
 

104 

 
REFERENCES 

 
Aaker, D. and Myers, J. (2019). Advertising management. [online] Lib.ugent.be. 

Available at: https://lib.ugent.be/catalog/rug01:000115322, Accessed 10 Sep, 2019. 

Alden, D. L., Steenkamp, J. B. E. M., & Batra, R. (1999). Brand positioning through 

advertising in Asia, North America, and Europe: The role of global consumer 

culture. Journal of Marketing, 63, 75–87 

Apjii.or.id. (2019). Asosiasi Penyelenggara Jasa Internet Indonesia. [online] Available 

at: https://apjii.or.id/survei, Accessed 3 Sep, 2019. 

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic 

and utilitarian shopping value. Journal of customer Research, 20(4), 644-656. 

Retrieved from https://search-proquest-

com.eur.idm.oclc.org/docview/56594107?accountid=13598 

BALL-ROKEACH, S. (1985). THE ORIGINS OF INDIVIDUAL MEDIA-SYSTEM 

DEPENDENCY. Communication Research, [online] 12(4), pp.485-510. Available 

at: https://doi.org/10.1177/009365085012004003 [Accessed 20 Sep. 2019]. 

Ball-Rokeach, S. J. (1989). Media system dependency theory. In M. L. Defleur, & S. J. 

Ball- Rokeach (Eds.). Theories of mass communication (pp. 297–327). New York: 

Longman. Available at: https://doi.org/10.1177/009365085012004003 [Accessed 

20 Sep. 2019]. 

Boone, t., reilly, a., & Sashkin, M. (1977). SOCIAL LEARNING THEORY Albert 

Bandura Englewood Cliffs, N.J.: Prentice-Hall, 1977. 247 pp., paperbound. Group 

& Organization Studies, 2(3), 384-385. doi: 10.1177/105960117700200317  

Brodie, R., Hollebeek, L., Jurić, B. and Ilić, A. (2011). Customer Engagement. Journal 

of Service Research, [online] 14(3), pp.252-271. Available at: 

https://doi.org/10.1177/1094670511411703 [Accessed 26 Sep. 2019]. 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

105 

Busler, M., (1998), “Matching products with endorsers: attractiveness versus expertise”, 

Journal of customer Marketing, vol. 15, no. 6, pp. 576-586 [Accessed 26 Sep. 

2019]. 

De Vries, L., Gensler, S. and Leeflang, P. (2012). Popularity of Brand Posts on Brand 

Fan Pages: An Investigation of the Effects of Social Media Marketing. Journal of 

Interactive Marketing, [online] 26(2), pp.83-91. Available at: 

https://www.sciencedirect.com/science/article/pii/S1094996812000060 [Accessed 

15 Sep. 2019]. 

Erdem, T. and Swait, J. (2004). Brand Credibility, Brand Consideration, and Choice. 

Journal of customer Research, [online] 31(1), pp.191-198. Available at: 

https://doi.org/10.1086/383434 [Accessed 23 Sep. 2019]. 

Escalas, J. and Bettman, J. (2003). You Are What They Eat: The Influence of Reference 

Groups on customers’ Connections to Brands. Journal of customer Psychology, 

[online] 13(3), pp.339-348. Available at: 

https://doi.org/10.1207/S15327663JCP1303_14 [Accessed 20 Sep. 2019]. 

Flynn, L., Goldsmith, R. and Eastman, J. (1996). Opinion Leaders and Opinion Seekers: 

Two New Measurement Scales. Journal of the Academy of Marketing Science, 

[online] 24(2), pp.137-147. Available at: 

https://doi.org/10.1177/0092070396242004 [Accessed 20 Sep. 2019]. 

France, Cassandra & Merrilees, Bill & Miller, Dale. (2016). An integrated model of 

customer-brand engagement: Drivers and consequences. Journal of Brand 

Management. 23. 119-136. 10.1057/bm.2016.4.  

Freberg, K., Graham, K., McGaughey, K. and Freberg, L. (2011). Who are the social 

media influencers? A study of public perceptions of personality. Public Relations 

Review, [online] 37(1), pp.90-92. Available at: https://www.bedicon.org/wp-

content/uploads/2018/01/hr_topic7_source2.pdf [Accessed 10 Sep. 2019]. 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

106 

Gan, C. and Wang, W. (2017). The influence of perceived value on purchase intention 

in social commerce context. Internet Research, [online] 27(4), pp.772-785. 

Available at: https://doi.org/10.1108/IntR-06-2016-0164 [Accessed Sep. 2019]. 

Gruhl, D., Liben-Nowell, D., Guha, R. and Tomkins, A. (2004). Information diffusion 

through blogspace. ACM SIGKDD Explorations Newsletter, [online] 6(2), pp.43-

52. Available at: https://dl.acm.org/citation.cfm?doid=988672.988739 [Accessed 

20 Sep. 2019]. 

Guttmann, A. (2019). Global Instagram influencer market value from 2017 to 2020. 

[online] Statista. Available at: https://www.statista.com/statistics/748630/global-

instagram-influencer-market-value/ [Accessed 6 Sep. 2019]. 

Hwa, Cheah. (2017). The Impact of Social Media Influencers on Purchase Intention and 

the Mediation Effect of Customer Attitude. Asian Journal of Business Research. 7. 

19-36. 10.14707/ajbr.170035.  

INDONESIA NATIVE ADVERTISING AND INFLUENCER MARKETING. (2019). 

[online] Indonesia: GetCraft. Available at: https://academy.getcraft.com [Accessed 

23 Sep. 2019]. 

Influencer Marketing. (2019). Global Survey. [online] Rakuten Marketing. Available at: 

https://www.iab.com/wp-content/uploads/2019/03/Rakuten-2019-Influencer-

Marketing-Report-Rakuten-Marketing.pdf [Accessed 14 Sep. 2019]. 

Javornik, A. and Mandelli, A. (2012). Behavioral perspectives of customer 

engagement: An exploratory study of customer engagement with three Swiss 

FMCG brands. Journal of Database Marketing & Customer Strategy Management, 

[online] 19(4), pp.300-310. Available at: https://doi.org/10.1057/dbm.2012.29 

[Accessed 12 Sep. 2019]. 

Jiménez-Castillo, D. and Sánchez-Fernández, R. (2019). The role of digital influencers 

in brand recommendation: Examining their impact on engagement, expected value 

and purchase intention. International Journal of Information Management, [online] 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

107 

49, pp.366-376. Available at: https://doi.org/10.1016/j.ijinfomgt.2019.07.009 

[Accessed 17 Sep. 2019] 

 Katz, E., & Lazarsfeld, P. F. (1955). Personal influence: The part played by people in 

the flow of        mass communications. Glencoe, IL: The Free Press. 

Kirtiş, A. and Karahan, F. (2011). To Be or Not to Be in Social Media Arena as the 

Most Cost-Efficient Marketing Strategy after the Global Recession. Procedia - 

Social and Behavioral Sciences, [online] 24, pp.260-268. Available at: 

https://www.sciencedirect.com/science/article/pii/S1877042811016119?via%3Dihu

b [Accessed 20 Sep. 2019]. 

Lan, M., Liu, F., Fang, C. and Lin, T. (2012). Understanding Word-of-Mouth in 

Counterfeiting. Psychology, [online] 03(03), pp.289-295. Available at: 

http://www.scirp.org/(S(351jmbntvnsjt1aadkposzje))/reference/ReferencesPapers.a

spx?ReferenceID=408836 [Accessed 20 Sep. 2019]. 

Lawrence, T. and Phillips, N. (2002). Understanding Cultural Industries. Journal of 

Management Inquiry, [online] 11(4), pp.430-441. Available at: 

https://doi.org/10.1177/1056492602238852 [Accessed 20 Sep. 2019]. 

Lim, X., Mohd Radzol, A., Cheah, J. and Wong, M. (2017). The Impact of Social Media 

Influencers on Purchase Intention and the Mediation Effect of Customer Attitude. 

Asian Journal of Business Research, [online] 7(2). Available at: 

https://www.researchgate.net/publication/321832168_The_Impact_of_Social_Medi

a_Influencers_on_Purchase_Intention_and_the_Mediation_Effect_of_Customer_A

ttitude [Accessed 15 Sep. 2019]. 

 Linus Dahlander , Lars Frederiksen & Francesco Rullani (2008) Online Communities 

and Open Innovation, Industry and Innovation, 15:2, 115-123, DOI: 

10.1080/13662710801970076 To link to this article: 

http://dx.doi.org/10.1080/13662710801970076 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

108 

Longwell, Garett J., 1994. "Managing brand equity: Capitalizing on the value of a brand 

name : David A. Aaker, The Free Press, New York (1991)," Journal of Business 

Research, Elsevier, vol. 29(3), pages 247-248, March. 

Mavrck. (2019). Who Are Influencers?. [online] Available at: 

https://www.mavrck.co/who-are-influencers-and-why-should-you-care/ [Accessed 

3 Sep. 2019]. 

Mike, S. (2019). Council Post: Calculating The True Size Of The Influencer Marketing 

Industry. [online] Forbes.com. Available at: 

https://www.forbes.com/sites/forbestechcouncil/2019/02/13/calculating-the-true-

size-of-the-influencer-marketing-industry/#1623deca658d [Accessed 8 Sep. 2019]. 

Morgan, G. (2019). The Rise of Social Media Influencer Marketing on Lifestyle 

Branding: A Case Study of Lucie Fink. [online] Available at: 

https://www.elon.edu/u/academics/communications/journal/wp-

content/uploads/sites/153/2017/12/08_Lifestyle_Branding_Glucksman.pdf 

[Accessed 10 Sep. 2019]. 

Nam, L. and Dân, H. (2018). Impact of social media Influencer marketing on customer 

at Ho Chi Minh City. The International Journal of Social Sciences and Humanities 

Invention, [online] 5(5), pp.4710-4714. Available at: 

https://pdfs.semanticscholar.org/2625/8523583ed80f75bd2ece1b17ad59223b10ec.p

df [Accessed 5 Sep. 2019]. 

Olapic | Visual Commerce and Marketing Platform. (2019). Why Influencers Have 

Become Critical to Brand Success | Olapic. [online] Available at: 

https://www.olapic.com/resources/influencers-critical-brand-success_article-s1cp/ 

[Accessed 20 Sep. 2019]. 

Ohanian, R. (1991). The impact of celebrity spokespersons' perceived image on 

customers' intention to purchase. Journal of Advertising Research, 31(1), 46-54. 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

109 

Passikoff, R. (2013). Defining 'Brand Engagement'. [online] Forbes.com. Available at: 

https://www.forbes.com/sites/robertpassikoff/2013/06/17/defining-brand-

engagement#6ef379d44446 [Accessed 24 Sep. 2019]. 

Powell, G. (2002). Return on marketing investment. Albuquerque, NM: RPI Press 

 Raggio, R. D., & Leone, R. P. (2009). Chasing brand value: Fully leveraging brand         

equity to      maximise brand value. Journal of Brand Management, 16(4), 248-263. 

doi:http://dx.doi.org.eur.idm.oclc.org/10.1057/palgrave.bm.2550142  

Saunders, M., Lewis, P. and Thornhill, A. (n.d.). Research methods for business 

students. 

Sean, C. (2019). 2016 NIELSEN SOCIAL MEDIA REPORT. [online] Available at: 

https://www.nielsen.com/us/en/insights/report/2017/2016-nielsen-social-media-

report/ [Accessed 6 Sep. 2019]. 

Shiau, W., Dwivedi, Y. and Lai, H. (2018). Examining the core knowledge on facebook. 

International Journal of Information Management, [online] 43, pp.52-63. 

Available at: 

https://app.dimensions.ai/details/publication/pub.1105565851?and_facet_journal=j

our.1141252 [Accessed 20 Sep. 2019]. 

Slideshare.net. (2019). Digital 2019 Indonesia (January 2019) v01. [online] Available 

at: https://www.slideshare.net/DataReportal/digital-2019-indonesia-january-2019-

v01 [Accessed 3 Sep. 2019]. 

Sprott, D., Czellar, S. and Spangenberg, E. (2009). The Importance of a General 

Measure of Brand Engagement on Market Behavior: Development and Validation 

of a Scale. Journal of Marketing Research, 46(1), pp.92-104. 

TapInfluence. (2019). What is Influencer Marketing? | Read The Ultimate Guide. 

[online] Available at: https://www.tapinfluence.com/blog-what-is-influencer-

marketing/ [Accessed 29 Sep. 2019]. 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

110 

Till, B. and Busler, M. (1998). Matching products with endorsers: attractiveness versus 

expertise. Journal of customer Marketing, [online] 15(6), pp.576-586. Available at: 

https://doi.org/10.1108/07363769810241445 [Accessed 20 Sep. 2019]. 

Till, B. and Busler, M. (1998). Matching products with endorsers: attractiveness versus 

expertise. Journal of customer Marketing, [online] 15(6), pp.576-586. Available at: 

https://doi.org/10.1108/07363769810241445 [Accessed 20 Sep. 2019]. 

UKEssays.com. (2019). Definitions available for quantitative research. [online] 

Available at: https://www.ukessays.com/essays/psychology/definitions-available-

for-quantitative-research-given-by-different-authors-psychology-essay.php 

[Accessed 25 Sep. 2019]. 

Uzunoğlu, E. and Misci Kip, S. (2014). Brand communication through digital 

influencers: Leveraging blogger engagement. International Journal of Information 

Management, [online] 34(5), pp.592-602. Available at: 

http://isiarticles.com/bundles/Article/pre/pdf/45019.pdf [Accessed 20 Sep. 2019]. 

Wu, L., Chen, K., Chen, P. and Cheng, S. (2014). Perceived value, transaction cost, and 

repurchase-intention in online shopping: A relational exchange perspective. 

Journal of Business Research, [online] 67(1), pp.2768-2776. Available at: 

https://doi.org/10.1016/j.jbusres.2012.09.007 [Accessed 25 Sep. 2019]. 

Yang, L. (2019). Media dependency theory. Encyclopedia Britannica. 

Yu, X., & Yuan, C. (2019). How customers’ brand experience in social media can 

improve brand perception and customer equity. Asia Pacific Journal of Marketing 

and Logistics, 31(5), 1233-1251. 

doi:http://dx.doi.org.eur.idm.oclc.org/10.1108/APJML-01-2018-0034 

Yung-Cheng Shen, Chun-Yao Huang, Chia-Hsien Chu & Hui-Chun Liao (2010) Virtual 

Community Loyalty: An Interpersonal-Interaction Perspective, International 

Journal of Electronic Commerce, 15:1, 49-74, DOI: 10.2753/JEC1086-4415150102 

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 

111 

Zhang, Y., Moe, W. and Schweidel, D. (2013). Drivers of Social Media Rebroadcasting: 

Investigating the Role of Message Content and Influencers. SSRN Electronic 

Journal. [online] Available at: https://doi.org/10.1016/j.ijresmar.2016.07.003 

[Accessed 20 Sep. 2019]. 

 

 

 

 

 

 

  

THE EFFECTS ON PERCEIVED INFLUENCE, BRAND ENGAGEMENT, AND BRAND EXPECTED
VALUE ON INTENTION TO
PURCHASE
AZIZA FRANCIENNE M, Dr. Sahid Susilo Nugroho, M.,Sc.,
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/


