
53 
 

 

References 

Cambria, E., Schuller, B., Xia, Y., & Havasi, C. (2013, February 21). New Avenues in 

Opinion Mining and Sentiment Analysis. IEEE Intelligent Systems, 28(2), pp. 15-

21. doi:10.1109/MIS.2013.30 

Djafarova, E., & Trofimenko, O. (2018). ‘Instafamous’ – credibility and self-presentation 

of micro-celebrities on social media. Journal of Information, Communication & 

Society. doi:10.1080/1369118X.2018.1438491 

Frobenius, M. (2014). Audience design in monologues: How vloggers involve their 

viewers. Journal of Pragmatics , 72, 59-72. 

Hasmeta. (2018). Hasmeta. Retrieved from hasmeta.com: 

https://hashmeta.com/capabilities/influencer-marketing/ 

Khamis, S., Ang, L., & Raymond, W. (n.d.). Self-branding, ‘micro-celebrity’ and the rise 

of Social Media Influencers. Celebrity Studies, Volume 8(2), 191-208. 

Kowalczyk, C. M., & Pounders, K. R. (2016). Transforming celebrities through social 

media: the role of authenthicity and emotional attachment. Journal of Product & 

Brand Management, 25((4)), 345-356. 

Kowalczyk, C. M., & Pounders, K. R. (2016). Transforming celebrities through social 

media: the role of authenticity and emotional attachment. Journal of Product & 

Brand Management, 25(4), 345-356. 

Lee, J. E., & Watkins, B. (2016). YouTube vloggers' influence on consumer luxury brand 

perceptions and intentions. Journal of Business Research, 5753–5760. 

The Impact of Micro-Celebrity Endorsement in Indonesia
DWI CAHYANINGTYAS, Bayu Sutikno, S.E., M.SM., Ph.D.,
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



54 
 

Marwick , A. E., & Boyd, D. (2010). I tweet honestly, I tweet passionately: Twitter users, 

context collapse, and the imagined audience. New Media & Society, 13((1)), pp. 

114-133. doi:10.1177/1461444810365313 

Marwick, A., & Boyd, D. (2011). To See and Be Seen: Celebrity Practice on Twitter. 

Journal of Research into New Media Technologies, 17(2), 139–158. 

Moro, S., Cortez, P., & Paulo, R. (2017, June 1). A framework for increasing the value of 

predictive data-driven models by enriching problem domain features. Neural 

Computing & Applications, 28, pp. 1515-1523. 

Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity 

Endorsers'Perceived Expertise, Trustworthiness, and Attractiveness. Journal of 

Advertising, Volume 19, 39-52. 

Page, R. (2012). The linguistics of self-branding and micro-celebrity in Twitter: The role 

of hastags. pp. 181-201. doi:10.1177/1750481312437441 

Sheldon, P., & Bryant, K. (2016). Instagram: Motives for its use and relationship to 

narcissism and contextual age. Computer in Human Behavior, 89-97. 

Spry, A., Pappu, R., & Cornwell, T. B. (2011). Celebrity endorsement, brand credibility 

and brand equity. European Journal of Marketing, Volume 45(6), 882-909. 

Verma, E. (2017, June). Effectiveness of Social Media Network-Instagram in 

Establishing Personal Branding Among Millennials. International Journal of 

Research in Business Studies, 197-217. 

We are Social and Hootsuite. (2018). Digital in 2018 in Southeast Asia. Retrieved from 

https://www.slideshare.net/wearesocial/digital-in-2018-in-southeast-asia-part-2-

southeast-86866464?from_action=save 

The Impact of Micro-Celebrity Endorsement in Indonesia
DWI CAHYANINGTYAS, Bayu Sutikno, S.E., M.SM., Ph.D.,
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



55 
 

Wessel, K. (2018, October 26). Forbes Communication Council. Retrieved December 22, 

2018, from Forbes: 

https://www.forbes.com/sites/forbescommunicationscouncil/2018/10/26/why-

you-shouldnt-ignore-micro-influencers-and-how-to-partner-with-

them/#37aee5ed3ecc 

 

  

The Impact of Micro-Celebrity Endorsement in Indonesia
DWI CAHYANINGTYAS, Bayu Sutikno, S.E., M.SM., Ph.D.,
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/


