PENGARUH DAYA TARIK, TINGKAT KEPERCAYAAN, DAN KEAHLIAN DARI PEMBERI PENGARUH
PADA NIAT BELI KONSUMEN
DENGAN KESAN MEREK SEBAGAI PEMEDIASI
CITRA SURYANING W, Dr. Sahid Susilo Nugroho, M.Sc
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

Abidin, C. (2018). Internet Celebrity: Understanding Fame Online (st Ed). North
America: Emerald Publishing.

Agmeka, F., Wathoni, R., & Santoso, A. S. (2019). The Influence of Discount
Framing Towards Brand Reputation and Brand Image on Purchase
Intention and Actual Behaviour in E-Commerce. Procedia Computer
Science, 850-858.

Argyris, Y. A., Wang, Z., & Kim, Y. Y. (2020). The Effects of Visual Congruence
on Increasing Consumers Brand Engagement: An Empirical Investigation
of Influencer Marketing on Instagram Using Deep-Learning Algorithms for
Automatic Image Classification. Computers in Human Behavior.

Asosiasi Digital Marketing Indonesia. (2020). “Data Produk Kecantikan Terlaris di
E-Commerce”.  Artikel,  Digimind.  https://digimind.id/data-produk-
kecantikan-terlaris-di-e-commerce/ Diakses pada tanggal 25 Oktober 2020.

Backaler, J., & Partridge. (2018). Digital Influence. Springer International
Publishing.

Badan Pusat Statistik. (2020). “Ekonomi Indonesia Tumbuh 5,02 Persen”. Artikel,
BPS. https://www.bps.go.id/pressrelease/2020/02/05/1755/ekonomi-
indonesia-2019-tumbuh-5-02-persen.html Diakses pada tanggal 25 Oktober
2020.

Badan Pusat Statistik. (2021). “Hasil Sensus Penduduk 2020”. BPS, Infografis.
https://www.bps.go.id/pressrelease/2021/01/21/1854/hasil-sensus-
penduduk-
2020.html#:~:text=Hasil%20Sensus%20Penduduk%20(SP2020)%20pada,
juta%20jiwa%20dibandingkan%?20hasil%20SP2010. Diakses pada tanggal
29 Januari 2021.

Belch, George E., and Belch, Michael A. (2003). Advertising and Promotion: An
Integrated Marketing Communications Perspective Sixth Edition. New
York: McGraw-Hill.

Beuatynesia. (2019). “8 Skincare Lokal yang Mampu Saingi Brand-Brand
Internasional”.  Artikel  Skincare. https://www.beautynesia.id/berita-
skincare/8-skincare-lokal-yang-mampu-saingi-brand-brand-
internasional/b-130818 Diakes pada 25 Oktober 2020.

143



PADA NIAT BELI KONSUMEN
DENGAN KESAN MEREK SEBAGAI PEMEDIASI
CITRA SURYANING W, Dr. Sahid Susilo Nugroho, M.Sc

UNIVERSITAS : ’ ’ h ' . . )
GADJAH MADA Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

Biaudet, S. (2017). Influencer Marketing as a Marketing Tool - The Process of
Creating an Influencer Marketing Campaign on Instagram. Degree
Thesis: International Business, 1-52.

Big Commerce. (2020). “The State of Influencer Marketing: 10 Influencer
Marketing Statistics to Inform Where You Invest”.
https://www.bigcommerce.com/blog/influencer-marketing-
statistics/#what-is-influencer-marketing Diakses pada tanggal 24 Oktober
2020.

Boerman, S. C. (2019). The Effects of The Standardized Instagram Disclosure for
Micro and Meso-Influencers. Computers in Human Behavior.

Brown, D., & Hayes, N. (2008). Influencer Marketing Who Really Influencers Your
Customers? UK: Elsevier Ltd.

Cangara, H. (2013). Perencanaan dan Strategi Komunikasi. Jakarta: PT Grafindo
Persada.

Chetioui, Y., Benlafgih, H., & Lebdaoui, H. (2020). How Fashion Influencers
Contribute to Consumers Purchase Intention. Journal of Fashion Marketing
and Management, 361-380, Vol. 24 No. 3.

Cooper, D. R. dan Schindler, P. S. (2014). Business Research Methods 12" Edition.
New York: McGraw-Hill.

Deshbhag, R. R., & Mohan, B. C. (2020). Study on Influential Role of Celebrity
Credibility on Consumer Risk Perceptions. Journal of Indian Business
Research, 79-92.

De Veirman, M., Cauberghe, V., & Hudders, L. (2016). Marketing Through
Instagram Influencers: Impact of Number of Followers and Product
Divergence on Brand Attitude. International Journal of Advertising, Vol.
36 No. 5, 798-828.

Deshbhag, R. R., & Mohan, B. C. (2020). Study on Influential Role of Celebrity
Credibility on Consumer Risk Perceptions. Journal of Indian Business
Research, 79-92.

E-Marketer. (2019). Attitudes Towards Celebrity/Professional Influencers Among
US Direct-to-Consumer Shoppers vs Traditional Brand Shoppers.
https://www.emarketer.com/chart/229953/attitudes-toward-
celebrityprofessional-influencers-among-us-direct-to-consumer-d2c-
shoppers-vs-traditional-brand-shoppers-may-2019-of-respondents Diakses
pada tanggal 24 Oktober 2020.

144

PENGARUH DAYA TARIK, TINGKAT KEPERCAYAAN, DAN KEAHLIAN DARI PEMBERI PENGARUH



PENGARUH DAYA TARIK, TINGKAT KEPERCAYAAN, DAN KEAHLIAN DARI PEMBERI PENGARUH
PADA NIAT BELI KONSUMEN
DENGAN KESAN MEREK SEBAGAI PEMEDIASI
CITRA SURYANING W, Dr. Sahid Susilo Nugroho, M.Sc
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

Ghozali, A. (2006). Aplikasi Analisis Multivariate dengan Program SPSS 4"
Edition. Semarang: Badan Pernerbit Universitas Dipenogoro.

Ghozali, Imam. (2015). Structural Equation Modeling Metode Alternatif dengan
Partial Least Square (PLS). Semarang: Badan Pernerbit Universitas
Dipenogoro.

Gumiwang, Ringkang. (2019). “Dibalik Tren Masuknya Para Artis ke Industri
Kosmetik”. Berita, Tirto.id. https://tirto.id/di-balik-tren-masuknya-para-
artis-ke-industri-kosmetik-ecFW Diakses pada tanggal 25 Oktober 2020.

Hair, J. F., Hult, G. T., Ringle, C., & Sarstedt, M. (2014). A Primer on Partial Least
Squares Sructural Equation Modelling (PLS-SEM). Sage Publication.

Hootsuite and We Are Social. (2020). Digital 2020: July Global Statshot.
https://datareportal.com/reports/digital-2020-july-global-statshot Diakses
pada tanggal 25 Oktober 2020.

Hootsuite. (2020, Desember 24). Digital 2020: Indonesia. Retrieved from We Are
Social: https://datareportal.com/reports/digital-2020-indonesia

Internet World Stats. (2020). Indonesia Marketing Reasearch, Internet Usage, and
Population ~ Statistics.  https://www.internetworldstats.com/asia.htm#id
Diakses pada tanggal 25 Oktober 2020.

Jin, S., & Sung, Y. (2010). The Roles of Spokes-avatars Personalities in Brand
Communication in 3D Virtual Environements. Journal of Brand
Management, Vol. 17 No. 5, p. 317-327.

Jin, V. S., Mugaddam, A., & Ryu, E. (2019). Instafamous and Social Media
Influencer Marketing. Marketing Intelligence and Planning, Vol. 37 No. 3,
567-579.

Kala, D., & Chaubey, D. (2018). Impact of Electronic Word of Mouth on Brand
Image and Purchase Intention Towards Lifestyle Products in India. Journal
of Pacific Business Review International, 10 (9), 135-144.

Kemenkeu Learning Center. (2019). “Ukuran Produk Domestik Bruto (PDB) dan
Pertumbuhan  Ekonomi”.  https://klc.kemenkeu.go.id/pknstan-ukuran-
produk-domestik-bruto-pdb-dan-pertumbuhan-ekonomi/ Diakses pada 29
Oktober 2020.

Khodabandeh, A., & Lindh, C. (2020). The Importance of Brands, Commitment,
and Influencers on Purchase Intent in the Context of Online Relationships.
Australasian Marketing Journal.

145



PENGARUH DAYA TARIK, TINGKAT KEPERCAYAAN, DAN KEAHLIAN DARI PEMBERI PENGARUH
PADA NIAT BELI KONSUMEN
DENGAN KESAN MEREK SEBAGAI PEMEDIASI
CITRA SURYANING W, Dr. Sahid Susilo Nugroho, M.Sc
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

Kotler, P., & Keller, K. L. (2016). Marketing Management. England: Perason.

Lichterfald, A., Hauss, A., Surber, C., Peters, T., & Kottner, J. (2015). Evidence-
Based Skincare: A Systematic Literature Review and the Development of
Basic Skin Care Algorithm. Wound, Ostomy and Continence Nurses Society.

Lim, X. J., Radzol, A., Cheah, J.-H., & Wong, M. W. (2017). The Impact of Social
Media Influencers on Purchase Intention and The Mediation Effect of
Customer Attitude. Asian Journal of Business Research, Vol. 7 No. 2, 19-
36.

Liu, C., Zhang, Y., & Zhang, F. (2020). The Impact of Self-Congruity and Virtual
Interactivity on Online Celebrity Brand Equity and Fans Purchase Intention.
Journal of Product and Brand Management, 785.

Malhotra, N. K. (2009). Basic Marketing Reasearch A Decision Marketing
Approach 3" Edition. Upper Saddle River, NJ: Pearson Prentice Hall.

Malik, H., & Qureshi, M. (2016). The Impact of Celebrity Endorsement on
Consumer Buying Behavior. Journal of Marketing and Consumer Research,
Vol. 26, 112-127.

Malshan, R., & Weerasiri, S. (2016). The Impact of Celebrity Endorsement
Towards Brand Image with Special Reference to Men's Wear Apparel in Sri
Lanka. Proceedings of the 3rd International Conference on Trends in

Multidisciplinary Business & Economic Research, Global Illuminators, p.
47.

Mansour, I. H. (2016). The Relationship Between Celebrities Credibility and
Advertising Effectiveness. Journal of Islamic Marketing, 148-166, Vol. 7
No. 2.

Mothersbaugh, D. L., & Hawkins, D. (2016). Consumer Behavior Building
Marketing Strategy, Thirteenth Edition. United States: Mc Graw Hill
Education.

Muda, M., Musa, R., & Putit, L. (2017). Celebrity Endorsement in Advertising: A
Double-Edged Sword . Journal of Asian Behavioural Studies, Vol. 2 No. 3,
21-32.

Nielsen Global Company. (2019). “Indonesia Berada di 3 Negara Teratas Dengan
Sentimen Keuangan Paling Positif”. https://www.nielsen.com/id/en/press-
releases/2019/indonesia-berada-di-3-negara-teratas-dengan-sentimen-
keuangan-paling-positif/ Diakses pada tanggal 26 Oktober 2020.

146



PADA NIAT BELI KONSUMEN
DENGAN KESAN MEREK SEBAGAI PEMEDIASI
CITRA SURYANING W, Dr. Sahid Susilo Nugroho, M.Sc

Gli\l\lg)lJXElRl%[-/l:\ADSA Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

Peter, J. Paul.,, and Jerry C., Olson. (2007). Consumer Behavior, Perilaku
Konsumen dan Strategi Pemasaran. Jakarta: Salemba Empat.

Roy, S., Jain, V., & Rana, P. (2013). The Moderating Role of Consumer Personality
and Source Credibility in Celebrity Endorsements. Asia Pasific Journal of
Business Administration, 72-88, Vol. 5 No. 1.

Schiffman, L., & Kanuk, L. L. (2008). Perilaku Konsumen Edisi Ketujuh. Jakarta:
PT. Indeks.

Shimp, T. A. (2014). Komunikasi Pemasaran Terpadu dalam Periklanan dan
Promosi, Edisi 8. Jakarta: Salemba Empat.

Sokolova, K., & Kefi, H. (2019). Instagram and YouTube Bloggers Promote it,
Why Should I buy? How Credibility and Parasocial Interaction Influence
Purchase Intention. Journal of Retailing and Consumer Services .

Survei Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2019). Buletin
Edisi 40. “Penetrasi Internet Indonesia 2018”.
https://apjii.or.id/downfile/file/BULETINAPJIEDISI40Mei2019.pdf
Diakses pada tanggal 25 Oktober 2020.

Wang, S. W., Kao, G. H. Y., and Ngamsiriudom, W. (2017). Consumers Attitude
of Endorser Credibility, Brand and Intention with Respect to Celebrity
Endorsement of The Airline Sector. Journal of Air Transport Management.
Vol 60, pp. 10-17.

Wang, S., & Scheinbaum, A. (2018). Enhancing Brand Credibility via Celebrity
Endorsement: Trustworthiness Trumps, Attractiveness, and Expertise.
Journal of Avertising Research.

Wei, K. K., & Li, W. (2013). Measuring the Impact of Celebrity Endorsement on
Consumer Behavioural Intentions: A Study of Malaysian Consumers.
International Journal of Sports Marketing & Sponsorship, 1-23.

Wiedmann, K. P., & Mettenheim, W. v. (2020). Attractiveness, Trustworthiness,
and Expertise, Social Influencers Winning Formula? Journal of Product
and Brand Management.

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer
Endorsements: How Advertising Disclosure and Source Credibility Affect
Consumer Purchase Intention on Social Media. Australasian Marketing
Journal.

147

PENGARUH DAYA TARIK, TINGKAT KEPERCAYAAN, DAN KEAHLIAN DARI PEMBERI PENGARUH



