
116                              Universitas Pelita Harapan 

DAFTAR PUSTAKA 

Abraham, J. S., Floreto, S. J., Pagkalinawan, M. I., & Jr, A. E. (2022). Consumer 

perception on influencer marketing efforts of brands in the beauty and cosmetics 

industry. International Journal of Social and Management, 3(2), 105–118. 

Allen, J., Piecyk, M., Piotrowska, M., McLeod, F., Cherrett, T., Ghali, K., & Austwick, 

M. (2018). Understanding the impact of e-commerce on last-mile light goods 

vehicle activity in urban areas: The case of London. Transportation Research Part 

D: Transport and Environment, 61(2), 325–338. 

Alshare, F., Aljawarneh, N., Alomari, K., Alomari, Z., Albdareen, R., Alwagfi, A., & 

Alradaideh, A. (2020). Factors influencing cellular device purchase decisions in 

jordan. Management Science Letters, 10(20), 2501–2509. 

Annur, C. M. (2023). Pengguna internet di indonesia tembus 213 juta orang hingga 

awal 2023. Databoks. 

Anselmsson, J., Bondesson, N. V, & Johansson, U. (2014). Brand image and 

customers’ willingness to pay a price premium for food brands. Journal of 

Product & Brand Management, 2(2), 1–10. 

Antunes, A. (2022). The Role of Social Media Influencers on the Consumer Decision-

Making Process. IGI Global, 74(7), 1–19. 

Arikunto, S. (2019). Prosedur Penelitian. Jakarta: Rineka cipta. 

Bairrada, C. M., Coelho, A., & Lizanets, V. (2018). The impact of brand personality 

on consumer behavior: The role of brand love. Journal of Fashion Marketing and 

Management: An International Journal, 7(2), 10–18. 

Berger, J., & Milkman, K. . (2012). What Makes Online Content Viral? Journal of 

Marketing Research. Scintific Research, 49(2), 192–205. 

Burgess, J., & Green, J. (2018). YouTube: Online video and participatory culture. 

Jakara: Erlangga. 

Castillo, D. J., & Fernández, R. S. (2019). The role of digital influencers in brand 

recommendation: Examining their impact on engagement, expected value and 

purchase intention. International Journal of Information Management, 4(2), 366–

376. 

Chwialkowska, A. (2019). The Effectiveness of Brand- and Customer-Centric Content 

Strategies at Generating Shares, ‘Likes’, and Comments. Journal of Promotion 

Management, 25(2), 1–10. 

Creswell, D. & J. (2017). Research design: Qualitative, quantitative, and mixed 

methods approaches. Sage. 



117                              Universitas Pelita Harapan 

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram 

influencers: the impact of number of followers and product divergence on brand 

attitude. International Journal of Advertising, 10(2), 1–32. 

Dinu, G., & Dinu, L. (2014). Using internet as a commercial tool: A case study of e-

commerce in resita. Procedia Engineering, 2(1), 19–27. 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities’ 

Instagram profiles in influencing the purchase decisions of young female users. 

Computers in Human Behavior, 2(1), 1–7. 

Duncan, B., & Hayes, N. (2008). Influencer Marketing, Who really influences your 

customers. UK: Elsevier Ltd. 

Elena, M. (2024). Top! Transaksi e-commerce capai rp453,75 triliun sepanjang 2023. 

Bisnis.Com. 

Etikan, I. I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of Convenience 

Sampling and Purposive Sampling. American Journal of Theoretical and Applied 

Statistics, 5(1), 1–4. 

Filieri, R., McLeay, F., Tsui, B., & Lin, Z. (2018). Consumer perceptions of 

information helpfulness and determinants of purchase intention in online 

consumer reviews of services. Information & Management, 2(1), 67–85. 

Firdaus, F. (2002). Analisis pengaruh iklan terhadap sikap dan niat konsumen dalam 

memutuskan untuk membeli suatu produk (analysis of advertising impact to 

customer attitude and intention on purchase decision). Diponegoro University. 

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. . (2011). Who are the social 

media influencers? A study of public perceptions of personality. Public Relations 

Review, 37(1), 90–92. 

Ghozali, I. (2021). Aplikasi Analisis Multivariant dengan Program IBM SPSS 23. 

Universitas Diponegoro. 

He, Y., & Lai, K. K. (2012). The effect of corporate social responsibility on brand 

loyalty: The mediating role of brand image. Total Quality Management & 

Business Excellence, 5(2), 20–27. 

Hub, A. (2020). Perilaku masyarakat Indonesia mengkonsumsi makanan cepat saji 

(Bagian 2). AcuityHub. 

Hung, K. (2021). Celebrity, influencer, and brand endorsement: Processes and effects. 

Oxford Research Encyclopedia of Communication, 6(2), 80–88. 

Hutchinson, J. . (2020). Knowledge calibration: what consumers know and what they 

think they know. Journal of Consumer Research, 27(2), 123–156. 



118                              Universitas Pelita Harapan 

INDONESIA, C. (2023). Berkat JKT48, Shopee Live Erigo Raup Rp 5 M 10 Menit 

Kurang! https://www.cnbcindonesia.com/tech/20230819232829-37-

464356/berkat-jkt48-shopee-live-erigo-raup-rp-5-m-10-menit-kurang 

Janna, N., & Herianto, H. (2021). Konsep Uji Validitas Dan Reliabilitas Dengan 

Menggunakan SPSS. OSF, 7(2), 90–98. 

Jin, M., & Ehri. (2019). Marketing Intelligence & Planning: Bradford. Journal : 

Journal of Practitioners Education, 37(5), 567–579. 

John, L., Foss, K., & Oetzel, J. (2017). Theories of Human Communication (Eleventh). 

Long Grove: Waveland Press. 

Kapitan, S., & Silvera, D. (2016). From digital media influencers to celebrity 

endorsers: Attributions drive endorser effectiveness. Marketing Letters, 27(6), 

553–567. 

Kaplan, A., & Haenlein, M. (2010). User Of The World, Unite! The Challenges and 

Opportunities Of Social Media. Business Horizon, 53(1), 59–68. 

Khamis, S., Ang, L., & Welling, R. (2017). Selfbranding, “Micro-Celebrity” and the 

Rise of Social Media Influencers. Celebrity Studies, 8(2), 191–208. 

Ki, C. ‐., & Kim, Y. ‐. (2019). The mechanism by which social media influencers 

persuade consumers: The role of consumers’ desire to mimic. Psychology & 

Marketing, 6(8), 905–922. 

Kotler, P. (2017). Principles of Marketing 17th red. New York. 

Lafferty, & Goldsmith. (2004). Kecenderungan konsumen untuk membeli produk. 

Jurnal Bisnis Dan Manajemen, 17(1), 17–43. 

Lavoie, K. (2015). Instagram and Branding: A Case Study of Dunkin’ Donuts. Elon 

Journal of Undergraduate Research in Communications, 6(2), 79–90. 

Lim, X., & Radzol, A. (2017). The Impact of Social Media Influencers on Purchase 

Intention and the Mediation Effect of Customer Attitude. Asian Journal of 

Business Research, 4(2), 19–36. 

Liputan 6. (2023). Masih digandrungi, pengguna e-commerce indonesia capai 196 juta 

di 2023. Liputan6.Com. 

Lou, C. (2021). Social Media Influencers and Followers: Theorization of a Trans-

Parasocial Relation and Explication of Its Implications for Influencer Advertising. 

Journal of Advertising, 2(1), 1–10. 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility 

Affect Consumer Trust of Branded Content on Social Media. Journal of 



119                              Universitas Pelita Harapan 

Interactive Advertising, 2(2), 58–73. 

Lumbantoruan, A., & Marwansyah. (2023). Pengaruh Kredibilitas Influencer Terhadap 

Minat Beli Konsumen Pada Produk Makanan. Jurnal Riset Bisnis Dan Investasi, 

9(3), 143–152. 

Masuda, H., Han, S., & Lee, J. (2022). Impacts of influencer attributes on purchase 

intentions in social media influencer marketing: Mediating roles of 

characterizations. Technological Forecasting and Social Change, 5(2), 165–172. 

Mediakix. (2019). Influencer Tiers for the Influencer Marketing Industry. 

Mediakix.Com. 

Mindrut, S., Manolica, A., & Roman, C. T. (2015). Building brands identity. Procedia 

Economics and Finance, 91(78), 1002–1015. 

Nurmala. (2011). Pengaruh iklan televisi terhadap minat beli sabun mandi pada 

mahasiswa Fakultas Ekonomi Universitas Malikussaleh. Jurnal Aplikasi 

Manajemen, 8(2), 1–9. 

Palalic, R., Ramadani, V., Gilani, S., Gerguri-Rashiti, S., & Dana, L. (2021). Social 

media and consumer buying behavior decision: what entrepreneurs should know? 

Management Decision, 59(6), 1249–1270. 

Patton, M. (2015). Qualitative Research & Evaluation Methods: Integrating Theory 

and Practice. Amerika serikat : Sage Publications. 

Piotrowicz, W., & Cuthbertson, R. (2014). Introduction to the special issue information 

technology in retail: Toward omnichannel retailing. International Journal of 

Electronic Commerce, 6(2), 1–11. 

Plumeyer, A., Kottemann, P., Boger, D., & Decker, R. (2017). Measuring brand image: 

A systematic review, practical guidance, and future research directions. Review of 

Managerial Science, 9(2), 89–97. 

Rachmawati, D., Shukri, S., Azam, S., & Khatibi, A. (2019). Factors influencing 

customers’ purchase decision of residential property in selangor, malaysia. 

Management Science Letters, 6(2), 66–75. 

Sánchez-Fernández, R., & Jiménez-Castillo, D. (2021). How social media influencers 

affect behavioural intentions towards recommended brands: The role of emotional 

attachment and information value. Journal of Marketing Management, 4(2), 88–

92. 

Savrul, M., Incekara, A., & Sener, S. (2014). The potential of e-commerce for smes in 

a globalizing business environment. Procedia - Social and Behavioral Sciences, 

8(9), 90–96. 



120                              Universitas Pelita Harapan 

Schiffman, L. G., & Kanuk, L. L. (2010). Consumer Behavior. 8th edition. New Jersey: 

Prentice Hall. 

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, 4(1), 1–24. 

Solomon, M. . (2013). Consumer Behavior: Buying, Having, and Being (10th ed.). 

Prentice Hall. 

Sugiyono. (2016). Metode Pendidikan Pendekatan Kuantitatif, Kualitatif dan R&D. 

Alfabeta. 

Sugiyono. (2020). Metode Penelitian Kombinasi (mixed Methods). Alfabet. 

Sumarwan, U. (2017). Perilaku Konsumen. Bandung : IPB Press. 

Sunghee, J., & Jisu, Y. (2020). What makes followers loyal? The role of influencer 

interactivity in building influencer brand equity. Journal of Product & Brand 

Management, 6(1), 43–51. 

Waworuntu, A. Y., & Hasan, A. (2021). Improving Brand Image, Price and Promotion 

Through Consumer Purchase Decisions. Jurnal Manajemen Bisnis, 8(2), 245–

254. 

Wijaya, V. A., & Oktavianti, R. (2019). Pengaruh Brand Image E- Commerce 

Terhadap Minat Beli Konsumen (Survei Pada Pelanggan Tokopedia). Prologia, 

1(2), 1–9. 

Yadav, M., & Rahman, Z. (2023). The influence of social media marketing activities 

on customer loyalty: a study of e-commerce industry. International Journal of 

Data and Network Science, 7(1), 175–184. 

Ye, G., Hudders, L., De Jans, S., & De Veirman, M. (2021). The value of influencer 

marketing for business: A bibliometric analysis and managerial implications. 

Journal of Advertising, 3(2), 160–178. 


