REFERENCES

Ab Hamid, M. R., Sami, W., & Mohmad Sidek, M. H. (2017). Discriminant Validity Assessment: Use
of Fornell & Larcker criterion versus HTMT Criterion. Journal of Physics:
Conference Series, 890, 012163. https://doi.org/10.1088/1742-6596/890/1/012163

AlFarraj, O., Alalwan, A. A., Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-Haddad, S. (2021).
Examining the impact of influencers’ credibility dimensions: attractiveness,
trustworthiness and expertise on the purchase intention in the aesthetic dermatology
industry. Review of International Business and Strategy, 31(3).
https://doi.org/10.1108/ribs-07-2020-0089

Alibrandi, N. (2023, April 3). Nivea Influencer Marketing TikTok Case Study. Social Native.
https://www.socialnative.com/case-studies/nivea-influencer-marketing-tiktok/

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing. International Journal of
Management, IT & Engineering, 8(10).
https://deliverypdf.ssrn.com/delivery.php?ID=0191210240260840130941140801111
24111054025070085022092087022083091122074023065028075114117055044051
06001507308310001208809011201608404203301511810910908200402911810401
90770790930880961191200101271021160071090711180031000890020861071111
26080030004076126 &EXT=pdf&INDEX=TRUE

Banirestu, H. (2020, April 20). Nivea Fokus Garap 40% Konsumen Berhijab. SWA .co.id.
https://swa.co.id/swa/trends/nivea-fokus-garap-40-konsumen-berhijab

Beranda - NIVEA. (n.d.). Www.nivea.co.id. https://www.nivea.co.id/

Boonchutima, S., & Sankosik, A. (2022). Online Video Game Influencer’s Credibility and Purchase

Intention. Drustvena Istrazivanja, 31(4), 683-701. https://doi.org/10.5559/di.31.4.06

69



Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The theory of planned behavior: Selected recent
advances and applications. Europe’s Journal of Psychology, 16(3), 352-356. NCBI.
https://doi.org/10.5964/ejop.v16i3.3107

Bougie, R., & Sekaran, U. (2019). Research methods for business: a skill-building approach. John
Wiley & Sons, Inc.

Brata, B., Husani, S., & Ali, H. (2017). Saudi Journal of Business and Management Studies. Saudi
Journal of Business and Management Studies, 2. https://doi.org/10.21276/sjbms

Childers, C. C., Lemon, L. L., & Hoy, M. G. (2018). #Sponsored #Ad: Agency Perspective on
Influencer Marketing Campaigns. Journal of Current Issues & Research in
Advertising, 40(3), 1-17. https://doi.org/10.1080/10641734.2018.1521113

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and hedonic motivations on
intention to purchase green products: An extension of the theory of planned
behavior. Sustainable Production and Consumption, 18, 145-155.
https://doi.org/10.1016/j.spc.2019.02.001

Dabbous, A., & Barakat, K. A. (2020). Bridging the online offline gap: Assessing the impact of
brands’ social network content quality on brand awareness and purchase
intention. Journal of Retailing and Consumer Services, 53(101966), 101966.
https://doi.org/10.1016/j.jretconser.2019.101966

Delhi, B. B., December 27, & 2021. (2021, December 27). Nivea reveals the winning influencers of its
first ever #NIVEASoftFreshBatch initiative. Www.buzzincontent.com.
https://lwww.buzzincontent.com/story/nivea-reveals-the-winning-influencers-of-its-
first-ever-niveasoftfreshbatch-initiative/

Dwivedi, A., Nayeem, T., & Murshed, F. (2018). Brand experience and consumers’ willingness-to-pay

(WTP) a price premium: Mediating role of brand credibility and perceived

70



unigqueness. Journal of Retailing and Consumer Services, 44(1), 100-107.
https://doi.org/10.1016/j.jretconser.2018.06.009

Fink, M., Koller, M., Gartner, J., Floh, A., & Harms, R. (2018). Effective entrepreneurial marketing on
Facebook — A longitudinal study. Journal of Business Research, 113, 149-157.
https://doi.org/10.1016/j.jbusres.2018.10.005

Guo, Y., Rammal, H. G., Benson, J., Zhu, Y., & Dowling, P. J. (2018). Interpersonal relations in
China: Expatriates’ perspective on the development and use of guanxi. International
Business Review, 27(2), 455-464. https://doi.org/10.1016/j.ibusrev.2017.09.012

Gupta, R., Kishor, N., & Verma, D. (2017). CONSTRUCTION AND VALIDATION OF A FIVE-
DIMENSIONAL CELEBRITY ENDORSEMENT SCALE: INTRODUCING THE
PATER MODEL. British Journal of Marketing Studies, 5(4), 15-35.
http://www.eajournals.org/wp-content/uploads/Construction-and-Validation-of-a-
Five-Dimensional-Celebrity-Endorsement-Scale-Introducing-the-Pater-Model.pdf

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the
results of PLS-SEM. European Business Review, 31(1), 2-24.

HB Duran. (2016, December 15). 10 Essential Stats For Influencer Marketing In 2017 - [ION]. [ION].
https://www.ion.co/essential-stats-for-influencer-marketing-in-2017

He, W., & Jin, C. (2022). A study on the influence of the characteristics of key opinion leaders on
consumers’ purchase intention in live streaming commerce: based on dual-systems
theory. Electronic Commerce Research. https://doi.org/10.1007/s10660-022-09651-8

Hengky Latan, & Noonan, R. (2017). Partial Least Squares Path Modeling : Basic Concepts,

Methodological Issues and Applications. Springer International Publishing.

71



Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity
in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115-135.

Hudders, L., De Jans, S., & De Veirman, M. (2020). The commercialization of social media stars: a
literature review and conceptual framework on the strategic use of social media
influencers. International Journal of Advertising, 40(3), 1-49.
https://doi.org/10.1080/02650487.2020.1836925

Influencer Marketing for Brands: NIVEA Marketing Case Study. (n.d.). IMA. Retrieved June 7, 2023,
from https://imagency.com/nivea

Kevin Lane Keller. (2020). Strategic brand management : building, measuring and managing brand
equity. Prentice Hall.

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making model in
electronic commerce: The role of trust, perceived risk, and their
antecedents. Decision Support Systems, 44(2), 544-564.

Knoll, J., & Matthes, J. (2017). The Effectiveness of Celebrity endorsements: a meta-analysis. Journal
of the Academy of Marketing Science, 45(1), 55-75.

Kock, N., & Hadaya, P. (2016). Minimum sample size estimation in PLS-SEM: The inverse square
root and gamma-exponential methods. Information Systems Journal, 28(1), 227-261.
https://doi.org/10.1111/isj.12131

Login « Instagram. (n.d.). Www.instagram.com. Retrieved June 7, 2023, from
https://www.instagram.com/nivea_id/

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect
Consumer Trust of Branded Content on Social Media. Journal of Interactive

Advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501

72



Mertens, D. M. (2019). Research and evaluation in education and psychology: Integrating diversity
with quantitative, qualitative, and mixed methods. Sage.

Muda, M. (2022). Examining the Source Credibility of User-Generated Beauty Contents (UGBC) on
YouTube in Influencing Consumers’ Purchase Intention. MALAYSIAN JOURNAL of
CONSUMER and FAMILY ECONOMICS, 167-184.
https://www.majcafe.com/examining-the-source-credibility-of-user-generated-
beauty-contents-ugbc-on-youtube-in-influencing-consumers-purchase-intention/

Miiller, J., & Christandl, F. (2019). Content is king — But who is the king of kings? The effect of
content marketing, sponsored content & user-generated content on brand
responses. Computers in Human Behavior, 96(1), 46-55.

Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, purchase intention, and
behavioural engagement: The mediating role of source and content factors. Journal
of Business Research, 142, 100-112. https://doi.org/10.1016/j.jbusres.2021.12.031

Onu, C. A., Nwaulune, J., Adegbola, E. A., & Nnorom, G. (2019). The effect of celebrity physical
attractiveness and trustworthiness on consumer purchase intentions: A study on
Nigerian consumers. Management Science Letters, 1965-1976.
https://doi.org/10.5267/j.msl.2019.7.009

Our Strategy: C.A.R.E.+. (2023). Beiersdorf. https://www.beiersdorf.com/about-us/our-profile/strategy

Rebelo, M. F. (2017). How influencers’ credibility on Instagram is perceived by consumers and its
impact on purchase intention. Repositorio.ucp.pt.
https://repositorio.ucp.pt/handle/10400.14/23360

Ringle, C., Wende, S., & Becker, J.-M. (2022). Model Fit - SmartPLS. Www.smartpls.com.

https://lwww.smartpls.com/documentation/algorithms-and-techniques/model-fit/

73



Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial Least Squares Structural Equation
Modeling. Handbook of Market Research, 1-40. https://doi.org/10.1007/978-3-319-
05542-8 15-1

Schouten, A. P., Janssen, L., & Verspaget, M. (2019). Celebrity vs. Influencer endorsements in
advertising: the role of identification, credibility, and Product-Endorser
fit. International Journal of Advertising, 39(2), 258-281. tandfonline.
https://doi.org/10.1080/02650487.2019.1634898

Seminar, A. (2019, October 7). Nivea Soft Mix Me Cetak Influencer Bertalenta di Kalangan Milenial -
Semua Halaman - Stylo. Stylo.grid.id. https://stylo.grid.id/read/141877055/nivea-
soft-mix-me-cetak-influencer-bertalenta-di-kalangan-milenial ?page=all

Sesar, V., MartinCevi¢, 1., & Boguszewicz-Kreft, M. (2022). Relationship between Advertising
Disclosure, Influencer Credibility and Purchase Intention. Journal of Risk and
Financial Management, 15(7), 276. https://doi.org/10.3390/jrfm15070276

Shahid, Z. (2017). Journal of Marketing and Consumer Research www.iiste.org ISSN. An
International Peer-Reviewed Journal, 33(2422-8451).
https://core.ac.uk/download/pdf/234694288.pdf

Shao, Z., Zhang, L., Li, X., & Guo, Y. (2019). Antecedents of trust and continuance intention in
mobile payment platforms: The moderating effect of gender. Electronic Commerce
Research and Applications, 33, 100823.
https://doi.org/10.1016/j.elerap.2018.100823

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2019). Social media marketing:
Comparative effect of advertisement sources. Journal of Retailing and Consumer

Services, 46(1), 58-69. https://doi.org/10.1016/j.jretconser.2017.11.001

74



Shezi, N. (2022). Investigating the Role of Credibility of Sports Celebrity Endorsers Influencing
Sports Celebrity Identification and Purchase Intention of Endorsed Brands. Market-
Triste, 34(1), 41-57. https://doi.org/10.22598/mt/2022.34.1.41

Silvera, D. H., & Austad, B. (2004). Factors predicting the effectiveness of celebrity endorsement
advertisements. European Journal of Marketing, 38(11/12), 1509-1526.
https://doi.org/10.1108/03090560410560218

Top Brand Index Beserta Kategori Lengkap | Top Brand Award. (n.d.-a). Www.topbrand-Award.com.
Retrieved June 7, 2023, from https://www.topbrand-award.com/top-brand-
index/?thi_year=2020&tbi_index=top-brand&type=brand&tbi_find=nivea

Top Brand Index Beserta Kategori Lengkap | Top Brand Award. (n.d.-b). Www.topbrand-Award.com.
Retrieved June 7, 2023, from https://www.topbrand-award.com/top-brand-
index/?tbi_year=2021&tbi_index=top-brand&type=brand&tbi_find=nivea

Top Brand Index Beserta Kategori Lengkap | Top Brand Award. (n.d.-c). Www.topbrand-Award.com.
Retrieved June 7, 2023, from https://www.topbrand-award.com/top-brand-
index/?tbi_year=2022&tbi_index=top-brand&type=brand&tbi_find=nivea

Top Brand Index Beserta Kategori Lengkap | Top Brand Award. (n.d.-d). Www.topbrand-Award.com.
Retrieved June 7, 2023, from https://www.topbrand-award.com/top-brand-
index/?tbi_year=2023&tbi_index=top-brand&type=brand&tbi_find=nivea

Van der Waldt, D., M van Loggerenberg, M., & Wehmeyer, L. (2011). Celebrity endorsements versus
created spokespersons in advertising: a survey among students. South African
Journal of Economic and Management Sciences, 12(1), 100-114.

https://doi.org/10.4102/sajems.v12i1.263

75



Vincent Molelekeng, B., & Bongazana Dondolo, H. (2021). Effect of celebrity endorsers’ attributes on
purchase intentions in South Africa. Innovative Marketing, 17(4), 111-119.
https://doi.org/10.21511/im.17(4).2021.10

Wang, J., Pham, T. L., & Dang, V. T. (2020). Environmental Consciousness and Organic Food
Purchase Intention: A Moderated Mediation Model of Perceived Food Quality and
Price Sensitivity. International Journal of Environmental Research and Public
Health, 17(3), 850. https://doi.org/10.3390/ijerph17030850

Wang, S. W., & Scheinbaum, A. C. (2018). Enhancing Brand Credibility Via Celebrity
Endorsement. Journal of Advertising Research, 58(1), 16-32.
https://doi.org/10.2501/jar-2017-042

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 (AMJ), 28(4), 160-170.
https://doi.org/10.1016/j.ausmj.2020.03.002

Whang, J. B., Song, J. H., Choi, B., & Lee, J.-H. (2021). The effect of Augmented Reality on purchase
intention of beauty products: The roles of consumers’ control. Journal of Business
Research, 133, 275-284. https://doi.org/10.1016/j.jbusres.2021.04.057

Woulandari, D. (2019, July 28). Kembali Berpartisipasi di “Jakarta X Beauty”, Nivea Luncurkan
Produk Sunscreen Terbaru. MIX Marcomm. https://mix.co.id/marcomm/news-
trend/kembali-berpartisipasi-di-jakarta-x-beauty-nivea-luncurkan-produk-sunscreen-
terbaru/

Zhao, Y., Kou, G., Peng, Y., & Chen, Y. (2018). Understanding influence power of opinion leaders in
e-commerce networks: An opinion dynamics theory perspective. Information

Sciences, 426, 131-147. https://doi.org/10.1016/j.ins.2017.10.031

76



	2b06dcbb7c7237b662089cbd58928297df61f4f8074437feedd573f8be77b672.pdf
	REFERENCES


