
77 
 

 
 

REFERENCES 

About Us | FOCALLURE. (7 October 2024). FOCALLURE. 

https://focallure.com/pages/about-us 

Ahmed, B., Zada, S., Zhang, L., Sidiki, S. N., Contreras-Barraza, N., Vega-Muñoz, A., 

& Salazar-Sepúlveda, G. (2022). The Influence of Customer Experience and Customer 

Engagement on Behavioral Intentions: Does Competitive Choices Matters? Frontiers 

in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.864841 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. Human 

Behavior and Emerging Technologies, 2(4), 314–324. 

https://doi.org/10.1002/hbe2.195 

Aryani, Y. (2020). The Influence of Brand Image, Product Quality, and Price on 

Purchase Intention. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3642536 

Alita, D., Putra, A. D., & Darwis, D. (2021). Analysis of classic assumption test and 

multiple linear regression coefficient test for employee structural office 

recommendation. IJCCS (Indonesian Journal of Computing and Cybernetics Systems), 

15(3), 295–306. 

Al-Kassab, M. M., & Majeed, A. H. (2022). The Use Of Two-Sample T-Test In The 

Real Data. Advances and Applications in Statistics, 81, 13–22. 

https://doi.org/10.17654/0972361722071 



78 
 

 
 

Ao, L., Bansal, R., Pruthi, N., & Khaskheli, M. B. (2023). Influence of Social Media 

Influencers on Customer Engagement and Purchase Intention: A Meta-Analysis. 

Sustainability, 15(3), 2744. https://doi.org/10.3390/su15032744 

Apriliani, R. (2024, April 15). 10 Brand Kecantikan Terlaris Jelang Lebaran 2024, 

Produk Lokal Banyak Jadi Favorit! Beauty. https://www.beautynesia.id/beauty/10-

brand-kecantikan-terlaris-jelang-lebaran-2024-produk-lokal-banyak-jadi-favorit/b-

288464/2 

APJII. (2024, February). APJII Jumlah Pengguna Internet Indonesia Tembus 221 Juta 

Orang. Asosiasi penyelenggara Jasa internet Indonesia. 

https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-

juta-orang  

Aufa, A. A., & Marsasi, E. G. (2023). The Influence Of Perceived Risk And Loyalty 

On Purchase Intention Of Fashion Products Based On The Theory Of Perceived Risk. 

Jurnal Ekonomi Akuntansi Dan Manajemen, 22(1), 67–84. 

https://doi.org/10.19184/jeam.v22i1.37468 

Bagus, O. :, Putra, J., Siantoro, G., Rachman, A., & Tuasikal, S. (2021). The Analysis 

Of Online Pjok Learning Against Student Interests, Activities And Learning Outcomes 

During The Pandemic Period Coronavirus Disease (Covid-19) At Smpn 27 Gresik. 

259–265 



79 
 

 
 

Bahtar, A., Muda, M., & Razak, N. (2020). The Influence of Customer Engagement on 

Emotion, Purchase Intention, and Positive User-generated Content (UGC) Spread on 

Instagram. Journal of Entrepreneurship and Business, 8(1). 

https://doi.org/10.17687/jeb.0801.010 

Bazdaric, K., Sverko, D., Salaric, I., Martinovic, A., & Lucijanic, M. (2021). The ABC 

of linear regression analysis: What every author and editor should know. European 

Science Editing, 47. https://doi.org/10.3897/ese.2021.e63780 

Bidari, L. N., 1, & Kurniawan, I. (2023). The influence of brand ambassador and brand 

image on skincare products on purchase interest. In Instiute of Computer Science 

(IOCS), Enrichment: Journal of Management (Vol. 13, Issue 2) [Journal-article]. 

https://www.enrichment.iocspublisher.org 

Bilro, R. G., & Loureiro, S. M. C. (2020). A consumer engagement systematic review: 

synthesis and research agenda. Spanish Journal of Marketing - ESIC, 24(3), 283–307. 

https://doi.org/10.1108/sjme-01-2020-0021 

Blegur, P., & Cokki, C. (2023). Maybelline Purchase Intention: The Interplay Of 

Influencer Marketing, Brand Image, And Electronic Word Of Mouth. International 

Journal of Application on Economics and Business, 1(4), 2559–2568. 

https://doi.org/10.24912/ijaeb.v1i4.2559-2568 



80 
 

 
 

Bu Y, Parkinson J, Thaichon P (2022) Influencer marketing: Homophily, customer 

value co-creation behavior and purchase intention. J Retail Consum Serv 66:102904. 

https://doi.org/10.1016/j.jretconser.2021.102904 

Chen, N., & Yang, Y. (2023). The Role of Influencers in Live Streaming E-Commerce: 

Influencer Trust, Attachment, and Consumer Purchase Intention. Journal of 

Theoretical and Applied Electronic Commerce Research, 18(3), 1601–1618. 

https://doi.org/10.3390/jtaer18030081 

Chicco, D., Warrens, M. J., & Jurman, G. (2021). The coefficient of determination R-

squared is more informative than SMAPE, MAE, MAPE, MSE and RMSE in 

regression analysis evaluation. PeerJ Computer Science, 7, e623. 

https://doi.org/10.7717/peerj-cs.623 

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram: The 

power of persuasion via the parasocial relationship. Journal of Business Research, 158, 

113708. https://doi.org/10.1016/j.jbusres.2023.113708 

Ferdinand, M., & Ciptono, W. S. (2022). Indonesia’s Cosmetics Industry 

Attractiveness, Competitiveness and Critical Success Factor Analysis. Jurnal 

Manajemen Teori Dan Terapan | Journal of Theory and Applied Management, 15(2), 

209–223. https://doi.org/10.20473/jmtt.v15i2.37451 

Fulk, G. (2023). Descriptive Statistics, An Important First Step. Journal of Neurologic 

Physical Therapy, 47(2), 63. https://doi.org/10.1097/npt.0000000000000434 



81 
 

 
 

Hadi, M. Z., & Keni, K. (2022). The Influence of Brand Image, Brand Awareness, and 

Brand Trust on Purchase Intention for Environmentally Friendly Beauty Products. In 

Journal of Business Management and Entrepreneurship (Vol. 6, Issue 3, p. 254). 

https://doi.org/10.24912/jmbk.v6i3.18649 

Hatem, G., Zeidan, J., Goossens, M., & Moreira, C. (2022). Normality Testing Methods 

And The Importance Of Skewness And Kurtosis In Statistical Analysis. Bau Journal - 

Science and Technology, 3(2). https://doi.org/10.54729/ktpe9512 

Heding, T., Knudtzen, C. F., & Bjerre, M. (2020). Brand Management. In Routledge 

eBooks. https://doi.org/10.4324/9780367172596 

H. Herawati (2020), “Pengaruh Iklan Media Sosial Instagram dan Celebrity Endorser 

(Selebgram) Terhadap Minat Beli,” J. Manag. Pemasar., vol. 53, no. 9, pp. 1689–1699,  

https://doi.org/10.58812/wsis.v1i09.243 

Isyanto, P., Sapitri, R. G., & Sinaga, O. (2020). Micro Influencers Marketing and Brand 

Image to Purchase Intention of Cosmetic Products Focallure. Systematic Reviews in 

Pharmacy, 11(1), 601–605. https://doi.org/10.5530/srp.2020.1.75 

Jamil, S., Shah, F., Khan, S., & Imran, I. (2023). The influence of potential outcome on 

entrepreneurs' decisions to participate in Crowdfunding in Pakistan (Karachi). 

International journal of social science & entrepreneurship, 3(1), 1324. DOI: 

https://doi.org/10.58661/ijsse.v3i1.56 



82 
 

 
 

Jasim, M., & Hailan, M. (2021, May). Causal Comparative Research. Retrieved 

December 7, 2024, from 

https://www.researchgate.net/publication/352748969_Causal_Comparative_Research 

Jia, X., Alvi, A. K., Nadeem, M. A., Akhtar, N., & Zaman, H. M. F. (2022). Influence 

of Perceived Influence, Virtual Interactivity on Consumer Purchase Intentions Through 

the Path of Brand Image and Brand Expected Value. Frontiers in Psychology, 13(July), 

1–13. https://doi.org/10.3389/fpsyg.2022.947916 

Jiang, Y., Khan, M. I., Zaman, S. I., & Iqbal, A. (2021). in development and Trade  in  

Services: Perspective from Emerging  Markets of  Asia, South and Central  America, 

and Africa. International Journal of Finance & Economics, 26, 3306- 3320. 

Kaihatu, T. S. (2020). Purchase Intention Of Fashion Product As An Impact Of Digital 

Marketing, Mediated By Customer Engagement In The Generation Z. Jurnal 

Manajemen Pemasaran, 14(2), 61–66. https://doi.org/10.9744/pemasaran.14.2.61-66 

Kalita Putri, M., Mustikasari Elita, Rd. F., & Trulline, P. (2024). Pengaruh kredibilitas 

social media influencer Generasi Z terhadap minat Beli Kebaya Pada followers tiktok 

@raniaayamin. TUTURAN: Jurnal Ilmu Komunikasi, Sosial Dan Humaniora, 2(2), 

125–133. https://doi.org/10.47861/tuturan.v2i2.925  

Kim DY, Kim HY (2021) Trust me, Trust Me not: a nuanced view of influencer 

marketing on social media. J Bus Res 134:223–232. 

https://doi.org/10.1016/j.jbusres.2021.05.024 



83 
 

 
 

Khan, I., Hollebeek, L.D., Fatma, M., Islam, J.U. and Rahman, Z. (2020), "Brand 

engagement and experience in online services", Journal of Services Marketing, Vol. 34 

No. 2, pp. 163-175. https://doi.org/10.1108/JSM-03-2020-0106 

Khan, S., Anwar, A., & Qabool, S. (2023). Evaluating the impact of ewom adoption on 

consumer purchasing intentions. International journal of social science & 

entrepreneurship, 3(1), 62384. 

https://ijsse.salmaedusociety.com/index.php/ijsse/article/view/71 

Kristinawati, A., & Keni, K. (2021). The Influence of Brand Image, Perceived Quality, 

and eWOM on Car Purchase Intention in Jakarta. Journal of Business Management and 

Entrepreneurship , 5 (5), 524. https://doi.org/10.24912/jmbk.v5i5.13305 

Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase 

Intention in Influencing Purchase Decision: A Study of E-commerce Customer in 

Greater Jakarta. BISNIS & BIROKRASI Jurnal Ilmu Administrasi Dan Organisasi, 

28(1). https://doi.org/10.20476/jbb.v28i1.1290 

Kouam, A. W. F. (2024). Crafting a Strong Research Design: A Step-by-Step Journey 

in Academic Writing. International Journal of Scientific Research and Management 

(IJSRM), 12(03), 3238–3245. https://doi.org/10.18535/ijsrm/v12i03.el01 

Latifah, U., Sumantri, F., & Accounting Information System, Faculty Of Information 

Technology, Bina Sarana Informatika University Jakarta, Indonesia. (2020). The 

https://www.emerald.com/insight/search?q=Imran%20Khan
https://www.emerald.com/insight/search?q=Linda%20D.%20Hollebeek
https://www.emerald.com/insight/search?q=Mobin%20Fatma
https://www.emerald.com/insight/search?q=Jamid%20Ul%20Islam
https://www.emerald.com/insight/search?q=Zillur%20Rahman
https://www.emerald.com/insight/publication/issn/0887-6045


84 
 

 
 

Influence of BCA, BRI and Bank Mandiri Performance on The Indonesia Composite 

Index. In Jurnal Ekonomi Pembangunan: Vol. Vol. 18 (Issue No. 01, pp. 39–50). 

Lestari, R. P., & Yuniarinto, A. (2024). Pengaruh Social Media Influencer Terhadap 

Purchase Intention Dengan Brand Awareness Sebagai Variabel Mediasi. 3(1), 116–

127. https://doi.org/10.21776/jmppk.2024.03.1.12 

Lenaini, ika. (2021). HISTORIS : Jurnal Kajian, Penelitian & Pengembangan 

Pendidikan Sejarah. Teknik Pengambilan Sampel Purposive Dan Snowball Sampling. 

https://journal.ummat.ac.id/index.php/historis/article/download/4075/pdf 

Lim, S., & Kesumahati, E. (2022). The Influence of Social Media Marketing, 

Influencer Marketing, and Consumer Engagement on Purchase Intention in Local 

Cosmetic Products. In Enrichment: Journal of Management (Vol. 12, Issue 5, pp. 

4043–4051). Institute of Computer Science (IOCS). 

https://www.enrichment.iocspublisher.org 

Lim, W. M., & Rasul, T. (2022). Customer engagement and social media: Revisiting 

the past to inform the future. Journal of Business Research, 148, 325–

342.https://doi.org/10.1016/j.jbusres.2022.04.068 

Lim, W. M., Rasul, T., Kumar, S., & Ala, M. (2022). Past, present, and future of 

customer engagement. Journal of Business Research, 140, 439–458. 

https://doi.org/10.1016/j.jbusres.2021.11.014 



85 
 

 
 

Mabkhot, H., Isa, N. M., & Mabkhot, A. (2022). The Influence of the Credibility of 

Social Media Influencers SMIs on the Consumers’ Purchase Intentions: Evidence from 

Saudi Arabia. Sustainability, 14(19), 12323. https://doi.org/10.3390/su141912323 

Martínez-López, F. J., Anaya-Sánchez, R., Esteban-Millat, I., Torrez-Meruvia, H., 

DAlessandro, S., & Miles, M. (2020). Influencer marketing: brand control, commercial 

orientation, and post credibility. Journal of marketing management, 36(17318), 18053 

1831. https://doi.org/10.1080/0267257X.2020.1806906 

Mubarik, M. S., Kazmi, S. H. A., & Zaman, S. I. (2021). Application of gray 

DEMATELANP in green-strategic sourcing. Technology in Society, 64, 101524. 

https://doi.org/10.1016/j.techsoc.2020.101524 

Ofem, B. I., & Mchi, A. A. (2023). Variable Conceptualisation and Measurement in 

Environmental Research. Variable Conceptualisation and Measurement in 

Environmental Research, 2(1), 2–11. https://doi.org/10.21467/ijm.2.1.5991 

Prabowo, H., Sari, R. K., & Bangapadang, S. (2020). The Influence of Social Network 

Marketing on University Students’ Purchase Intention and How It Is Influenced of 

Consumer Engagement. IJNMT (International Journal of New Media Technology), 

6(2), 87–91. https://doi.org/10.31937/ijnmt.v6i2.1243 

Pramesti, E. A., & Rubiyanti, R. N. (2023). The Influence of Social Media Influencer 

on Purchase Intention with Brand Image and Customer Engagement as Intervening 



86 
 

 
 

Variables. Journal of International Conference Proceedings, 211–221. 

https://doi.org/10.32535/jicp.v6i2.2384 

RASDRathnayake, N., & Lakshika, N. V. (2023). Influence Of Social Media 

Influencers’ Credibility on The Purchase Intention: Reference to The Beauty Industry. 

Asian Journal of Marketing Management, 2(01). 

https://doi.org/10.31357/ajmm.v2i01.6254 

Rainer, P. (2024, January 30). Makin Lama Masyarakat Indonesia Lebih Memilih 

Makeup Yang Simpel. GoodStats. https://goodstats.id/article/jakpat-makin-lama-

masyarakat-ri-lebih-memilih-makeup-yang-simpel-QAeW9 

Royo-Vela, M., & Sánchez, M. P. (2022). Downward price-based luxury brand line 

extension: Influences on premium luxury buyer’s perception and consequences on 

buying intention and brand loyalty. European Research on Management and Business 

Economics, 28(3). https://doi.org/10.1016/j.iedeen.2022.100198 

Saprullah, Juanda Firzal, M. Win Afgani, Muhammad Isnaini, & Universitas Islam 

Negeri Raden Fatah Palembang. (2023). Data Analysis Technique: Hypothesis Testing 

in the Field of Education. In INNOVATIVE: Journal of Social Science Research (Vol. 

3, Issue 6, pp. 1282–1289) [Journal-article]. https://j-

innovative.org/index.php/Innovative 



87 
 

 
 

Shukla, S. (2020). Concept Of Population And Sample. Researchgate. 

Https://Www.Researchgate.Net/Publication/346426707_Concept_Of_Population_An

d_Sample 

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. 

https://doi.org/10.1016/j.jretconser.2020.01.011 

Sugiarta, R. D., Arofiati, F., & Rosa, E. M. (2023). Validity and Reliability of Research 

Instruments on the Influence of Motivation on Nurse Performance in Moderation with 

Nurse Credentials. JMMR (Jurnal Medicoeticolegal Dan Manajemen Rumah Sakit), 

12(1). https://doi.org/10.18196/jmmr.v12i1.6 

Sukwika, T. (2023). Menentukan Populasi dan Sampling. In Metode Penelitian (pp. 

159–173) [Book-chapter]. Pt. Mifandi Mandiri Digital. 

Tanzaretha, C., & Rodhiah, R. (2021). Experience Quality, Customer Brand 

Engagement, Brand Performance and Brand Loyalty to Purchase Intention. 

https://doi.org/10.33258/birci.v5i1.3841 

Taherdoost, H. (2021). Data Collection Methods and Tools for Research; A Step-by-

Step Guide to Choose Data Collection Technique for Academic and Business Research 

Projects. International Journal of Academic Research in Management, 10–38. 

https://www.researchgate.net/publication/359596426 



88 
 

 
 

Tranmer, M., Murphy, J., Elliot, M., & Pampaka, M. (2020). Multiple Linear 

Regression (2nd Edition). https://hummedia.manchester.ac.uk/institutes/cmist/archive-

publications/working-papers/2020/multiple-linear-regression.pdf 

Wiedmann, K., & Von Mettenheim, W. (2020). Attractiveness, trustworthiness, and 

expertise – social influencers’ winning formula? Journal of Product & Brand 

Management, 30(5), 707–725. https://doi.org/10.1108/jpbm-06-2020-2442 

Wijanna, G. J. P., & Ariadi, G. (2023). Experience in Intention to Buy: Engagement as 

a Mediation in Retail Skincare Product. Ekuitas: Jurnal Pendidikan Ekonomi, Vol. 11, 

No. 1, 2023 Pp. 1-9, 11(1). 

file:///C:/Users/User/Downloads/1_57741_Patricia+Wijanna_1-9.pdf

  


	REFERENCES

