
75 

 

DAFTAR PUSTAKA 

 

Aaker, D.A., Batra R., dan Myers J.G. (1992). Advertising Management, 4
th

 

edition. Prentice Hall, New Jersey. 

 

Aaker, D.A., Kumar, V., dan Day, G.S. (1995). Marketing Research, 5
th

 edition. 

John Wiley & Sons Inc., New York. 

 

APJII (2016). Infografis Penetrasi dan Perilaku Pengguna Internet Indonesia 

(Survey 2016). 

 

Baker, M.J. dan Churchill G.A. (1977). The Impact of Physically Attractive 

Models on Advertising Evaluations. Journal of Marketing Research, 14 (4), 538-

555. 

 

Belch, G.E. dan Belch, M.A. (2004). Advertising and Promotion: An Integrated 

Marketing Communication Perspective, 6
th

 edition. McGraw Hill, New York. 

 

Bhalla, G. dan Lastovicka, J. L. (1984). The Impact of Changing Cigarette 

Warning Message Content and Format. Advances in Consumers Research, 1 (1), 

305-310. 

 

Biswas, D., Biswas, A., dan Das, N. (2006). The Differential Effects of Celebrity 

and Expert Endorsements on Consumer Risk Perceptions. Journal of Advertising, 

35 (2), 17-31. 

 

Bower, A.B. dan Landreth, S. (2001). Is Beauty Best? Highly Versus Normally 

Atrractive Models in Advertising. Journal of Advertising, 30 (1), 1-12. 

 

Braunsberger K. dan Munch J.M. (1998). Source Expertise Versus Experience 

Effects in Hospital Advertising. Journal of Services Marketing, 12 (1), 23-38. 

 

Casabianca, B. (2016). YouTube As A Net”work”: A Media Analysis of the 

YouTube Beauty Community. Master of Arts, The City University of New York. 

 

Cheng, F.S., Ooi dan Ting D.H. (2010). Factors Affecting Consumption Behavior 

of Metrosexual Toward Male Grooming Products. International Review of 

Business Research Papers, 6 (1), 574-590. 

 

Cooper D.R. dan Schindler P.S. (2014). Business Research Methods, 12
th

 edition. 

McGraw Hill, New York. 

 

Deshwal, P. (2016). Online Advertising and Its Impact on Consumer Behavior. 

International Journal of Applied Research, 2 (2), 200-204. 

 

 

ANALISIS PERBEDAAN SIKAP TERHADAP IKLAN DAN SIKAP TERHADAP PRODUK RIASAN
DENGAN TOKOH PENDUKUNG
IKLAN SELEBRITAS DAN VLOGGER KECANTIKAN
NI LUH MD M SRI A, B.M. Purwanto, M.B.A., Ph.D.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



76 

 

Dwipayani, R. (2005). “Marketing Celebrity: Pengaruh Popularitas Selebriti 

Selaku Endorser Terhadap Sikap Pria dan Wanita dalam Merespon Sebuah 

Iklan”, tesis, Program Pascasarjana, Universitas Gadjah Mada, Yogyakarta, 2 

Mei. 

 

Dwivedi, A., Johnson L.W. dan McDonald R.E. (2015). Celebrity Endorsement, 

Self-Brand Connection and Consumer-Based Brand Equity. Journal of Product & 

Brand Management, 24 (5), 449-661. 

 

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

Marketing Management, 15, 291-314. 

 

Ferrinadewi, E. (2005). Atribut Produk yang Dipertimbangkan dalam Pembelian 

Kosmetik dan Pengaruhnya pada Kepuasan Konsumen di Surabaya. Jurnal 

Manajemen & Kewirausahaan, 7 (2), 139-151. 

 

Fung, M.S.K. (2017). An IMB Model Testing Via Endorser Types and 

Advertising Appeals on Young People’s Attitude Towards Cervical Cancer 

Prevention Advertisement in Hong Kong. Young Consumers, 18 (1), 1-18. 

 

Gvili, Y. Dan Levy S. (2014). Antecedents of Attitudes Toward E-WOM 

Communication: Differences Across Channels. Internet Research, 26 (5), 1030-

1051. 

 

Hair, J.F., Black. W.C., Babin. B. J. dan Anderson. R. E. (2010). Multivariate 

Data Analysis, 7
th

 edition. Pearson Prentice Hall, New Jersey. 

 

Have, C.E. (2017). “Beauty Vloggers and Their Influence on Consumer-Buying 

Intention”, tesis, Erasmus University, Rotterdam, 2 Mei. 

 

Hoyer, W.D. dan MacInnis D.J. (1997). Consumer Behavior. Houghton Mifflin 

Company, Boston. 

 

Karasiewicz, G. dan Kowalczuk M. (2014). Effect of Celebrity Endorsement in 

Advertising Activities by Product Type. International Journal of Management 

and Economics, (44), 74-91. 

 

KEMENPERIN (2018). Industri Kosmetik Nasional Tumbuh 20%. 

http://www.kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-

20, diakses pada 2 Mei 2018. 

 

Keputusan Menteri Kesehatan Republik Indonesia No.386/Men.Kes/SK/IV/1994. 

 

Kerin, R.A., Hartley, S.W., dan Rudelius, W. (2013). Marketing, 11
th 

edition. 

McGraw Hill, New York. 

 

ANALISIS PERBEDAAN SIKAP TERHADAP IKLAN DAN SIKAP TERHADAP PRODUK RIASAN
DENGAN TOKOH PENDUKUNG
IKLAN SELEBRITAS DAN VLOGGER KECANTIKAN
NI LUH MD M SRI A, B.M. Purwanto, M.B.A., Ph.D.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20
http://www.kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20


77 

 

Kim H. dan Lee C. (2012). Differential Effects of Fear-Elicting DTCA on 

Elaboration, Percieved Endorser Credibility, and Attitudes. International Journal 

of Pharmaceutical and Healthcare Marketing, 6 (1), 4-22. 

 

Kotler, P. dan Armstrong, G. (2008). Principles of Marketing, 13
th

 edition. 

Pearson, New Jersey. 

 

Kotler, P. dan Armstrong, G. (2018). Principles of Marketing, 17th edition. 

Pearson, New Jersey. 

 

Lubis, M. (2017). Pertumbuhan Belanja Iklan 2016 Kembali Normal. 

http://www.nielsen.com/id/en/press-room/2017/Pertumbuhan-Belanja-Iklan-2016-

Kembali-Normal.print.html, diakses pada 2 Mei 2018. 

 

Neuman, W.L. (2003). Social Research Methods: Qualitative and Quantitative 

Approaches, 5
th

 edition. Pearson Education Inc., Boston. 

 

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. 

 

Philips, D. dan Young, P. (2009). Online Public Relations: A Practical Guide to 

Developing an Online Strategy in the World of Social Media. 

 

Prahadi, Y. (2015). Ini 2 Manfaat Beriklan di Instagram Ads. Tersedia di 

https://swa.co.id/swa/trends/marketing/ini-2-manfaat-beriklan-di-instagram-ads, 

diakses pada 2 Mei 2018. 

 

Prasita, D. (2013). Analisis Penggunaan Selebritas Versus Non-Selebritas 

Pendukung Pada Sikap Terhadap Iklan Kosmetika Pria Jenis Beauty Care dan 

Problem Solving, tesis, Program Doktor dan Magister Sains, Universitas Gadjah 

Mada, Yogyakarta, 2 Mei. 

 

Royan, F.M. (2004). Marketing Selebrities. PT Elex Media Komputindo, Jakarta. 

 

Safko, L. (2012). The Social Media Bible: Tactics, Tools & Strategies for 

Business Success. John Wiley & Sons Inc., New Jersey. 

 

Sekaran, U. dan Bougie R. (2010). Research Methods For Business, 5th edition. 

John Willey and Sons Ltd, West Sussex UK. 

 

Shimp, T.A. (2003). Periklanan Promosi: Komunikasi Pemasaran Terpadu edisi 

kelima (Sjahrial, R. dan Anikasari, D., Trans). Jakarta, Erlangga. (Original work 

diterbitkan tahun 2000). 

 

ANALISIS PERBEDAAN SIKAP TERHADAP IKLAN DAN SIKAP TERHADAP PRODUK RIASAN
DENGAN TOKOH PENDUKUNG
IKLAN SELEBRITAS DAN VLOGGER KECANTIKAN
NI LUH MD M SRI A, B.M. Purwanto, M.B.A., Ph.D.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.nielsen.com/id/en/press-room/2017/Pertumbuhan-Belanja-Iklan-2016-Kembali-Normal.print.html
http://www.nielsen.com/id/en/press-room/2017/Pertumbuhan-Belanja-Iklan-2016-Kembali-Normal.print.html
https://swa.co.id/swa/trends/marketing/ini-2-manfaat-beriklan-di-instagram-ads


78 

 

Silvera, D.H. dan Austad, B. (2004). Factors Predicting The Effectiveness of 

Celebrity Endorsement Advertisements. European Journal of Marketing, 38 (11), 

1509-1526. 

 

Solomon, M., Bamossy, G., Askegaard S., dan Hogg, M.K. (2006). Consumer 

Behaviour: A European Perspective, 3
rd

 edition. Pearson, New Jersey. 

 

Soliha, E. (2007). Perbedaan Persepsi Risiko Konsumen Antara Iklan Dengan 

Menggunakan Celebrity Endorser dan Expert Endorser, tesis, Program Studi Ilmu 

Manajemen Sekolah Pascasarjana Magister Sains, Universitas Gadjah Mada, 

Yogyakarta, 2 Mei. 

 

Subin, Im., Bhat S., dan Lee Y. (2014). Consumer Perceptions of Product 

Creativity, Coolness, Value and Attitude. Journal of Business Research, No. 68, 

166-172. 

 

Yosephine, L. (2017). Indonesia Instagram’s Biggest Market in Asia Pacific. 

Tersedia di http://www.thejakartapost.com/life/2017/07/26/indonesia-instagrams-

biggest-market-in-asia-pacific.html, diakses pada 2 Mei 2018. 

 

Zafar, Q-U-A. dan Rafique, M. (2012). Impact of Celebrity Advertisement on 

Customers’ Brand Perception and Purchase Intention. Asian Journal of Business 

and Management Sciences, 1 (11), 53-67. 

ANALISIS PERBEDAAN SIKAP TERHADAP IKLAN DAN SIKAP TERHADAP PRODUK RIASAN
DENGAN TOKOH PENDUKUNG
IKLAN SELEBRITAS DAN VLOGGER KECANTIKAN
NI LUH MD M SRI A, B.M. Purwanto, M.B.A., Ph.D.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.thejakartapost.com/life/2017/07/26/indonesia-instagrams-biggest-market-in-asia-pacific.html
http://www.thejakartapost.com/life/2017/07/26/indonesia-instagrams-biggest-market-in-asia-pacific.html

