
 

 106 

DAFTAR PUSTAKA  

A  Shimp,  Terence.  2014.Komunikasi  Pemasaran  Terpadu  dalam  periklanan  d

an  Promosi. Jakarta: Salemba Empat  

Abzari, Mehdi, Reza A. Ghassemi, dan L. N. V. (2014). Analysing The Effect of 

Social Media on Brand Attitude and Purchase Intention: The Case ofIran 

Khodro Company. Journal of Social and Behavioral Sciences, Vol. 143, 822– 

826.  

Adisty, N. (2022). Tumbuh Pesat, Pemakaian Produk Kecantikan di Indonesia 

Kian meningkat. GoodStats. https://goodstats.id/article/menilik-

meningkatnya-konsumsi-produk-kecantikan-di-indonesia-LcQed   

Apriliani, D. (2020). Pengaruh YouTube beauty vlogger review, Self Congruity Dan 

Price perception terhadap impulse buying Dan Dampaknya Pada repurchase 

intention remaja Putri Pengguna Emina Cosmetics di Kota Surabaya. 

Narotama University Repository. http://repository.narotama.ac.id/1362/   

Arviana, G. N. (2021). Budget marketing terbatas? Coba Manfaatkan Nano 

influencer di media sosial!. Glints Blog. 

https://glints.com/id/lowongan/nano-influencer-adalah/   

Aura, J. (2022). 15 brand Kosmetik Dengan Produk Bersertifikasi halal, Apa Saja?. 

kumparan. https://kumparan.com/kumparanwoman/15-brand-kosmetik-

dengan-produk-bersertifikasi-halal-apa-saja-1xq1CjnB3ez/full   

Backaler, J. (2018). Digital Influence. Palgrave Macmillan. 

https://doi.org/10.1007/978-3-319- 78396-3  

https://doi.org/10.1007/978-3-319-%2078396-3


 

 107 

Buchari Alma. (2016). Manajemen Pemasaran dan Pemasaran Jasa. Bandung. 

Alfabeta.  

Creswell W. John. 2013. Research Design Pendekatan Kualitatif, Kuantitatif, dan 

Mixed. Yogyakarta : Pustaka Pelajar.  

Creswell, John W & J. David Creswell. 2018. Research Design Qualitative, 

Quantitative, and Mixed Methods Approaches Fifth Edition. SAGE 

Publications, Inc.  

Creswell, John W.  Qualitative Inquiry and Research Design: Choosing Among 

Five  Tradition. London: SAGE Publications, 1998.  

Creswell, John W. 2015. Penelitian Kualitatif & Desain Riset. Yogyakarta : Pustaka 

Pelajar.  

Devi, A. N. P. (2020). Maybelline New York. Tribunnewswiki.com. 

https://www.tribunnewswiki.com/2020/02/26/maybelline-new-york   

Geyser, Werner. (2022). What is influencer marketing? - The ultimate guide for 

2022. Influencer Marketing Hub. [Blog]. March 2nd.  

Griffin, E. A., Ledbetter, A., & Sparks, G. G. (2019). A first look at communication 

theory. McGraw-Hill Education.   

Halim, C., & Keni, K. (2022). The Impact of Country of Origin, Celebrity 

Endorsement, and Electronic Word of Mouth (eWOM) Towards Purchase 

Intention. In Tenth International Conference on Entrepreneurship and 

Business Management 2021 (ICEBM 2021) (pp. 493-498). Atlantis Press.  



 

 108 

Hariyanti, N. T., & Wirapraja, A. (2018). Pengaruh influencer marketing sebagai 

strategi pemasaran digital era moderen (Sebuah studi 

literatur). Eksekutif, 15(1), 133-146.  

Herman, H., Maszudi, E., Hamid, R. S., Dewintari, P., & Aulia, A. (2023). Peran 

Influencer Marketing Online Customer Review dan Content Marketing dalam 

Keputusan Pembelian Pada Sosial Instagram. Jesya (Jurnal Ekonomi dan 

Ekonomi Syariah), 6(2), 1348-1358.  

Johansen, I. K., & Guldvik, C. S. (2017). Influencer Marketing and Purchase 

Intentions: How does influencer marketing affect purchase intentions? 

Norwegian School of Economics  

Julianti, Luh, Ni., Nuridja, Made & Meitriana, Ary, Made. 2014. Pengaruh Store 

Atmosphere Terhadap Minat Beli Konsumen Pada Toserba Nusa Permai Di 

Kecamatan Nusa Penida. Bisnis Dan Ekonomi, 17 (2).  

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer 

equity? An empirical study of luxury fashion brand. Journal of Business 

research, 65(10), 1480-1486.  

Kim,  H.,  Sefcik,  J.  S.,  &  Bradway,  C.  (2016). Characteristics  of  Qualitative  

Descriptive Studies:   A   Systematic   Review.   Research   in   Nursing   &   

Health.40(1),   23–42. doi:10.1002/nur.21768 

Koay, K. Y., Teoh, C. W., & Soh, P. C. (2021). Instagram influencer marketing: 

Perceived social media marketing activities and online impulse buying. First 

Monday, 26(9).  



 

 109 

Konhäusner, P., Shang, B., & Dabija, D. C. (2021). Application of the 4Es in online 

crowdfunding platforms: a comparative perspective of Germany and 

China. Journal of Risk and Financial Management, 14(2), 49. (yang buat 

penjelasan 4E)  

Kotler, P. (2017). Philip Kotler: some of my adventures in marketing. Journal of 

Historical Research in Marketing, 9(2), 203-208.  

Kotler, P., & Armstrong, G (2018). Principles of Marketing Global Edition 17th 

Edition. London: Pearson Education.   

Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran, Edisi Kelima Belas Jilid 

I, terj. Bob Sabran, MM, Erlangga, Jakarta.  

Kotler, Phillip dan Kevin Lane Keller (2016), Marketing Management, Edisi: 15e, 

United States of America: Pearson Education.  

Kusnandar, V. (2021). RISSC: Populasi Muslim Indonesia terbesar di Dunia: 

Databoks. Pusat Data Ekonomi dan Bisnis Indonesia. 

https://databoks.katadata.co.id/datapublish/2021/11/03/rissc-populasi-

muslim-indonesia-terbesar-di-dunia   

Lewis, D. (2022). What is a good engagement rate on Instagram?. Scrunch. 

https://scrunch.com/blog/what-is-a-good-engagement-rate-on-

instagram#:~:text=Less%20than%201%25%20%3D%20low%20engageme

nt,6%25%20%3D%20very%20high%20engagement%20rate   

M. Askari Zakariah, V. A. (2020). METODOLOGI PENELITIAN KUALITATIF, 

KUANTITATIF,  



 

 110 

Masitoh, M. R., Prihatma, G. T., & Alfianto, A. (2022). Pengaruh Sales Promotion, 

Hedonic Browsing, dan Impulse Buying Tendency terhadap Impulse Buying 

Pelanggan E-Commerce Shopee. Sains Manajemen: Jurnal Manajemen 

Unsera, 8(2), 88-104.  

Musnaini. (2021). UMKM Digital Era New Normal. PENERBIT INSAN 

CENDEKIA MANDIRI.   

N, H. (2023, June 29). Pengertian media sosial, Sejarah, Fungsi, Jenis, Manfaat, 

Dan Perkembangannya. Gramedia Literasi. 

https://www.gramedia.com/literasi/pengertian-media-sosial/   

Nasrullah, Rulli. 2015. Media Sosial; Persfektif Komunikasi, Budaya, dan 

Sosioteknologi. Bandung : Simbiosa Rekatama Media.  

Ningsih, W. L. (2021). Jumlah Penduduk indonesia 2020 Berdasarkan Jenis 

Kelamin. KOMPAS.com. 

https://www.kompas.com/stori/read/2021/05/19/115010879/jumlah-

penduduk-indonesia-2020-berdasarkan-jenis-kelamin   

Novitasari, N. (2021). Pengaruh social media marketing, celebrity endorser, 

Harga, dan brand image terhadap minat Beli Produk Fashion (Studi Empiris 

Pada brand fashion Erigo). PENGARUH SOCIAL MEDIA MARKETING, 

CELEBRITY ENDORSER, HARGA, DAN BRAND IMAGE TERHADAP 

MINAT BELI PRODUK FASHION (Studi Empiris Pada Brand Fashion 

Erigo) - KIM Lib UMMgl.    



 

 111 

Octavilia, D. (2023). Peran beauty influencer terhadap Industri kecantikan 

Indonesia. Popstar. https://www.pop-star.me/blogs/peran-beauty-influencer-

terhadap-industri-kecantikan-indonesia   

Pahlevi, R. (2022). Survei: Mayoritas Publik Belanja Kosmetik di e-commerce: 

Databoks. Pusat Data Ekonomi dan Bisnis Indonesia. 

https://databoks.katadata.co.id/datapublish/2022/09/02/survei-mayoritas-

publik-belanja-kosmetik-di-e-commerce   

Rachmawati , P. (2022). Kosmetik Halal Makin Populer: Bagaimana Cara Deteksi 

Unsur Haram Dan Seberapa Besar Pasarnya?. The Conversation. 

https://theconversation.com/kosmetik-halal-makin-populer-bagaimana-cara-

deteksi-unsur-haram-dan-seberapa-besar-pasarnya-

185055#:~:text=Kosmetik%20halal%20adalah%20produk%20yang,Majelis

%20Ulama%20Indonesia%20(MUI).   

Ramadhani, A. P., Alfiandra, A., & Faisal, E. E. (2022,). Peran Balai Besar 

Pengawas obat dan Makanan di Kota Palembang dalam mengurangi 

peredaran Obat tradisional Yang Mengandung Bahan Kimia Berbahaya Dan 

Pemalsuan Nomor Pom. Go to start page! 

http://repository.unsri.ac.id/73874/   

Riezkya Adhy Putri, A.G., & Listiani, E. (2022). Pengaruh Kampanye Dear Me 

Beauty terhadap Minat Beli. Bandung Conference Series: Communication 

Management.  

Rukajat, A. (2018). Pendekatan penelitian kualitatif (Qualitative research 

approach). Deepublish.  



 

 112 

Russell, Helen. 2020. Sustainable Urban Governance Networks: Data-driven 

Planning Technologies and Smart City Software Systems. Geopolitics, 

History, and International Relations 12: 9–15.  

Schiffman dan Kanuk. 2014. Perilaku Konsumen. Jakarta: Indeks.  

Serlina. (2017). Ladies, inilah 6 Alasan Mengapa Kamu Perlu Menggunakan make 

up!. beauty. https://www.beautynesia.id/beauty/ladies-inilah-6-alasan-

mengapa-kamu-perlu-menggunakan-make-up/b-101697   

Sinaga, R. E. M., & Kusumawati, A. (2018). The Effect of Youtube Beauty Vlogger 

on Consumer Purchase Interest and Its Impact on Product Purchase 

Decisions. Journal of Business Administration, 63(1).  

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why 

should I buy? How credibility and parasocial interaction influence purchase 

intentions. Journal of retailing and consumer services, 53, 101742.  

Solis, B. 2010. Engage: The Complete Guide For Brands and Business to Build, 

Cultivate and Measure Success in the New Web. New Jersey: Wiley.  

Sugiyono (2015). Metode Penelitian Kombinasi (Mix Methods). Bandung:   

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

PT Alfabet.   

Sugiyono. (2017). Metode Penelitian : Kuantitatif, Kualitatif, dan R&D. Bandung: 

Alfabeta.  

Sugiyono. (2018). Metode Penelitian Kuantitatif. Bandung: Alfabeta.  

Sugiyono. (2019). Metodelogi Penelitian Kuantitatif dan Kualitatif Dan R&D. 

Bandung: Alfabeta.   

https://www.beautynesia.id/beauty/ladies-inilah-6-alasan-mengapa-kamu-perlu-menggunakan-make-up/b-101697
https://www.beautynesia.id/beauty/ladies-inilah-6-alasan-mengapa-kamu-perlu-menggunakan-make-up/b-101697


 

 113 

Theodora, N. (2021). Relationship  Between  Integrated  Marketing  

Communication andBrand Equity. View of relationship between Integrated 

Marketing Communication and brand equity. 

https://ejournal.undiksha.ac.id/index.php/IJSSB/article/view/33782/19782   

Usop, T. B. (2019). Kajian Literatur Metodologi Penelitian Fenomenologi dan 

Etnografi. Jurnal Researchgate Net. 2 

Weinswig, D. (2016, October 5). Influencers Are The New Brands. Forbes. 

https://www.forbes.com/sites/deborahweinswig/2016/10/05/influencers-are-

the-newbrands/  

Wiranata, A. T., & Hananto, A. (2020). Do website quality, fashion consciousness, 

and sales promotion increase impulse buying behavior of e-commerce 

buyers?. Indonesian Journal of Business and Entrepreneurship (IJBE), 6(1), 

74-74.  

Yuliani, W. (2018). Metode penelitian deskriptif kualitatif dalam perspektif 

bimbingan dan konseling. Quanta, 2(2), 83-91. 

Zukhrufani, A., & Zakiy, M. (2019). The effect of beauty influencer, lifestyle, brand 

image and halal labelization towards halal cosmetical purchasing 

decisions. Jurnal Ekonomi Dan Bisnis Islam (Journal of Islamic Economics 

and Business), 5(2), 168.  

Zulfikar, F. (2022). Influencer: Pengertian, Tugas, Dan Jenis-Jenisnya. detikedu. 

https://www.detik.com/edu/detikpedia/d-6124395/influencer-pengertian-

tugas-dan-jenis-jenisnya   

 

https://www.forbes.com/sites/deborahweinswig/2016/10/05/influencers-are-the-newbrands/
https://www.forbes.com/sites/deborahweinswig/2016/10/05/influencers-are-the-newbrands/

	Sharon Marlina-01041200036-Skripsi-Soft File Final
	DAFTAR PUSTAKA


