
70 

 

DAFTAR PUSTAKA 

 

Abubakar, A. M., Ilkan, M., & Sahin, P. (2016). EWOM, eReferral and 

gender in the virtual community. Marketing Intelligence & Planning, 34(5), 692–

710. 

Algesheimer, R., Dholakia, U.M. and Herrmann, A. (2005). The social 

influence of brand community: evidence from European car clubs, Journal 

ofMarketing, Vol. 69 No. 3, pp. 19-34. 

Argenti, P.A. & Barnes, C.M. 2009. Digital Strategies for Powerfull 

Corporate. Communications. USA: McGraw-Hill Companies. 

Aula, P. (2010), Social media, reputation risk and ambient publicity 

management, Strategy and Leadership, Vol. 38 

Aula, P. (2011), Meshworked reputation: Publicists’ views on the 

reputational impacts of online communication, Strategy and Leadership Vol 14. 

Berezina, K., Bilgihan, A., Cobanoglu, C. and Okumus, F. (2015), 

Understanding satisfied and dissatisfied hotel customers: Text mining of online 

hotel reviews, Journal of Hospitality Marketing & Management, Vol. 25 No. 1, pp. 

1–24. 

Bimo Walgito.1981.Pengantar Psikologi Umum, diterbitkan oleh Yayasan 

Penerbitan Fakultas Psikologi UGM, Yogyakarta. 

Bornstein March H, Justin Jager, and Diane L. Putnick .(2013).Sampling 

in Developmental Science: Situations, Shortcomings, Solutions, and Standards. 

NIH Public Access. Dev Rev. 2013 December; 33(4): 357–370. 

BPOM. (2008). Peraturan kepala badan pengawas obat dan makanan 

republik indonesia nomor : hk.00.05.42.1018 tentang bahan kosmetik. Diakses 

pada 26 Januari 2019 dari : 

file:///C:/Users/April/Downloads/PER%20KBPOM_NO.HK.00.05.42.1018%20T

H%202008_Tentang%20BAHAN%20KOSMETIK_2008.pdf. 

BPOM. (2014). Laporan Tahunan BPOM 2014. Diakses 26 Januari 2019 

dari https://www.pom.go.id/ppid/2015/R2TN2014.pdf 



71 

 

BPOM. (2017). Laporan Tahunan BPOM 2017. Diakses pada 26 Januari 

2019 dari 

https://www.pom.go.id/new/admin/dat/20180710/Laporan%20Tahunan%20BPO

M%202017.pdf. 

Brodie, R.J., Ilic, A., Biljana, J. and Hollebeek, L. (2011), Consumer 

engagement in a virtual brand community: an exploratory analysis, Journal of 

Business Research, Vol. 61 No. 1, pp. 105-114. 

Bunting, M. and Lipski, R. (2000),  Drowned out? Rethinking corporate 

reputation management for the Internet, Journal of Communication Management, 

Vol. 5 No. 2, pp. 170-178.  

Cheung, C. M. K., Lee, M. K. O., & Thadani, D. R. (2010). The Impact of 

Positive Electronic Word-of-Mouth on Customer Online Purchasing Decision. 

Lecture Notes in Computer Science (Lecture Notes in Artificial Intelligence) (Vol. 

5736, pp. 501-510). Springer-Verlag Berlin Heidelberg.  

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on 

Sales: Online Book Reviews. Journal of Marketing Research, 43(3), 345–354. 

https://doi.org/10.1509/jmkr.43.3.345 

Cova, B. and Pace, S. (2006), Brand community of convenience products: 

new forms of customers empowerment – the case of my Nutella community, 

European Journal of Marketing, Vol. 40 No. 9, pp. 1087-1105. 

Creswell John.W. 2014. Penelitian Kualitatif & Desain Riset. Yogyakarta: 

Pustaka Pelajar. 

Dane, Francis C. (2010).Evaluating Research: Methodology for People 

Who Need to Read Research. London : Sage Publication Inc. 

Das, Subhamoy. (2009). Perspectives on Financial Services. Pv.LTD. : 

New Delhi. 

Dehghani, M., & Tumer, M. (2015). A research on effectiveness of 

Facebook advertising on enhancing purchase intention of consumers. Computers 

in Human Behaviour, 49(1), 597-600, doi: 10.1016/j.chb.2015.03.051. 

Dellarocas, C. (2003), The digitization of word of mouth: promise and 

challenges of online feedback mechanisms, Management science, Vol. 49 No. 10, 

pp. 1407-1424. 



72 

 

Dewing, M. (2012). Social media: An Introduction. Parliamentary 

Information and Research Service, Social Affairs Division. Canada: Library of 

Parliament. 

Dewing, M. (2012). Social media: An Introduction. Parliamentary 

Information and Research Service, Social Affairs Division. Canada: Library of 

Parliament. 

Dickey, I.J. and Lewis, W.F. (2010). The evolution (revolution) of social 

media and social networking as a necessary topic in the marketing curriculum: a 

case for integrating social media into marketing classes. Society for Marketing 

Advances proceedings, pp. 140-143. 

Dickey, Irene J & William Lewis. (2010). The Evolution (Revolution) of 

Social Media and Social Networking as a Necessary Topic in the Marketing 

Curriculum: A Case for Integrating Social Media into Marketing Classes. Society 

for Marketing Advances. 140-143.  

Duhan, D.F., Johnson, S.D., Wilcox, J.B., & Harrell, G.D. (1997). 

Influences on consumer use of Word-of-Mouth recommendation sources. Journal 

of the Academy of Marketing Science, 25(4), 283–295. 

Fan, Y and Miao, Y. (2013), Effect Of Electronic Word-Of-Mouth On 

Consumer Purchase Intention:The Perspective Of Gender Differences. 

International Journal Of Electronic Business Management, Vol. 10, No. 3, pp. 

175-181 

Ferdinand. 2002. Manajemen Pemasaran. Edisi Pertama. Jilid 1. Jakarta: 

Erlangga. 

Fuchs, C. (2008). Internet and society, social theory in the information age. 

Madison Ave, NY: Roudledge.  

Fuchs, C. (2014). Social media a critical introduction. Los Angeles: 

SAGE Publication, Ltd 

Gallaugher, J. and Ransbotham, S. (2010), Social media and customer 

dialog management at starbucks, MIS Quarterly Executive, Vol. 9 No. 4, pp. 197-

212. 

Ghosh, A. (1990). Retail management. Chicago: Drydden press 



73 

 

Ghozali, I. Latan, H. (2012). Partial Least Square : Konsep, Teknik dan 

Aplikasi SmartPLS 2.0 M3. Semarang: Badan Penerbit Universitas Diponegoro. 

Goldsmith, R.E. & Horowitz, D. (2006) Measuring motivations for online 

opinion seeking. Journal of Interactive Advertising, 6(2). Available online at 

http://jiad.org/article76 (accessed on 23 May 2009). 

Gordon, K.T. (2007), “Looking for ways to get people talking about your 

products? The newsocial shopping trend can help you build buzz”, available at: 

www.entrepreneur.com/marketing/onlinemarketing/article174746.html (accessed 

1 July 2009). 

Harinaldi. 2005. Prinsip-Prinsip Statistik Untuk Teknik dan Sains, 

Erlangga, Jakarta. 

Hennig-theurau, T., Gwinner, K.P., Walsh, G., and Gremler, D.D. 2004. 

Electronic Word Of Mouth Via Consumer Opinion Platforms: What Motivates 

Customer To Articulate Themselves On The Internet. Journal interactive 

marketing 18(-): 38 52. 

Hennig-Thurau, T., Malthouse, E.C., Friege, C., Gensler, S., Lobschat, L., 

Rangaswamy, A. and Skiera, B. (2010), The impact of new media on customer 

relationships, Journal of Service Research, Vol. 13 No. 3, pp. 311-330. 

Hootsuite and We Are Social. (2019). Digital in 2019 : Essential Insights 

Into Internet, Social Media, Mobile, and E-Commerce Use Around The World. 

Diakses pada tanggal 25 Januari 2019 dari 

https://wearesocial.com/blog/2019/04/the-state-of-digital-in-april-2019-all-the-

numbers-you-need-to-know. 

Husnain, A., Din, S. M. U., Hussain, G., & Ghayor, Y. (2017). Estimating 

Market Trends By Clustering Social Media Reviews. 13th International 

Conference on Emerging Technologies (ICET), 1-6. 

Ismagilova, Elvira, Yogesh K. Dwivedi, Emma Slade, Michael D. 

Williams. (2017) Electronic Word of Mouth (eWOM) in the Marketing Context: A 

State of the Art Analysis and Future. Gewerbestrasse : springer. 

Israel, G. D. (2013). Determining sample size. PEOD6 one of a series of 

the agricultural education and communication department University of 

Florida/IFAS extension. http://edis.ifas.ufl.edu 



74 

 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of 

mouth on brand image and purchase intention. Marketing Intelligence & 

Planning, 30(4), 460–476. https://doi.org/10.1108/02634501211231946 

Jalilvand, M.R. and Samiei, N. (2012). The effect of electronic word of 

mouth on brand image and purchase intention. Marketing Intelligence & 

Planning, 30 (4), 460-476. 

Jones, Q., Ravid, G. and Rafaeli, S. (2004). Information overload and the 

message dynamics of online interaction spaces. Information Systems Research, 15 

(2), 194-210. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The 

challenges and opportunities of Social Media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The 

challenges and opportunities of Social Media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

Katz, E., & Lazarsfeld, F. P. (1955). Personal influence; the part played 

by people in the flow of mass communications. Glencoe, IL The Free Press. 

Kotler, Philip. 2008. Manajemen Pemasaran Edisi 12 Jilid 2. Jakarta: 

Indeks 

Kotler, Phillip, Hermawan Kertajaya, Iwan Setiawan. (2017). Marketing 

4.0 Moving from Traditional to Digital. Jakarta : PT Gramedia Pustaka Utama. 

Kozinets, R. V., Hemetsberger, A., dan Schau, H. J. (2008), The Wisdom 

of Consumer Crowds: Collective Innovation in the Age of Networked Marketing, 

Journal of Macromarketing, 28(4), 339–354. 

L. M.  Willemsen Electronic word  of mouth: Challenges for consumers 

and companies, Doctoral thesis, University of Amsterdam, Amsterdam, 

Netherlands, 2013. 

Laughey, Dan. 2007. Key Themes in Media Theory. London: Open 

University Press. 

Lehmann, D. R. (1989), Marketing Research Analysis, Homewood, IL: 

Liuin. 



75 

 

Lidyawati. 2008. Hubungan antara Intensitas Menonton Iklan di Televisi 

dengan Perilaku Konsumtif. Skripsi (tidak diterbitkan). Surakarta : Fakultas 

Psikologi UMS 

Litvin, S., Goldsmith , R., & Pan, B. (2008). Electronic word-of-mouth in 

hospitality and tourism management. Tourism Management. 

Martha Tilaar. (2019). Brand Martha Tilaar. Diakses 27 Januari 2019 

dari : http://www.marthatilaar.com/brands.html. 

McKinsey (2007), How business are using Web 2.0: A McKinsey global 

survey, available at: 

www.skmf.net/fileadmin/redaktion/aktiver_content/01_Events/080514_SWISS_K

M_Tool_Tag/Track_0_Other_Material/0005_How_firms_use_Web20. pdf/ 

(accessed January 13, 2013). 

Mirabi , V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of 

Factors Affecting on Customers Purchase Intention. Case Study: the Agencies of 

Bono Brand Tile in Tehran. Journal of Multidisciplinary Engineering Science and 

Technology (JMEST), Vol. 2 267-273. 

Moloeng, L.J. 2010. Metodologi Penelitian Kualitatif, Bandung : Remaja 

Rosda Karya. 

Morissan M. dkk. Metode Penelitian Survei. Jakarta: Kencana, 2012 

Muskat, M., Muskat, B., Zehrer, A. and Johns, R. (2013), Generation Y: 

Evaluating services experiences through mobile ethnography, Tourism Review, 

Vol. 68 No. 3, pp. 55–71. 

Muniz, Albert, M., and Thomas O’Guinn. (2001). Brand Community. 

Journal of Consumer Research, 27 (March), 412-32. doi:10.1086/319618, 

http://dx.doi.org/10.1086/319618 

Nambisan, S. and Baron, R.A. (2009), Virtual customer environments: 

texting a model of voluntary participation in value co-creation activities, Journal 

of Product Innovation Management, Vol. 26 No. 4, pp. 388-406. 

Neelankavil, J. (2015). International business research. 1st ed. London: 

ME sharpe, p.49. 

Nielsen. (2016). Konsumen Indonesia lebih suka merek kosmetik global. 

Diakses 27 januari 2019 dari : 



76 

 

https://databoks.katadata.co.id/datapublish/2016/11/17/konsumen-indonesia-

lebih-suka-merek-kosmetik-global 

Park, H. and Cho, H. (2012), Social network online communities: 

information sources for apparel shopping, Journal of Consumer Marketing, Vol. 

29 No. 6, pp. 400-411. 

Peter, J. P., & Olson, J. C. (2008). Consumer behavior and marketing 

strategy (8th ed.). Singapore: McGraw-Hill. 

Pramita, Ecka. (2017). Industri Kecantikan di Indonesia Alami 

Pertumbuhan Pesat. Majalah Kartini [online]. Tersedia: 

https://majalahkartini.co.id/berita/industri-kecantikan-di-indonesia-alami-

pertumbuhan-pesat/ 

Puntoadi, Danis. (2011). Meningkatkan Penjualan Melalui Social Media. 

Jakarta : ElexGramedia. 

Rajan Varadarajan dan Yadav, Manjit S. 2002. Interactivity in the 

Electronic Marketplace: An Exposition of the Concept and Its Implications for 

Product Migration. Working Paper. Department of Marketing, Texas A&M 

University. 

Rapp, A., Beitelspacher,L., Grewal,D.,Hughes,D.E.  2013. Understanding 

social media effects across seller, retailer, and consumer interactions. 

International Journal of Marketing, 41:547–566 

Rapp, A., Beitelspacher,L., Grewal,D.,Hughes,D.E.  Understanding social 

media effects across seller, retailer, and consumer interactions. International 

Journal of Marketing, 41:547–566 

Reichheld FF, 1996, The Loyalty Effect, Harvard Business School Press, 

Boston, Massachusetts 

Sandjaja, Albertus dan Heriyanto.Metode Penelitian. Jakarta : Prestasi 

Pustaka.2006 

Sari, Diana & Brata Kusuma. (2014). Does Luxury Brand Perception 

Matter In Purchase Intention? Asean Marketing Journal Vol.VI - No. 1, 50-63. 

Schiffman, Leon.G. dan Leslie Lazar Kanuk. (2007). Perilaku Konsumen. 

Edisi Ke-7. Diterjemahkan oleh Zoelkifli Kasip. PT. Indeks, Jakarta. 



77 

 

Sekaran, Uma dan Roger Bougie. 2016. Research Methods for Business. 

Edisi Ketujuh. United Kingdom: John Wiley & Sons 

Shau, H.J., Muniz, A.M.J. and Arnould, A.J. (2009), How brand 

community practices create value, Journal of Marketing, Vol. 73 No. 5, pp. 30-51. 

Silverman, G. (2001). The Power of Word of Mouth. Direct Marketing, 

64(5), 47. 

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

Bandung : Alfabeta, CV 

Swastha, Basu dan  Irawan, 2001, Manajemen Pemasaran Modern, Liberty. 

Yogyakarta. 

Tarigan, H. G. (2015). Berbicara Sebagai Suatu Keterampilan Berbahasa. 

Bandung: Angkasa. 

Thoumrungroje, A. (2014). The Influence of Social Media Intensity and 

EWOM on Conspicuous Consumption. Procedia - Social and Behavioral Sciences, 

148, pp.7-15. 

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & 

Verhoef, P. C. (2010). Customer engagement behavior: Theoretical foundations 

and research directions. Journal of Service Research, 13(3), 253–266. 

Vanbruggen, G.H., Antia, K.D., Jap, S.D., Reinartz, W.J. and Pallas, F. 

(2010), Managing marketing channel multiplicity, Journal of Service Research, 

Vol. 13 No. 3, pp. 331-340. 

Voorveld, H.A.M., G. van Noort, D.G. Muntinga, and F. Bronner. (2018). 

Engagement with social media and social media advertising: The differentiating 

role of platform type. Journal of Advertising. 47, no. 1: 38–54 

Whiting, A., & Williams, D. 2013. Why People Use Social Media: a uses 

and gratification approach. Qualitative Market Research: An International 

Journal, Vol. 16 No.4 

Whyte, William H. Jr. (1954), The Web of Word of Mouth, Fortune, 50 

(November), 140-143. 

Wilcox, K. & Stephen, A. T. (2013). Are close friends the enemy? Online 

social networks, self-esteem, and self-control. Journal of Consumer Research, 

40(1), 90-103. 



78 

 

Wiridjati,Wikan dan Risqiani, Renny. (2018). Fenomena Penggunaan 

Media Sosial Dan Pengaruh Teman Sebaya Pada Generasi Milenial Terhadap 

Keputusan Pembelian. Jurnal Manajemen dan Pemasaran Jasa Vol. 11 No. 2 

September 2018 : 275-290.http://dx.doi.org/10.25105/jmpj.v11i2.2950 

Zap Beauty. (2018). Zap Beuaty Index 2018. Diakses pada 25 januari 2019 

dari https://zapclinic.com/zapbeautyindex . 

 




