalui Tiktok
Shop Di Kalangan Gen Z. 12(03), 1350-1361.

Kaye, D. B. V., Chen, X., & Zeng, J. (2021). The co-evolution of two Chinese
mobile short video apps: Parallel platformization of Douyin and TikTok. Mobile
Media & Communication, 9(2), 229-253.
https://doi.org/10.1177/2050157920952120

Kemenparekraf. (2024). Outlook Pariwisata dan Ekonomi Kreatif 2023/2024.
https://www.kemenpar.go.id/hasil-pencarian/outlook-pariwisata-dan-ekonomi-
kreatif-20232024



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Kim, S., & Jones, C. (2009). Online shopping and moderating role of offline brand
trust. Direct Marketing: An  International Journal, 3(4), 282-300.
https://doi.org/10.1108/17505930911000874

Klug, D., Qin, Y., Evans, M., & Kaufman, G. (2021). Trick and Please. A Mixed-
Method Study On User Assumptions About the TikTok Algorithm. /3th ACM Web
Science Conference 2021, 84-92. https://doi.org/10.1145/3447535.3462512

Kotler, P., & Armstrong, G. (2015). Principles of marketing (Sixteenth edition).
Pearson.

Kwan, D., Cysneiros, L. M., & Do Prado Leite, J. C. S. (2021). Towards Achieving
Trust Through Transparency and Ethics. 2021 [EEE 29th International
Requirements Engineering Conference (RE), 82-93.
https://doi.org/10.1109/RE51729.2021.00015

Lam, H. K. S., Yeung, A. C. L., Lo, C. K. Y., & Cheng, T. C. E. (2019). Should
firms invest in social commerce? An integrative perspective. Information &
Management, 56(8), 103164. https://doi.org/10.1016/j.im.2019.04.007

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. https://doi.org/10.1108/JRIM-12-2020-0253

Lim, Y. J., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016).
Factors Influencing Online Shopping Behavior: The Mediating Role of Purchase

Intention. Procedia Economics and Finance, 35, 401-410.
https://doi.org/10.1016/S2212-5671(16)00050-2

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic Inquiry. SAGE.

Lindmoser, C., Weitzl, W. J., & Zniva, R. (2022). Influencer Authenticity —
Conceptualization, Nature and Nomological Role. Dalam F. J. Martinez-Lopez &
L. F. Martinez (Ed.), Advances in Digital Marketing and eCommerce (hlm. 140—
148). Springer International Publishing. https://doi.org/10.1007/978-3-031-05728-
117

Listyorini, S. (2021). Generation Z Profile in Consumption Experience Using Local
Fashion Brand Products: 3rd Annual International Conference on Public and
Business Administration (AICoBPA 2020).
https://doi.org/10.2991/aebmr.k.210928.003

Malhotra, N. K. (2002). Basic marketing research: Applications to contemporary
issues (Intern. ed). Prentice Hall International Inc.
https://cir.nii.ac.jp/crid/1971149384887238073



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Marwick, A. E. (2013). “They 're really profound women, they re entrepreneurs’’:
Conceptions of Authenticity in Fashion Blogging. §.

Maxwell, J. A. (2013). Qualitative Research Design: An Interactive Approach: An
Interactive Approach. SAGE.

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology
(hlm. xii, 266). The MIT Press.

Miah, M. R., Hossain, A., Shikder, R., Saha, T., & Neger, M. (2022). Evaluating
the impact of social media on online shopping behavior during COVID-19
pandemic: A Bangladeshi consumers’ perspectives. Heliyon, 8(9), €10600.
https://doi.org/10.1016/j.heliyon.2022.e10600

Micik, M., Gangur, M., & Eger, L. (2022). MODELLING TRUST DIMENSIONS
ON SOCIAL MEDIA. Journal of Business Economics and Management, 23(4),
937-956. https://doi.org/10.3846/jbem.2022.17387

Miller, M. L., & Schlenker, B. R. (2011). Integrity and Identity: Moral Identity
Differences and Preferred Interpersonal Reactions.
https://journals.sagepub.com/doi/abs/10.1002/per.765

Minh, N. H., Hai, L. S., Phi, N. A., Duyen, L. B. T., & Giang, L. T. Q. (2024). The
impact of TikTok UGC videos on online purchase intention: Mediating role of
cognitive states. Pacific Asia Journal of the Association for Information Systems,
16(1), 7. https://aisel.aisnet.org/pajais/vol16/iss1/7/

Molinillo, S., Ekinci, Y., & Japutra, A. (2019). A consumer-based brand
performance model for assessing brand success. International Journal of Market
Research, 61(1), 93—110. https://doi.org/10.1177/1470785318762990

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 & Marketing, 33(6), 421-436. https://doi.org/10.1002/mar.20888

Nash, J. (2019). Exploring how social media platforms influence fashion consumer
decisions in the UK retail sector. Journal of Fashion Marketing and Management:
An International Journal, 23(1), 82—103. https://doi.org/10.1108/JFMM-01-2018-
0012

Nunes, J. C., Ordanini, A., & Giambastiani, G. (2021). The Concept of
Authenticity: What It Means to Consumers. Journal of Marketing, 8§5(4), 1-20.
https://doi.org/10.1177/0022242921997081



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Pappas, N. (2016). Marketing strategies, perceived risks, and consumer trust in
online buying behaviour. Journal of Retailing and Consumer Services, 29, 92—103.
https://doi.org/10.1016/j.jretconser.2015.11.007

Pavlou, P. A., & Fygenson, M. (2006). Understanding and Predicting Electronic
Commerce Adoption: An Extension of the Theory of Planned Behaviorl. MIS
Quarterly, 30(1), 115-143. https://doi.org/10.2307/25148720

Pittman, M., Oeldorf-Hirsch, A., & Brannan, A. (2022). Green advertising on social
media: Brand authenticity mediates the effect of different appeals on purchase
intent and digital engagement. Journal of Current Issues & Research in
Advertising, 43(1), 106—-121.
https://www.tandfonline.com/doi/abs/10.1080/10641734.2021.1964655%4010.10
80/tfocoll.2024.0.issue-A A A-most-influential-articles-in-2022

Poh, S., Hasan, D. G., & Sudiyono, K. A. (2024). The power of social commerce:
TikTok’s impact on Gen Z consumer purchasing behavior. Manajemen Dan Bisnis,
23(2), 501. https://doi.org/10.24123/mabis.v23i2.835

Rajavi, K., Kushwaha, T., & Steenkamp, J.-B. E. M. (2019). In Brands We Trust?
A Multicategory, Multicountry Investigation of Sensitivity of Consumers’ Trust in
Brands to Marketing-Mix Activities. Journal of Consumer Research, 46(4), 651—
670. https://doi.org/10.1093/jcr/ucz026

Ridwan, N. H., Musa, C. 1., & Haeruddin, M. I. M. (2025). Decision-making
behavior of generation Z in online purchases: A systematic literature review.
Multidisciplinary Reviews, 8(12), 2025384.
https://doi.org/10.31893/multirev.2025384

Roca, J., Garcia, J., & Vega, J. (2009). The importance of perceived trust, security
and privacy in online trading systems. Information Management & Computer
Security, 17(2), 96—113. https://doi.org/10.1108/09685220910963983

Rotter, J. B. (1980). Interpersonal trust, trustworthiness, and gullibility. American
Psychologist, 35(1), 1-7. https://doi.org/10.1037/0003-066X.35.1.1

Roy, M., Dash, A., & Hossain, M. (2018). Consumers’ Buying Motive Assessment
Tool: Rational versus Emotional.

Said, L. R., Anggela, M., & Fariany, G. R. (2023). Online Purchase Decision of
Gen Z Students at Shopee Marketplace. International Journal of Professional
Business Review, 8(5), e01187.
https://doi.org/10.26668/businessreview/2023.v8i5.1187

Salsabila, D. F., & Yorasaki, A. (2024). TikTok Algorithm in Fast Beauty Product
Marketing: Influencing Consumer Behavior of the Digital Generation. Greenation



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

International Journal of Engineering Science, 2(4).
https://doi.org/https://doi.org/10.38035/gijes.v2i4

Savale, T. (2024). User generated content and its influence on relationship
marketing among Generation Z. Journal of Informatics Education and Research,
4. https://doi.org/10.52783/jier.v411.633

Scott, D. M. (2015). The New Rules of Marketing and PR: How to Use Social
Media, Online Video, Mobile Applications, Blogs, News Releases, and Viral
Marketing to Reach Buyers Directly. John Wiley & Sons.

Simamora, V., & Islami, P. (2023). Millennial and Generation Z Online Purchasing
Decisions on Indonesian Marketplace. Journal Research of Social Science,
Economics, and Management, 2(8), 1706—1721.
https://doi.org/10.59141/jrssem.v2i08.380

Sitkin, S. B., & Roth, N. L. (1993, Agustus 1). Explaining the Limited Effectiveness
of Legalistic “Remedies” for Trust/Distrust | Organization Science. Explaining the
Limited Effectiveness of Legalistic “Remedies” for Trust/Distrust.
https://pubsonline.informs.org/doi/abs/10.1287/orsc.4.3.367

Stewart, K. J. (2003). Trust Transfer on the World Wide Web. Organization
Science, 14(1), 5-17. https://doi.org/10.1287/orsc.14.1.5.12810

Utomo, S. B., Andriani, E., & Devi, E. K. (2023). Pengaruh Penilaian Produk dan
Testimoni Pelanggan terhadap Keputusan Pembelian di Platform E-commerce
Bukalapak di Indonesia. Sanskara Ekonomi dan Kewirausahaan, 2(01), 26-36.
https://doi.org/10.58812/sek.v2i01.271

Wandhe, Dr. P. (2024). The New Generation: Understanding Millennials and Gen
Z. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4716585

Warner-Sederholm, G., Bertsch, A., Sawe, E., Lee, D., Wolfe, T., Meyer, J., Engel,
J., & Fatilua, U. N. (2018). Who trusts social media? Computers in Human
Behavior, 81, 303-315. https://doi.org/10.1016/j.chb.2017.12.026

Wibowo, T., & Yudi, Y. (2021). Studi penetrasi aplikasi media sosial tik-tok
sebagai media pemasaran digital: Studi kasus kota batam. Conference on Business,
Social ~ Sciences and  Technology  (CoNeScINTech), 1(1), 662—669.
https://journal.uib.ac.id/index.php/conescintech/article/view/5929

Yan, Z. (2021). Research on The Impact of Visual Elements on Sales in E-
commerce Context: Empirical Evidence of Pictures and Virtual Reality.

Yang, S., Isa, S. M., & Ramayah, T. (2021). Uncertainty Avoidance as a
Moderating Factor to the Self-Congruity Concept: The Development of a



Memaknai Autentisitas Micro-Influencer TikTok: Studi Kualitatif tentang Kepercayaan dan Keputusan
Pembelian Merek Fashion Lokal oleh Perempuan Generasi Z
Almayra Angel Nadina, Handini Audita, S.E., M.Sc.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Conceptual ~ Framework.  Sage  Open, 1I1(1), 21582440211001860.
https://doi.org/10.1177/21582440211001860

Ying, L. J., Te Chuan, L., Rashid, U. K., & Abu Seman, N. A. (2025). Social Media
Marketing in Industry 4.0: The Role of TikTok in Shaping Generation Z’s Purchase
Intentions. Procedia Computer Science, 253, 2176-2185.
https://doi.org/10.1016/j.procs.2025.01.278

Yustini, R. S., & Prihastuty, D. R. (2024). Exploration Of Digital-Based
Consumptive Behavior E-Lifestyle In Generation—Z. 13(03).

Zhang, K. Z. K., & Benyoucef, M. (2016). Consumer behavior in social commerce:
A literature  review.  Decision  Support  Systems, 86, 95-108.
https://doi.org/10.1016/j.dss.2016.04.001

Zhang, M., Wang, L., Li, Y., & Wang, G. A. (2022). C2C interaction in the online
review system: Effect of other customers’ responses on subsequent review volume.
Tourism Management, 93, 104622. https://doi.org/10.1016/j.tourman.2022.104622

Zhao, J.-D., Huang, J.-S., & Su, S. (2019). The effects of trust on consumers’
continuous purchase intentions in C2C social commerce: A trust transfer

perspective. Journal of Retailing and Consumer Services, 50, 42-49.
https://doi.org/10.1016/j.jretconser.2019.04.014

Zhulal, M., Marits, S. A., & Herman, S. (2024). Generation Z Purchasing Behavior
Profile in the Digital Economy: Normative Analysis in Online Markets. Jurnal
Ilmiah Manajemen Kesatuan, 12(1), 1-8.
https://doi.org/10.37641/jimkes.v12i1.2326

10



	DAFTAR PUSTAKA

