
75 
 

DAFTAR PUSTAKA 

 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2014). Profil Pengguna Internet 

Indonesia 2014. Jakarta: Puskakom UI. 

Bhattacherjee, A. and Sanford, C. (2006). Influence Processes for Information 

Technology Acceptance: An Elaboration Likelihood Model. MIS Quarterly, 

30 (4), 805-25. 

Bickart, B. & Schindler, R. (2001). Internet Forums as Influential Sources of 

Consumer Information. Journal of Interactive Marketing, 15, 31-40. 

Boush, D. M. & Kahle, L. (2001). Evaluating Negative Information in Online 

Consumer Discussions: From Qualitative Analysis to Signal Detection. 

Journal of Euro - Marketing, 11(2), 89. 

Cheung, C. M. K., Lee, M. K. O. & Rabjohn, N. (2008). The Impact of Electronic 

Word of Mouth. Internet Research, 18(3), 229. 

Cheung, Christy M.K., Lee, Matthew K.O., and Rabjohn, Neil. (2008). The Impact 

of Electronic Word-of-Mouth Communication: The Adoption of Online 

Opinions In Online Customer Comunities. Internet Research, 18 (3), 229-

247.  

Cheung, M., Luo, C., Sia, C. & Chen, H. (2009). Credibility of Electronic Word-

of-Mouth: Informational and Normative Determinants of Online 

Consumer Recommendations. International Journal of Electronic 

Commerce, 13(4), 9. 

Cheung, Man Yee., Luo, Chuan., Sia, Choon Ling., and Chen, Huaping. (2009). 

Credibility of Electronic Word-of-Mouth: Informational and Normative 

Determinants Of On-Line Consumer Recommendations, International 

Journal of Electronic Commerce, (13),  

Citrin, A.V. (2001). Information Quality Perceptions: The Role of Communication 

Media Characteristics. Information and Learning, 17, 1-143. 

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

York:McGraw-Hill Education. 

Doh, S. J. & Hwang, J. S. (2009). How Consumers Evaluate e-WOM (Electronic 

Wordof-Mouth) Messages. Cyberpsychology & Behavior, 12(2), 193-197. 

ADOPSI INFORMASI KONSUMEN KOSMETIK  PADA KOMUNITAS ONLINE FEMALE DAILY
Nurul Arofah, Dr. Suci Paramitasari Syahlani, M.M 
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



76 
 

Dunk, A.S. (2004). Product Life Cycle Cost Analysis: The Impact of Customer 

Profiling, Competitive Advantage, and Quality of IS Information. 

Management Accounting Research, 15 (4), 401-14. 

Foley, P., Alfonso, X. dan Sakka, M. A. (2006). Information Sharing for Social 

Inclusion in England: A Review of Activities, Barriers and Future Directions. 

Journal of Information, Communication and Ethics in Society, 4 (4),191-203. 

Forman, C., Ghose, A. & Wiesenfeld, B. (2008). Examining the Relationship 

Between Reviews and Sales: The Role of Reviewer Identity Disclosure in 

Electronic Markets. Information Systems Research, 19(3), 291. 

Ghozali,I. (2012). Aplikasi Analisis Multivariate dengan Program SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Goldsmith, R.E. and Horowitz, D. (2006). Measuring Motivations for Online 

Opinion Seeking. Journal of Interactive Advertising, 6 (2), 1-16. 

Gu, B., Park, J. and Konana, P. (2011). The Impact of External Word-of-Mouth 

Sources on Retailers Sales of High Involvement Products. Information 

Systems Research, forthcoming. 

Hair, Jr. J. F.;Black, W.C.; Babin, B.J.; and Anderson, R.E. (2006). Multivariate 

Data Analysis, 6th ed, Upper Saddle River, New Jersey: Pearson Prentice 

Hall.  

Hennig-Thurau, T., Gwinner, K.P., Walsh, G. and Gremler, D.D. (2004).  

Electronic Word-Of-Mouth via Consumer Opinion Platforms: What 

Motivates Consumers to Articulate Themselves on The Internet?.  Journal 

of Interactive Marketing, 18 (1), 38-52. 

Homer, P. M. dan Kahle, L. R. (1990). Source Expertise, Time of Source 

Identification, and Involvement in Persuasion. Journal of Advertising, 19 

(1), 30-39. 

Hovland, C.I., Janis, I.L. and Kelley, H.H. (1953). Communication and Persuasion. 

Yale University Press, New Haven, CT. 

Hu, N., Liu, L. & Zhang, J. (2008). Do Online Reviews Affect Product Sales? The 

Role Of Reviewer Characteristics and Temporal Effects. Information 

Technology and Management, 9(3), 201. 

Huang, J.-H. & Chen, Y.-F. (2006). Herding In Online Product Choice. Psychology 

& Marketing, 23(5), 413. 

Huang, P., Lurie, N. & Mitra, S. (2009). Searching for Experience on the Web: An 

Empirical Examination of Consumer Behavior for Search and Experience 

Goods. Journal of Marketing, 73(2), 55. 

ADOPSI INFORMASI KONSUMEN KOSMETIK  PADA KOMUNITAS ONLINE FEMALE DAILY
Nurul Arofah, Dr. Suci Paramitasari Syahlani, M.M 
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



77 
 

Jansen, B. J., Zhang, M., Sobel, K. and Chowdury, A. (2009). Twitter power: 

Tweets as electronic word of mouth. Journal of the American Society for 

Information Science and Technology, 60, 2169–2188.  

Kadir, Abdul. (2002). Pengenalan Sistem Informasi. Andi. Yogyakarta. 

Kaplan, A.M. and Haenlein, M. (2010). Users of the World, Unite! The Challenges 

and Opportunities of Social Media. Business Horizon, (53), 59-68. 

Kementerian Perindustrian (2012). Indonesia Lahan Subur Industri Kosmetik. 

Tersedia di http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-

Industri-Kosmetik.  

Kiecker, P. & Cowles, D. (2001). Interpersonal Communication and Personal 

Influence on the Internet: A Framework for Examining Online Word-of-

Mouth. Internet Applications in Euromarketing, 11(2), 71-88. 

Ko, D.G., Kirsch, L.J. and King, W.R. (2005). Antecedents of Knowledge Transfer 

From Consultants to Clients in Enterprise System Implementations. MIS 

Quarterly, 29 (1), 59-85. 

Kotler, P. and Keller, K. (2016). Marketing Management, 15th ed, Essex. England: 

Pearson Education Limited. 

Lee, J. & Lee, J.-N. (2009). Understanding The Product Information Inference 

Process in Electronic Word-Of-Mouth: An Objectivity-Subjectivity 

Dichotomy Perspective. Information & Management, 46(5), 302. 

Lee, M. & Youn, S. (2009). Electronic Word of Mouth (e-WOM): How e-WOM 

Platforms Influence Consumer Product Judgement. International Journal 

of Advertising, 28(3), 473. 

Liu, Z., Liu, L., dan Li, H. (2012). Determinants of Information Retweeting in 

Microblogging. Internet Research, 22 (4), 443–466. 

Madu, C.N. and Madu, A.A. (2002). Dimensions of e-quality.  International 

Journal of Quality and Reliability Management, 19 (3), 246-58. 

Markeeters (2016). Female Daily stelah dikritik. Tersedia di 

http://marketeers.com/female-daily-bertahan-setelah-dikritik/ 2016 

Novak,  T.P.,  Hoffman,  D.L.  dan  Duhachek,  A.  (2003). The  Influence  of  Goal-

Directed and  Experiential  Activities  on  Online  Flow  Experiences.  

Journal  of  Consumer Psychology. 13(1), 3-16. 

Owusu, R. A., Mutshinda, C. M., Antai, I., Dadzie, K. Q., Winston, E. M. (2016). 

Which UGC Features Drive Web Purchase Intent? A Spike and Slab 

Bayesian Variable Selection Approach. Internet Research, 26 (1). 

ADOPSI INFORMASI KONSUMEN KOSMETIK  PADA KOMUNITAS ONLINE FEMALE DAILY
Nurul Arofah, Dr. Suci Paramitasari Syahlani, M.M 
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/

http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-Industri-Kosmetik
http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-Industri-Kosmetik
http://marketeers.com/female-daily-bertahan-setelah-dikritik/


78 
 

Park, C. & Lee, T. (2009). Information Direction, Website Reputation and e-WOM 

Effect:  A Moderating Role of Product Type. Journal of Business 

Research, 62(1), 61. 

Park, D.H. & Kim, S. (2008). The Effects of Consumer Knowledge on Message 

Processing of Electronic Word-Of-Mouth via Online Consumer Reviews. 

Electronic Commerce Research and Applications, 7(4), 399. 

Park, D.H. & Lee, J. (2008). eWOM Overload and Its Effect On Consumer 

Behavioral Intention Depending On Consumer Involvement. Electronic 

Commerce Research and Applications, 7(4), 386. 

Park, D.H., Lee, J. & Han, I. (2007). The Effect of Online Consumer Reviews on 

Consumer Purchasing Intention: The Moderating Role of Involvement. 

International Journal of Electronic Commerce, 11(4), 125-148. 

Schiffman, L., & Kanuk, L.L. (2010). Consumer Behavior. 10th Edition. New 

Jersey: Pearson Prentice Hall. 

Sekaran, U. And Bougie, R. (2013). Research Methods for Business: A Skill- 

Building Approoach, 6th ed, West Sussex: John Willey & Sons Ltd. 

Sen, S. & Lerman, D. (2007). Why are You Telling Me This? An Examination Into 

Negative Consumer Reviews on The Web. Journal of Interactive 

Marketing, 21(4), 76. 

Sen, S. (2008). Determinants of Consumer Trust of Virtual Word-of-Mouth: An 

Observation Study from a Retail Website. Journal of American Academy 

of Business, Cambridge, 14(1), 30. 

Sher, P. & Lee, S. (2009). Consumer Skepticism and Online Reviews: An 

Elaboration Likelihood Model Perspective. Social Behavior and 

Personality, 37(1), 137. 

Steffes, E. M. & Burgee, L. E. (2009). Social Ties and Online Word of Mouth. 

Internet Research, 19(1), 42. 

Sullivan, C. (1999). Marketing The Web in Other Media. Editor & Publisher, 132 

(9), p. 30. 

Sussman, S.W. and Siegal, W.S. (2003). Informational Influence in Organizations: 

An Integrated Approach to Knowledge Adoption. Informational Systems 

Research, 14 (1), 47-65. 

Wathen, C. Nadine & Burkell, Jacquelyn. (2002). Believe It or Not: Factors 

Influencing Credibility on the Web. Journal of the American Society for 

Information Science and Technology, 53(2):134-144. 

ADOPSI INFORMASI KONSUMEN KOSMETIK  PADA KOMUNITAS ONLINE FEMALE DAILY
Nurul Arofah, Dr. Suci Paramitasari Syahlani, M.M 
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



79 
 

We are Social. (2015). 2015 Annual Report. We are social’s pendulum of global 

digital statistics. Retrieved from www.wearesocial.com 

Wixom, B.H. and Todd, P.A. (2005). A Theoretical Integration of  User Satisfaction 

and Technology Acceptance. Information Systems Research, 16(1), 85-

102. 

Word of Mouth Marketing Asscociation (2011). Infographic the word and the 

world of customers. Tersedia di 

http://womma.org/word/2011/10/16/infographic-the-word-and-the-world-

of-customers/ 

Xia, L. & Bechwati, N. (2008). Word of Mouse: The Role of Cognitive 

Personalization in Online Consumer Reviews. Journal of Interactive 

Marketing, 9(1), 103. 

Zhang, W. & Watts, S. A. (2008). Capitalizing on Content: Information Adoption 

in Two Online communities. Journal of the Association for Information 

Systems, 9(2), 73-94. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ADOPSI INFORMASI KONSUMEN KOSMETIK  PADA KOMUNITAS ONLINE FEMALE DAILY
Nurul Arofah, Dr. Suci Paramitasari Syahlani, M.M 
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.wearesocial.com/
http://womma.org/word/2011/10/16/infographic-the-word-and-the-world-of-customers/
http://womma.org/word/2011/10/16/infographic-the-word-and-the-world-of-customers/

