
117  

 

DAFTAR PUSTAKA 
 

Ajzen , I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis 

and review of empirical research. Psychological Bulletin, 888-198. 

Alsunni, A. A. (2015). Energy Drink Consumption: Beneficial and Adverse Health 

Effects. International Journal of Health Sciences, 468–474. 

Apriando, J. P., Soesanto, H., & Indriani, F. (2019). Pengaruh Kualitas Produk dan 

Ketersediaan Produk Terhadap Keputusan Pembelian dengan Citra Merek 

Sebagai Variabel Intervening (Studi Pada Konsumen Minuman Energi M- 

150 di Kota Semarang) . JURNAL SAINS PEMASARAN INDONESIA, 166- 

183. 
 

Assael, H. (2001). Consumer Behaviour . New York: Thomson Learning. 

 

Barus, K. (2018, 09 20). Minuman Energi Bukan Doping, Ini Penjelasan Bos 

Kratingdaeng. Retrieved from industry.co.id: 

https://www.industry.co.id/read/42452/minuman-energi-bukan-doping-ini- 

penjelasan-bos-kratingdaeng 

Basuki, N., & Adhanani, R. (2018, 05 09). UP AND DOWN BEVERAGES 

 

COMPETITION. Retrieved from Nielsen Global Media: 

https://www.nielsen.com/id/en/insights/article/2018/up-and-down- 

beverages-competition/ 

BPOM. (2006, 12 14). MINUMAN BERENERGI. Retrieved from Badan POM: 

 

https://www.pom.go.id/new/view/more/berita/156/MINUMAN- 

BERENERGI.html 

Brown, D., & Fiorella, S. (2013). Influence Marketing. Indianapolis: QUE. 

http://www.industry.co.id/read/42452/minuman-energi-bukan-doping-ini-
http://www.nielsen.com/id/en/insights/article/2018/up-and-down-
http://www.pom.go.id/new/view/more/berita/156/MINUMAN-


118  

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

mouth: Informational and normative determinants of on-line consumer 

recommendations. International Journal of Electronic Commerce. 

Choi, S., & Rifon , N. (2002). Antecedents and consequences of web advertising 

credibility: A study of consumer response to banner ads. . Journal of 

Interactive Advertising, 12-24. 

Chu, S., & Kamal, S. (2008). The effect of perceived blogger credibility and 

argument quality on message elaboration and brand attitudes: An 

exploratory study. Journal of Interactive Advertising. 

Darandono. (2018, 09 24). Upaya Kratindeng Mempertahankan Posisi Market 

Leader. Retrieved from swa.co.id: https://swa.co.id/swa/trends/upaya- 

kratindeng-mempertahankan-posisi-market-leader 

DeSarbo, W., & Harshman, R. (1985). Celebrity-brand congruence analysis. 

 

Current Issues and Research in Advertising, 17-52. 

 

Eastin, M. (2001). Credibility assessments of online health information: The effects 

of source expertise and knowledge of content. Journal of Computer- 

Mediated Communication. 

Eastin, M. (2001). Credibility assessments of online health information: The effects 

of source expertise and knowledge of content. Journal of Computer- 

Mediated Communication. 

Fogg, B., Soohoo, C., Danielson, D., Marable, L., Stanford, J., & Tauber, E. (2003). 

How do users evaluate the credibility of web sites? A study with over 2,500 

participants. Proceedings of the 2003 Conference on Designing for User 

Experiences, 1-15. 



119  

Ghozali, Imam, & Hengky, L. (2015). Konsep, Teknik, Aplikasi Menggunakan 

Smart PLS 3.0 Untuk Penelitian Empiris. BP Undip. 

Goldberg, M., & Hartwick, J. (1990). The effects of advertiser reputation and 

extremity of advertising claim on advertising effectiveness. J.Consum, 172- 

179. 

Gunelius, S. (2011). 30-Minute Social Media Marketing. New York: Mc Graw Hill. 

Hair, J., Hult, G., M., R., C., M., & Sardset, M. (2017). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM),. 2 nd Ed., Sage: 

Thousand Oaks. . 

 

Hayes, N., & Brown, D. (2008). Influencer Marketing : who really influences your 

customers? Amsterdam Boston: Elsevier. 

Henseler, J., Ringle, C., & Sarstedt, M. (2014). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. 

Journal of the Academy of Marketing Science, 115-135. 

Herpen, E. v., & van Trijp, H. C. (2011). Front-of-pack nutrition labels. Their effect 

on attention and choices when consumers have varying goals and time 

constraints. Marketing and Consumer Behavior Group, 148–160. 

Heryana, D. K., & Yasa, N. K. (2020). Effect of Electronic Word of Mouth on Re- 

purchase Intention Mediated by Brand Attitude. International Research 

Journal of Management, IT & Social Sciences, 9-20. 

Hootsuite. (2019). Social Media Advertising Audiences. Vancouver: Hootsuite. 

Hovland, C., Janis, I., & Kelley, H. (1953). Communication and persuasion; 

psychological studies of opinion change. 



120  

Indonesia, T. (2019). Market Share Minuman Energi. Jakarta: Talenta Data 

Indonesia. 

Jefkins, F. (1994). Advertising atau Periklanan. Jakarta: Erlangga. 
 

Jhon. (2015, 05 28). Minuman Berenergi. Retrieved from kompasiana.com: 

https://www.kompasiana.com/alfamartofficiallicensed/556c49772f9773aa 

048b4569/minuman-berenergi 

Kaplan, M. F., & Miller, C. E. (1987). Group Decision Making and Normative 

versus Informational Influence: Effects of Type of Issue and Assigned 

Decision Rule,. Journal of Personality and Social Psychology, 306-313. 

Kaplan, M., & Miller, C. (1987). Group decision making and normative versus 

information influence: Effects of type of issue and assigned decision rule. 

Journal of Personality and Social Psychology, 306-313. 

Kompas. (2020, 11 1). Harta Raffi Ahmad Ditaksir Capai Rp 400 M, Raffi Ungkap 

Gaji Pertamanya. Retrieved from kompas.com: 

https://www.kompas.tv/article/120260/harta-raffi-ahmad-ditaksir-capai-rp- 

400-m-raffi-ungkap-gaji-pertamanya 

Kratingdaeng Indonesia. (2020, 12 13). Retrieved from Kratingdaeng.co.id: 

https://www.kratingdaeng.co.id/company-profile 

MacKenzie, S., & Lutz, R. (1989). An empirical examination of the structural 

antecendents of attitude toward the ad in an advertising pretesting context. 

The Journal of Marketing, 48-65. 

Nuruliman, A. (2003, 09 20). Kratingdaeng ingin menanamkan persepsi bahwa 

Kratingdaeng juga erat dengan kesehatan. MB-IPB, i-iii. Retrieved from 

http://www.kompasiana.com/alfamartofficiallicensed/556c49772f9773aa
http://www.kompas.tv/article/120260/harta-raffi-ahmad-ditaksir-capai-rp-
http://www.kratingdaeng.co.id/company-profile


121  

tribunnews.com: https://www.tribunnews.com/sport/2018/09/20/ternyata- 

ini-bedanya-kratingdaeng-dan-red-bull-yang-sering-jadi-sponsor-balapan 

Oebaidillah, S. (2018, 11 05). Luncurkan Produk Baru, Kratingdaeng Sasar 

Milenial. Retrieved from mediaindonesia.com: 

https://mediaindonesia.com/ekonomi/195883/luncurkan-produk-baru- 

kratingdaeng-sasar-milenial.html 

O'Keefe, D. (1990). Persuasion: Theory and practice. 

 

Park , C., & Lee, T. (2009). Information direction, website reputation and eWOM 

effect: a moderating role of product type. J. Bus, 61-67. 

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

Building Approach. Leadership & Organization Development Journal, 700- 

701. 

Shrimp, T. (2010). Advertising, Promotion, and Other Aspects of Intergrated 

Marketing Communications. US: Cengage Learning. 

Sussman, S., & Siegal , W. (2003). Informational influence in organizations: An 

integrated approach to knowledge adoption. Information Systems Research, 

47-65. 

Wathen, C. N., & Burkhell, J. (2002). Believe it or not: Factors influencing 

credibility on the web. Journal of the American Society for Information 

Science and Technolog, 134-144. 

Xiao, M., Wang, R., & Chan-Olmsted, C. (2018). Factors affecting YouTube 

influencer marketing credibility: a heuristic-systematic mode. Journal of 

Media Business Studies, 2-26. 

http://www.tribunnews.com/sport/2018/09/20/ternyata-


122  

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affecting YouTube 

influencer marketing credibility: a heuristic-systematic mode. Journal of 

Media Business Studies, 2-26. 

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affecting YouTube 

influencer marketing credibility: a heuristic-systematic model. Journal of 

Media Business Studies, 2376-2977. 


