
 

DAFTAR PUSTAKA 

Aw, E. C. X., & Labrecque, L. I. (2020). Celebrity endorsement in social media 

contexts: understanding the role of parasocial interactions and the need to 

belong. Journal of Consumer Marketing, 37(7), 895–908. 

https://doi.org/10.1108/JCM-10-2019-3474 

Belch, George & Belch, M. (2017). An Integrated Marketing Communications 

Perspective. 

Byrne, A., Whitehead, M., & Breen, S. (2006). The naked truth of celebrity 

endorsement. British Food Journal, 105, 288–296. 

https://doi.org/10.1108/00070700310477086 

Carroll, A. (2009). Brand communications in fashion categories using celebrity 

endorsement. Journal of Brand Management, 17(2), 146–158. 

https://doi.org/10.1057/bm.2008.42 

Choi, Y. K., Seo, Y., & Yoon, S. (2017). E-WOM messaging on social media: 

Social ties, temporal distance, and message concreteness. Internet Research, 

27(3), 495–505. https://doi.org/10.1108/IntR-07-2016-0198 

Frank J., Massey, J. (1951). The Kolmogorov-Smirnov Test for Goodness of Fit. 

Journal of the American Statistical Association, 51. 

Gilal, N. G., Gilal, F. G., Zhang, J., Gilal, R. G., Gong, Z., & Gilal, W. G. (2020). 

The role of endorsers in bringing defunct brands back to life: theory and 

evidence. Journal of Product and Brand Management, June. 

https://doi.org/10.1108/JPBM-03-2019-2315 

Hollensen, S. (2020). Global marketing (Vol. 8th). https://doi.org/10.1111/j.1478-

4408.1997.tb01904.x 

Hollensen, S., & Schimmelpfennig, C. (2013). Selection of celebrity endorsers: A 

case approach to developing an endorser selection process model. Marketing 

Intelligence and Planning, 31(1), 88–102. 

https://doi.org/10.1108/02634501311292948 

Jaini, A., Quoquab, F., Moha  ad, J., & Hussin, N. ( 0  ). “I buy green 

products, do you…?”: The  oderating effect of eWOM on green purchase 

behavior in Malaysian cosmetics industry. International Journal of 

Pharmaceutical and Healthcare Marketing, 14(1), 89–112. 

https://doi.org/10.1108/IJPHM-02-2019-0017 

Jin, D. Y., & Yoon, K. (2016). The social mediascape of transnational Korean pop 

culture: Hallyu 2.0 as spreadable media practice. New Media and Society, 

18(7), 1277–1292. https://doi.org/10.1177/1461444814554895 

Ki , J., & Song, H. ( 0 6). Celebrity’s self-disclosure on Twitter and parasocial 

relationships: A mediating role of social presence. Computers in Human 

Behavior, 62, 570–577. https://doi.org/10.1016/j.chb.2016.03.083 



79 
 

Kok Wei, K., & Li, W. Y. (2013). Measuring the impact of celebrity endorsement 

on consumer behavioural intentions: a study of Malaysian consumers. 

International Journal of Sports Marketing and Sponsorship, 14(3), 2–22. 

https://doi.org/10.1108/ijsms-14-03-2013-b002 

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

social media: the role of authenticity and emotional attachment. Journal of 

Product and Brand Management, 25(4), 345–356. 

https://doi.org/10.1108/JPBM-09-2015-0969 

M. Sarstedt, E. M. (2019). A Concise Guide to Market Research. 

https://doi.org/10.1007/978-3-662-56707-4 

Philip & Armstrong, G. K. (2016). Principles Of Marketing, Global Edition. 

Pradhan, D., Duraipandian, I., & Sethi, D. (2016). Celebrity endorsement: How 

celebrity–brand–user personality congruence affects brand attitude and 

purchase intention. Journal of Marketing Communications, 22(5), 456–473. 

https://doi.org/10.1080/13527266.2014.914561 

Roy, S. (2016). Meaning transfer in celebrity endorsements: an explanation using 

metaphors. Journal of Marketing Communications, 24(8), 843–862. 

https://doi.org/10.1080/13527266.2016.1197294 

Schiffmand, W. (2016). Consumer Behavior. 

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer 

endorsements in advertising: the role of identification, credibility, and 

Product-Endorser fit. International Journal of Advertising, 39(2), 258–281. 

https://doi.org/10.1080/02650487.2019.1634898 

Sekaran, Uma; Bougie, R. (2016). Research methods for business : a skill-

building approach / Uma Sekaran and Roger Bougie. 

Stever, G. S., & Lawson, K. (2013). Twitter as a way for celebrities to 

communicate with fans: Implications for the study of parasocial interaction. 

North American Journal of Psychology, 15(2), 339–354. 

Thompson, M., MacInnis, D., & Park, W. (2005). The ties that bind: measuring 

the strength of customers attachment to brands. Journal of Consumer 

Psychology, 15(1), 77–91. 

Ursachi, G., Horodnic, I. A., & Zait, A. (2015). How Reliable are Measurement 

Scales? External Factors with Indirect Influence on Reliability Estimators. 

Procedia Economics and Finance, 20(15), 679–686. 

https://doi.org/10.1016/s2212-5671(15)00123-9 

Velázquez, B. M., Blasco, M. F., & Saura, I. G. (2015). ICT adoption in hotels 

and electronic word-of-mouth. Academia Revista Latinoamericana de 

Administraci?N, 28(2), 227–250. http://dx.doi.org/10.1108/ARLA-08-2013-

0115%5Cnhttp://dx.doi.org/10.1108/02651331211229769%5Cnhttp://dx.doi.



80 
 

org/10.1108/ARLA-12-2013-0190%5Cnhttp://dx.doi.org/10.1108/ARLA-04-

2013-0030%5Cnhttp://www.emeraldinsight.com/doi/10.1108/ARLA-10-

2013-0164 

Wang, F., & Hariandja, E. S. (2016). THE INFLUENCE OF BRAND 

AMBASSADOR ON BRAND IMAGE AND CONSUMER PURCHASING 

DECISION : A CASE OF TOUS LES JOURS IN THE INFLUENCE OF 

BRAND AMBASSADOR ON BRAND IMAGE AND CONSUMER 

PURCHASING DECISION : local or international brands in the  arket 

market in Indon. International Conference Od Enterpreneurship, March, 

292–306. 

William Nickels, James McHugh, S. M. (2016). Understanding Business. In 

McGraw-Hill Education (Vol. 11th). 

http://dx.doi.org/10.1016/j.cirp.2016.06.001%0Ahttp://dx.doi.org/10.1016/j.p

owtec.2016.12.055%0Ahttps://doi.org/10.1016/j.ijfatigue.2019.02.006%0Ah

ttps://doi.org/10.1016/j.matlet.2019.04.024%0Ahttps://doi.org/10.1016/j.matl

et.2019.127252%0Ahttp://dx.doi.o 

 

https://www.thebell.co.kr/free/content/ArticleView.asp?key=20210406160225784

0108623&lcode=00&page=1&svccode=00  

http://www.thebigdata.co.kr/search.php?sn=%ED%99%94%EC%9E%A5%ED%

92%88%20%EC%A0%84%EB%AC%B8%EC%A0%90%20%EB%B8%8C%EB

%9E%9C%EB%93%9C%ED%8F%89%ED%8C%90  

https://www.retailnews.asia/nature-republic-opens-store-indonesia/ 

https://www.thebell.co.kr/free/content/ArticleView.asp?key=202104061602257840108623&lcode=00&page=1&svccode=00
https://www.thebell.co.kr/free/content/ArticleView.asp?key=202104061602257840108623&lcode=00&page=1&svccode=00
http://www.thebigdata.co.kr/search.php?sn=%ED%99%94%EC%9E%A5%ED%92%88%20%EC%A0%84%EB%AC%B8%EC%A0%90%20%EB%B8%8C%EB%9E%9C%EB%93%9C%ED%8F%89%ED%8C%90
http://www.thebigdata.co.kr/search.php?sn=%ED%99%94%EC%9E%A5%ED%92%88%20%EC%A0%84%EB%AC%B8%EC%A0%90%20%EB%B8%8C%EB%9E%9C%EB%93%9C%ED%8F%89%ED%8C%90
http://www.thebigdata.co.kr/search.php?sn=%ED%99%94%EC%9E%A5%ED%92%88%20%EC%A0%84%EB%AC%B8%EC%A0%90%20%EB%B8%8C%EB%9E%9C%EB%93%9C%ED%8F%89%ED%8C%90
https://www.retailnews.asia/nature-republic-opens-store-indonesia/

