Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

99

DAFTAR PUSTAKA

Abigail, J., Sari, V. P., & Saputra, D. (2024). The Influence of Product Quality
and Online Shopping Experience (OSE) on Consumer Loyalty Through
Customer Satisfaction on Local Skincare Products. Procedia Computer
Science, 234, 537-544. https://doi.org/10.1016/j.procs.2024.03.037

Ahmad Bhat, B., Sabahat Ashraf, S., Shaheen, F., Nazim, N., Shafiq, S., &
Author, C. (2020). A Study on Awareness and Attitude of Female College
Going Students towards Use of Herbal Cosmetic Products in Central
Kashmir, Kashmir. In Galore International Journal of Applied Sciences and
Humanities (www.gijash.com) (Vol. 4). www.gijash.com

Ahmad, K., & Lilani, K. (2025). From scrolling to buying: Role of beauty
influencers on impulse buying a stimulus-organism-response perspective.

Telematics and Informatics Reports, 19.
https://doi.org/10.1016/j.teler.2025.100239

Aini, E. N., & Andjarwati, A. L. (2020). Pengaruh Gaya Hidup Konsumtif dan
Kualitas Produk Terhadap Keputusan Pembelian. BISNIS : Jurnal Bisnis Dan
Manajemen Islam, 8(1), 17. https://doi.org/10.21043/bisnis.v8il.6712

Alalwan, A. A. (2018). Investigating the impact of social media advertising
features on customer purchase intention. /nternational Journal of
Information Management, 42, 65-77.
https://doi.org/10.1016/].1jinfomgt.2018.06.001

Alnaser, F., Alghizzawi, M., Abualfalayeh, G., Omeish, F., Alharthi, S., & Al
Koni, S. R. (2024). International Review of Management and Marketing The
Impact of Social Media Marketing Activities on Purchase Intention.
International Review of Management and Marketing |, (6), 288—300.
https://doi.org/10.32479/irmm.16849

An, G. K., & Ngo, T. T. A. (2025). Uncovering the influence of social media
marketing activities on Generation Z’s purchase intentions and eWOM for
organic cosmetics. PLOS ONE, 20(6 June).
https://doi.org/10.1371/journal.pone.0325953

Arianto, N., Sabta, D., & Difa, A. (2020). Pengaruh Kualitas Pelayanan Dan
Kualitas Produk Terhadap Minat Beli Konsumen Pada Pt Nirwana Gemilang
Property. In Jurnal Disrupsi Bisnis (Vol. 3, Number 2).

Banerji, R., & Singh, A. (2024). Do social media marketing activities promote
customer loyalty? A study on the e-commerce industry. LBS Journal of



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

100

Management & Research, 22(1), 93—109. https://doi.org/10.1108/Ibsjmr-04-
2023-0016

Bao, Y., Bao, Y., & Sheng, S. (2011). Motivating purchase of private brands:
Effects of store image, product signatureness, and quality variation. Journal
of Business Research, 64(2), 220-226.
https://doi.org/10.1016/j.jbusres.2010.02.007

Bei, L.-T., & Chiao, Y.-C. (2001). 10+A+Bei+and+Chiao+2001.

Bigne, E., Chatzipanagiotou, K., & Ruiz, C. (2020). Pictorial content, sequence of
conflicting online reviews and consumer decision-making: The stimulus-
organism-response model revisited. Journal of Business Research, 115, 403—

416. https://doi.org/10.1016/j.jbusres.2019.11.031

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value,
satisfaction and behavioral intentions for heritage tourists. Tourism
Management, 31(1), 29-35. https://doi.org/10.1016/j.tourman.2009.02.008

Chin, W. W. (1998). The Partial Least Squares Approach to Structural Equation
Modeling. http://www.researchgate.net/publication/232569511

Chinomona, R., Okoumba, L., & Pooe, D. (2013). The impact of product quality
on perceived value, trust and students’ intention to purchase electronic
gadgets. Mediterranean Journal of Social Sciences, 4(14), 463—472.
https://doi.org/10.5901/mjss.2013.v4n14p463

Chrisniyanti, A., & Fah, C. T. (2022). The Impact Of Social Media Marketing On
Purchase Intention Of Skincare Products Among Indonesian Young Adults.
Eurasian Journal Of Social Sciences, 10(2), 68-90.
https://doi.org/10.15604/ejss.2022.10.02.001

Cyr, D., Head, M., & Ivanov, A. (2009). Perceived interactivity leading to e-
loyalty: Development of a model for cognitive-affective user responses.
International Journal of Human Computer Studies, 67(10), 850—869.
https://doi.org/10.1016/].ijhcs.2009.07.004

Essamri, A., McKechnie, S., & Winklhofer, H. (2019). Co-creating corporate
brand identity with online brand communities: A managerial perspective.
Journal of Business Research, 96, 366-375.
https://doi.org/10.1016/j.jbusres.2018.07.015

Eswari, R., Manna, S., & Ishwarya, S. (2024). A STUDY ON ONLINE
SHOPPING OF GENERASI Z TOWARDS SKINCARE PRODUCTS. In
IPE Journal of Management (Vol. 14, Number 23).



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

101

Filip, A., Stancu, A., Onisor, L. F., Mogos, O. C., Catana, Stefan A., & Goldbach,
D. (2025). Drivers of Purchase Intentions of Generation Z on Eco-Products.
Sustainability (Switzerland), 17(2). https://doi.org/10.3390/sul17020629

Francis, T., & Hoefel, F. (2018). generation-z-and-its-implication-for-companies.

Girard, T., Trapp, P., Pinar, M., Gulsoy, T., & Boyt, T. E. (2017). Consumer-
Based Brand Equity of a Private-Label Brand: Measuring and Examining
Determinants. Journal of Marketing Theory and Practice, 25(1), 39-56.
https://doi.org/10.1080/10696679.2016.1236662

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). 4 primer
on partial least squares structural equation modeling (PLS-SEM). Sage.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). Partial Least
Squares Structural Equation Modeling (PLS-SEM) in second language and
education research: Guidelines using an applied example. In Research
Methods in Applied Linguistics (Vol. 1, Number 3). Elsevier B.V.
https://doi.org/10.1016/j.rmal.2022.100027

Hamilton, R., & Chernev, A. (2013). Low Prices Are Just the Beginning: Price
Image in Retail Management.

Hoe, L. C., & Mansori, S. (2018). The Effects of Product Quality on Customer
Satisfaction and Loyalty: Evidence from Malaysian Engineering Industry.
International Journal of Industrial Marketing, 3(1), 20.
https://doi.org/10.5296/1jim.v311.13959

Hossain, M. S., Islam, T., Babu, M. A., Moon, M., Mim, M., Alam, M. T. U.,
Bhattacharjee, A., Sultana, M. S., & Akter, M. 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.
https://doi.org/10.1016/j.clrc.2025.100277

Ika Riefthia, R., Kartika Sari, N., & Caesar Ananta Putra, 1. (2025). Faktor
Penentu Keputusan Pembelian Dalam Sistem Pembayaran Berbasis
Fintech Ditinjau Berdasarkan Prospect Theory. Jae (Jurnal Akuntansi Dan
Ekonomi), 10(1), 144—161. https://doi.org/10.29407/jae.v10i1.25063

Junaid, A. Bin, & Nasreen, R. (2012). Determination of Consumer Behaviour
amongst Millennials in Dermaceuticals (Skin Care Products). International
Journal of Marketing Studies, 4(3). https://doi.org/10.5539/ijms.v4n3p88

Kajapriya R, & Surya R. (2015). An Analysis On Insight Of Women Consumer’s
Towards Cosmetic Products. International Journal of Management Research
& Review *Corresponding Author (Vol. 5, Number 2). www.ijmrr.com



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

102

Kanagal, N. (2016). An Extended Model of Behavioural Process in Consumer
Decision Making. International Journal of Marketing Studies, 8(4), 87.
https://doi.org/10.5539/ijms.v8n4p87

Khwaja, A., Farooque, A., Khan, M. H., & Nabeel, S. M. (2025). Lex Localis-
Journal Of Local Self-Government Developing A Conceptual Framework
Based On The Theory Of Planned Behaviour To Examine The Influence Of
Social Media Advertising Features On Consumers Purchase Intentions For
Cosmetic Products.

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.
https://doi.org/10.1016/j.jbusres.2011.10.014

Kotler, P., & Armstrong, G. (2018). Marketing Textbook Principles of Marketing,
17th GLOBAL Edition by Philip Kotler Gary Armstrong Marc O. Opresnik
(z-1.

Kotler, Philip., & Keller, K. Lane. (2016). Marketing Management. Pearson.

Lajnef, K. (2023). The effect of social media influencers’ on teenagers Behavior:
an empirical study using cognitive map technique. Current Psychology,
42(22), 19364—-19377. https://doi.org/10.1007/s12144-023-04273-1

Le, T. A, Mai, N. Q. T., Van Vo, N., Tram, N. T. H., & Le Nguyen, N. (2020).
Factors affecting the choice of buying Korean cosmetics. Management
Science Letters, 10(13), 3097-3106. https://doi.org/10.5267/j.msl.2020.5.013

Levrini, G. R. D., & Dos Santos, M. J. (2021). The influence of price on purchase
intentions: Comparative study between cognitive, sensory, and

neurophysiological experiments. Behavioral Sciences, 11(2).
https://doi.org/10.3390/bs11020016

Liu, J., Wang, C., Zhang, T., & Qiao, H. (2023). Delineating the Effects of Social
Media Marketing Activities on Generation Z Travel Behaviors. Journal of
Travel Research, 62(5), 1140-1158.
https://doi.org/10.1177/00472875221106394

Madhavedi, S., Y, R. P., Hoo, W. C., Suhud, U., & Mamoon, A. (2025).
Assessing the role of perceived quality and brand elements in shaping Indian
consumers’ purchase intentions for cosmetic skincare products. International
Journal of Innovative Research and Scientific Studies, 8(1), 2634-2645.
https://doi.org/10.53894/ijirss.v8i1.5037

Mahdieh, O., Mohammadi, S., & Mohammadi, F. (2024). The Effect of Social
Media Marketing on Purchase Intention with the Mediating Role of Brand



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

103

Awareness and Consumer Motivation. Interdisciplinary Journal of
Management Studies, 17(4), 1043—-1062.
https://doi.org/10.22059/ijms.2024.364512.676155

Marusi¢, F., Mihaljevi¢, A., & Vukovi¢, M. (2025). Income’s moderating effect
on the 4P’s influence on purchase intention. Croatian Review of Economic,
Business and Social Statistics, 11(1), 51-66.
https://doi.org/10.62366/crebss.2025.1.004

McClure, C., & Seock, Y. K. (2020). The role of involvement: Investigating the
effect of brand’s social media pages on consumer purchase intention. Journal

of Retailing and Consumer Services, 53.
https://doi.org/10.1016/j.jretconser.2019.101975

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors
Affecting on Customers Purchase Intention Case Study: the Agencies of
Bono Brand Tile in Tehran. In Journal of Multidisciplinary Engineering
Science and Technology (JMEST) (Vol. 2, Number 1). www.jmest.org

Nuryani, F. T., Nurkesuma, N., Hadibrata, B., Penulis, K., Fajar, :, & Nuryani, T.
(2022). KORELASI KEPUTUSAN PEMBELIAN: KUALITAS PRODUK,
PERSEPSI HARGA DAN PROMOSI (LITERATURE REVIEW
MANAJEMEN PEMASARAN). 3(4). https://doi.org/10.31933/jemsi.v3i4

Pangestika, W., Samri Julianti Nasution, Y., & Daim Harahap, R. (2023).
Pengaruh Brand Image, Kualitas produk, serta Label Halal terhadap
Keputusan Pembelian skincare korea “Some by Mi”” pada Mahasiswa
Fakultas Ekonomi dan Bisnis Islam UIN Sumatera Utara (Vol. 1, Number
2).

Pratiwi, E. A., & Yulianto, A. E. (2024). PENGARUH KUALITAS PRODUK,
HARGA, DAN PROMOSI TERHADAP KEPUTUSAN PEMBELIAN LAMPU
VISICOM LED DI SURABAYA BARAT.

Puspita, Y. D., Rahmawan, G., Tinggi, S., & Ekonomi Surakarta, I. (n.d.).
Pengaruh Harga, Kualitas Produk dan Citra Merek terhadap Keputusan
Pembelian Produk Garnier Influence of Prices, Product Quality and Brand
Image on Garnier Product Purchase Decisions.

Putri, L., & Wandebori, H. (n.d.). FACTORS INFLUENCING COSMETICS
PURCHASE INTENTION IN INDONESIA BASED ON ONLINE REVIEW.

Qalati, S. A., Barbosa, B., & Deshwal, P. (2024). Consumer Behavior and
Sustainable Marketing Development in Online and Offline Settings. In
Sustainability (Switzerland) (Vol. 16, Number 7). Multidisciplinary Digital
Publishing Institute (MDPI). https://doi.org/10.3390/sul6072829



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

104

Recha Anjani, E., & Simamora, V. (n.d.). Pengaruh Influencer, Harga Dan
Kualitas Produk Skincare Scarlett Whitening Terhadap Keputusan Pembeli
Generasi Z, Dki Jakarta. 6(3), 2022. Retrieved
https://compas.co.id/article/brand-skincare-

Rua, S., De Sousa Saldanha, E., & Amaral, A. M. (2020). Examining the
Relationships between Product Quality, Customer Satisfaction and Loyalty
in the Bamboo Institute, Dili, Timor-Leste. In Journal of Business and
Management (Vol. 2). https://tljbm.org/jurnal/index.php/tljbm

Salim Khraim, H. (2011). The Influence of Brand Loyalty on Cosmetics Buying
Behavior of UAE Female Consumers. International Journal of Marketing
Studies, 3(2). https://doi.org/10.5539/ijms.v3n2p123

Sekaran, U., & Bougie, R. (2016). An easy way to help students learn,
collaborate, and grow. www.wileypluslearningspace.com

Sepfiani, P., Lathief, M., Nst, 1., & Harahap, M. 1. (2023). Impact of electronic
Word-of-Mouth, product quality, and brand image on purchasing decisions
in the skincare industry. Journal of Enterprise and Development (JED), 5,
2023.

Setiawan, R., & Surjaatmadja, S. (2021). PROSIDING BIEMA Business
Management, Economic, and Accounting National Seminar (Vol. 2).
www.otomotif.kompas.com

Sheroog, A., Lele, U., & Kaifi, B. A. (2016). Brand Loyalty and Factors Affecting
Cosmetics Buying Behavior of Saudi Female Consumers. Journal of
Business Studies Quarterly, 7(3).

Sirajuddin, R. S. B., Senathirajah, A. R. B. S., Haque, R., & Isa, A. M. M. (2023).
Marketing Mix Influence on Consumer Buying Behavior: A Case Study on
the Cosmetics Industry. International Journal of Professional Business
Review, 8(5), €01499.
https://doi.org/10.26668/businessreview/2023.v815.1499

Smith, T. D., & McMillan, B. F. (2001). Fit Statistics 1 Running head: FIT
STATISTICS.

Sudaryanto, S., Courvisanos, J., Dewi, I. R., Rusdiyanto, R., & Yuaris, J. R.
(2022). Determinants of purchase intention during COVID-19: A case study
of skincare products in East Java. Innovative Marketing, 18(1), 181-194.
https://doi.org/10.21511/im.18(1).2022.15

Sulaiman, Y., & Masri, M. (2017). The impact of marketing mix on consumer
preference towards supplement product. Journal of Advanced Research in



Pengarah Harga, Kualitas Produk, dan Social Media Marketing Pada Niat Pembelian Produk Skincare
Konsumen Generasi Z Indonesia
Theresia Sitanggang, Dr. Ina Melati, S.E., M.M.

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

UNIVERSITAS
GADJAH MADA

105

Social and Behavioural Sciences Journal Homepage, 7(1), 33—41.
www.akademiabaru.com/arsbs.html

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. (2020).
Understanding the relationships between social media influencers and their
followers: the moderating role of closeness. Journal of Product and Brand
Management, 29(6), 767-782. https://doi.org/10.1108/JPBM-03-2019-2292

Tariq, M. L., Rafay Nawaz, M., Musarrat Nawaz, M., & Butt, H. A. (2013).
Customer Perceptions about Branding and Purchase Intention: A Study of
FMCG in an Emerging Market. J. Basic. Appl. Sci. Res, 3(2), 340-347.
www.textroad.com

Tsai, W.-H. S., & Men, L. R. (2013). Motivations and Antecedents of Consumer
Engagement With Brand Pages on Social Networking Sites. Journal of
Interactive Advertising, 13(2), 76-87.
https://doi.org/10.1080/15252019.2013.826549

Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction
on purchase intentions. International Journal of Consumer Studies, 30(2),
207-217. https://doi.org/10.1111/j.1470-6431.2005.00477.x

V.T.M,H,NP,H,NT.T,M,, LK, T.,,L.T.N, D., & T.N, M. (2024). Factors
affecting consumers’ repurchase intention toward skin care cosmetics: A

cross - sectional study in Vietnam. Heliyon, 10(11).
https://doi.org/10.1016/j.heliyon.2024.e32285

Wijesundera, G., & Abeysekera, R. (2010). Factors Influencing The Demand Of
Beauty Soap Among Female Consumers In The Greater Colombo Region.



	DAFTAR PUSTAKA

