DAFTAR PUSTAKA

Abdillah, W., & Jogiyanto. (2015). In Partial Least Square (PLS) Alternatif Structural
Equation Modeling (SEM) dalam Penelitian Bisnis. ANDI.

Alfanur, F., & Kadono, Y. (2022). The effects of hender and age on factors that influence
purchase intentions and behaviours of e-commerce consumers in Indonesia.
International Journal of Innovation and Learning, 31(4), 474-505.
https://doi.org/10.1504/1J1L.2022.123178

Agnia, S., & R. Oktini, D. (2023). Pengaruh Influencer Marketing, Online Customer
Review dan Online Customer Rating Terhadap Minat Beli Konsumen Produk
Skincare Merek Somethinc. Jurnal Riset Manajemen Dan Bisnis, 3(1), 41-46.
https://doi.org/10.29313/jrmb.v3i1.2041

Agnia, S., & R. Oktini, D. (2023). Pengaruh Influencer Marketing, Online Customer
Review dan Online Customer Rating Terhadap Minat Beli Konsumen Produk
Skincare Merek Somethinc. Jurnal Riset Manajemen Dan Bisnis, 3(1), 41-46.
https://doi.org/10.29313/jrmb.v3i1.2041

Al-Mu’ani, L., Alrwashdeh, M., Ali, H., & Al-Assaf, K. T. (2023). The Effect Of Social
Media Influencers On Purchase Intention: Examining The Mediating Role Of Brand
Attitude. International Journal of Data and Network Science, 7(3), 1217-1226.
https://doi.org/10.5267/j.ijdns.2023.5.003

Aprianingsih, A., Setiawan, M., Bowden Affandy, F., Immanuel, B. C., & Fachira, I.
(2020). Factors Affecting Celebrity Endorsement on Purchase Intention Through
Instagram Fashion Online Shop: An Indonesian Perspective. International Journal
of Marketing, Communication and New Media, 8(15).

Apriyana, N., & Yuliana, L. (2023). Analisis Owner Product Endorsment Dan Endorser
Congruence Terhadap Purchase Intention. Jurnal Orientasi Bisnis Dan
Entrepreneurship (JOBS), 3(2), 117-130. https://doi.org/10.33476/JOBS.V312.2926

Arti Restanti, F. (n.d.). Pengaruh Celebrity Endorser dan Electronic Word of Mouth
Terhadap Minat Beli dan Dampaknya terhadap Keputusan Pembelian (Survei pada
Konsumen Zoya Fashion dan Hijab) [Skripsi]. Universitas Brawijaya.

Arti Restanti, F. (n.d.). Pengaruh Celebrity Endorser dan Electronic Word of Mouth
Terhadap Minat Beli dan Dampaknya terhadap Keputusan Pembelian (Survei pada
Konsumen Zoya Fashion dan Hijab) [Skripsi]. Universitas Brawijaya.

Assauri, S. (2021). Manajemen Pemasaran (Dasar, Konsep & Strategi). Depok: PT Raja
Grafindo Persada.

Backaler, J. (2018). Digital Influence: Unleash the Power of Influencer Marketing to
Accelerate Your Global Business. Palgrave Macmillan.

Badan Pusat Statistik (BPS) Provinsi Jawa Barat. (2022). Profil Kota Cirebon. Bandung.
Badan Pusat Statistik (BPS).

113


https://doi.org/10.1504/IJIL.2022.123178

Briliana, V., & Ritonga, J. S. (2016). Pengaruh Perceived Price, Brand Equity, Brand
Loyalty, Perceived Price Deal, dan Product Involvement Terhadap Purchase
Intention Mobil Toyota Grand New Avanza. Jurnal Wira Ekonomi Mikroskil, 6(1),
23-34. https://doi.org/10.55601/JWEM.V611.257

CNN Indonesia. (2021). Indonesia Masuk 10 Besar Kuliner Kuliner Terpopuler di
Instagram. [online]. https://www.cnnindonesia.com/gaya-hidup/20210226151858-

262-611371/indonesia-masuk-10-besar-kuliner-terpopuler-di-instagram [5
November 2023].

Daisy, V., & Purwianti, L. (2023). Pengaruh Source Credibility, Source Attractiveness,
E-Wom Terhadap Loyalty To Influencer Dan Purchase Intention Dengan Trust
Sebagai Mediasi. JWM (JURNAL WAWASAN MANAJEMEN) , 11(1), 60-72.
https://doi.org/10.20527/JWM.V1111.230

Damayanti, D., & Dian Wahyudi, H. (2022). Pengaruh Celebrity Endorser Terhadap
Purchase Intention: Peran Mediasi Brand Credibility Dan Brand Attitude. JURNAL
NUSANTARA APLIKASI MANAJEMEN BISNIS, 7(2), 285-296.
https://doi.org/10.29407/NUSAMBA.V712.17710

Dinh, T. C. T., & Lee, Y. (2024). COBRAs and Virality: Viral Campaign Values on
Consumer Behaviour. Humanities and Social Sciences Communications, 11(1).
https://doi.org/10.1057/s41599-024-02819-7

Endang Trihastuti, A. (2020). Manajemen Pemasaran Plus ++. Penerbit Deepublish.

Evans, N. J., Phua, J.,, Lim, J., & Jun, H. (2017). Disclosing Instagram Influencer
Advertising: The Effects of Disclosure Language on Advertising 114 Recognition,
Attitudes, and Behavioral Intent. Journal of Interactive Advertising, 17(2), 138-149.
https://10.1080/15252019.2017.1366885

Farida, N., Purwitasari, E., & Taufik, 1. (2021). Pengaruh Kredibilitas Influencer
Terhadap Minat Beli Subscribers pada Channel Youtube Otomotif Ridwan Hanif.
www.trendingtopp.com

Farida, N., Purwitasari, E., & Taufik, I. (2021). Pengaruh Kredibilitas Influencer Terhadap
Minat Beli Subscribers pada Channel Youtube Otomotif Ridwan Hanif.
www.trendingtopp.com

Fill, C., & Turnbull, S. (2016). Marketing Communications: Discovery, creation and
conversations. (7th ed.). Pearson.

Garjito, D. (2020, Agustus 22). Pengertian Influencer, Jenis-Jenis Influencer yang Belum
Banyak Diketahui. Suara.com.
https://www.suara.com/news/2020/08/22/142445/pengertian-influencerjenis-jenis-
influencer-yang-belum-banyak-diketahui?page=all.

Ghozali, 1. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS 23. Badan
Penerbit Universitas Diponegoro.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial
Least Squares Structural Equation Modeling (PLS-SEM). SAGE Publications.

114


https://doi.org/10.55601/JWEM.V6I1.257
https://www.cnnindonesia.com/gaya-hidup/20210226151858-262-611371/indonesia-masuk-10-besar-kuliner-terpopuler-di-instagram%20%5b5
https://www.cnnindonesia.com/gaya-hidup/20210226151858-262-611371/indonesia-masuk-10-besar-kuliner-terpopuler-di-instagram%20%5b5
http://www.trendingtopp.com/
https://www.suara.com/news/2020/08/22/142445/pengertian-influencerjenis-jenis-influencer-yang-belum-banyak-diketahui?page=all
https://www.suara.com/news/2020/08/22/142445/pengertian-influencerjenis-jenis-influencer-yang-belum-banyak-diketahui?page=all

Herjanto, H., Adiwijaya, M., Wijaya, E., & Semuel, H. (2020). The Effect of Celebrity
Endorsement on Instagram Fashion Purchase Intention: The Evidence from
Indonesia. Organizations and Markets in Emerging Economies, 11(1), 203-221.
https://doi.org/10.15388/omee.2020.11.31

Hermawan, H. (2015). Analisis Pengaruh Bauran Pemasaran Terhadap Keputusan,
Kepuasan dan Loyalitas Konsumen Dalam Pembelian Roti Ceria di Jember. Jurnal
Manajemen dan Bisnis Indonesia, 3(2), 1-15. DOI: https://10.17509/jaset.v3i2.8918.

Indrasari, M. (2019). Pemasaran & Kepuasan Pelanggan (1st ed.). Utomo Press.

Indrawati. (2015).Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi
Komunikasi dan Informasi, Bandung : Aditama.

Indrawati., Raman, M., Wai, C. K., Ariyanti, M., Mansur, D. M., Marhaeni, G. A. M. M.,
tohir, L. M., Gaffar, M. R., Has, M. N., & Yuliansyah, S. (2017). Perilaku Konsumen
Individu dalam Mengadopsi Layanan Berbasis Teknologi Informasi dan
Komunikasi. Refika Aditama.

Jiménez-Castillo, D., & Sénchez-Fernandez, R. (2019). The Role of Digital Influencers
in Brand Recommendation: Examining Their Impact on Engagement, Expected
Value and Purchase Intention. International Journal of Information Management,
49, 366-376. https://doi.org/10.1016/j.ijinfomgt.2019.07.009

Juliana, J., Pramezwary, A., Djakasaputra, A., & Aprianti Tarigan, S. (2022). Dasar-dasar
Pemasaran (Moh. Nasarudin, Ed.). NEM.

Keller, K. L., Parameswaran, A. M. G., & Jacab, I. (2015). Strategic Brand Management:
Building, Measuring, and Managing Brand Equity. Pearson Education

Kharisma, F., & Kurniawati, M. (2021). Pengaruh Attitude Homophily, Social
Attractiveness, Self-Disclosure, Endorser Credibility, dan Parasocial Interaction
terhadap  Purchase Intention. Jurnal Illmu  Manajemen, 9(1), 10.
https://doi.org/10.26740/JIM.VON1.P10-18

Kingsnorth, S. (2016). Digital Marketing Strategy — An Integrated Approach to Online
Marketing. Kogan Page.

Komalasari, F., & Liliani, K. (2021). The Effectiveness of Celebrity Endorsement in
Instagram for Local Food Brand on Indonesia’s Customers Attitude Towards Brand
and Purchase Intention. Proceedings of the 1st Paris Van Java International Seminar
on Health, Economics,Social Science and Humanities (PVJ-ISHESSH 2020).

Kotler, P., & Armstrong, G. (2014). Principles of Marketing (15th ed.). Pearson
Education.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.
Kristiyono, Y.R., Pratama, T., & Siahaan, J. (2023). The sensational impact of Youtube

advertising on purchase intentions based on boosting e-commerce sales in
Jabodetabek. Jurnal Manajemen dan Pemasaran Jasa, 13(1), 79-96

115


https://doi.org/10.15388/omee.2020.11.31
https://doi.org/10.1016/j.ijinfomgt.2019.07.009

Kurniawan, A. W., & Puspitaningtyas, Z. (2016). Metode Penelitian Kuantitatif. Pandiva
Buku.

Kurniawan, A. W., & Puspitaningtyas, Z. (2016). Metode Penelitian Kuantitatif. Pandiva
Buku.

Lee, J. E., & Watkins, B. (2016). YouTube Vloggers’ Influence on Consumer Luxury
Brand Perceptions and Intentions. Journal of Business Research, 69(12), 5753-5760.
https://doi.org/10.1016/j.jbusres.2016.04.171

Lidya Delimah Pasaribu, V., Karyanto, B., Ahdiyat, M., Muhammad Athalrik, F.,
Jefriyanto, J., Andni, R., Ganika, G., Nanda, Z., Ranggana Putra, A., & Zulfikar
Darussalam, A. (2021). Pemasaran Kontemporer (A. Masruroh, Ed.; 1st ed.).
Windina Bhakti Persada Bandung.

Lim, X. J., Radzol, A. R. M., Cheah, J. H., & Wong, M. W. (2017). The Impact of Social
Media Influencers on Purchase Intention and the Mediation Effect of Customer
Attitude.  Asian  Journal  of  Business  Research, 7(2), 19-36.
https://doi.org/10.14707/ajbr.170035.

Liu, X., & Zheng, X. (2024). The Persuasive Power of Social Media Influencers In Brand
Credibility And Purchase Intention. Humanities and Social Sciences
Communications, 11(1). https://doi.org/10.1057/s41599-023-02512-1

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

Malikhah, F. N., & Susanti, D. N. (2021). Pengaruh Expertise, Attractiveness,
Trustworthiness, dan Review Quality Terhadap Purchase Intention Produk
Kosmetik. Jurnal llmiah Mahasiswa Manajemen, Bisnis Dan Akuntansi (JIMMBA),
3(4), 698-708. https://doi.org/10.32639/JIMMBA.V314.897

Nurhayati, N., & Prastyani, D. (2023). Korean Entertainment: Pengaruh Penggemar
Korean Entertainment Terhadap Purchase Intention dan Visit Intention.
COMSERVA : Jurnal Penelitian Dan Pengabdian Masyarakat, 3(08), 3175-3188.
https://doi.org/10.59141/COMSERVA.V3108.1108

Pambudi, B. S., Hartini, S., & Kusumasondjaja, S. (2023). Pengaruh Perceived
Trustworthiness Of EWOM, Percieved Value Dan Customer Engagement Terhadap
Purchase Intention. Equilibrium: Jurnal Ekonomi-Manajemen-Akuntansi, 18(1).
https://doi.org/10.30742/EQUILIBRIUM.V1812.2641

Perreault, W. D., Cannon, J. P., & McCarthy, E. J. (2012). Essentials of Marketing - A
Marketing Strategy Planning Approach (13th ed.). McGraw-Hill/lrwin.

Prasetio, A. R. (2022) The role of Instagram social media marketing activities and brand

equity towards airlines customer response. International Journal of Data and
Network Science, 6(4), 1195-1200. https://doi.org/10.5267/j.ijdns.2022.6.014

116


https://doi.org/10.1080/15252019.2018.1533501

Quesenberry, K. A. (2019). Social Media Strategy: Marketing, Advertising, and Public
Relations in the Consumer Revolution (2nd ed.). Rowman & Littlefield.

Restanti, F. A., Kusumawati, A., & Devita, L. D. R. (2019). Pengaruh Celebrity Endorser
dan Electronic Word of Mouth Terhadap Minat Beli dan Dampaknya Terhadap
Keputusan Pembelian (Survei Pada Konsumen Zoya Fashion dan Hijab). Jurnal
Administrasi Bisnis, 68(1).

Riani, G. N., & Gayatri, G. (2023). Turning fans into lovers: Content strategy for brand’s
social media pages to build stronger relationship. Jurnal Manajemen dan Pemasaran
Jasa, 16(1), 63-78. https://doi.org/10.25105/jmpj.v161.15729

Riduwan. & Kuncoro, E. A. (2017). Cara Menggunakan dan Memaknai Path Analysis
(Analisis Jalur). Alfabeta.

Sandi Prasetio, M., Bagas Alkausar, D., & Hardjanti, A. (2023). Pengaruh Influencer
Terhadap Minat Beli. Journal on Education, 05(03), 7903-7912.

Sandi Prasetio, M., Bagas Alkausar, D., & Hardjanti, A. (2023). Pengaruh Influencer
Terhadap Minat Beli. Journal on Education, 05(03), 7903-7912.

Sekaran, Uma., & Bougie, R. (2016). Research Methods for Business: A Skill-Building
Approach (7th Ed). United Kingdom: Wiley

Sekaran, Uma., & Bougie, R. (2016). Research Methods for Business: A Skill-Building
Approach (7th Ed). United Kingdom: Wiley

Selang, C. A. D. (2013). Bauran Pemasaran (Marketing Mix) Pengaruhnya Terhadap
Loyalitas Konsumen Pada Fresh Mart Bahu Mall Manado. Jurnal EMBA, 71(3), 71—
80. https://10.35794/emba.v1i3.1374.

Selestio, R., Tae Ferdinand, A., & Made Sukresna, 1. (2016). Meningkatkan Keputusan
Pembelian Melalui Strategi Promosi Penjualan, Brand Positioning, dan Perceived
Quality yang Dipengaruhi oleh Celebrity Endorser dan Inovasi Produk (Studi pada
Konsumen Gatsby Skin Tonic Cooling Face Wash Coverage A/P Semarang). Jurnal
Sains Pemasaran Indonesia, 15(3).

Selestio, R., Tae Ferdinand, A., & Made Sukresna, I. (2016). Meningkatkan Keputusan
Pembelian Melalui Strategi Promosi Penjualan, Brand Positioning, dan Perceived
Quiality yang Dipengaruhi oleh Celebrity Endorser dan Inovasi Produk (Studi pada
Konsumen Gatsby Skin Tonic Cooling Face Wash Coverage A/P Semarang). Jurnal
Sains Pemasaran Indonesia, 15(3).

Shan, Y., Chen, K. J., & Lin, J. S. (2020). When Social Media Influencers Endorse
Brands: The Effects of Self-Influencer Congruence, Parasocial Identification, and
Perceived Endorser Motive. International Journal of Advertising, 39(5), 590-610.
https://doi.org/10.1080/02650487.2019.1678322

Silaban, P. H., Hutabarat, L, Silalahi, A. D. K., & Octoyuda, E.(2022). Does destination
on social media affect visit intention? Empirical study on Instagram. Jurnal

Manajemen dan Pemasaran Jasa, 15(2), 147-160.

117


https://doi.org/10.1080/02650487.2019.1678322

Siyoto, S., & Sodik, M. (2015). Dasar Metodologi Penelitian. Yogyakarta: Literasi Media
Publishing.

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should
| buy? How credibility and parasocial interaction influence purchase intentions.
Journal of Retailing and Consumer Services, 53.
https://doi.org/10.1016/j.jretconser.2019.01.011

Stevani, N., & Junaidi, A. (2021). Pengaruh Influencer Terhadap Minat Beli Produk
Fashion Wanita pada Instagram. Prologia, 5(1), 198-203.

Stevani, N., & Junaidi, A. (2021). Pengaruh Influencer Terhadap Minat Beli Produk
Fashion Wanita pada Instagram. Prologia, 5(1), 198-203.

Sugiyono. (2015). Metodologi Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Sujarweni. (2019). Metodologi Penelitian Bisnis dan Ekonomi. Yogyakarta: Pustaka Baru
Press.

Tim Penyusun Arsip Nasional Republik Indonesia (ANRI). (2021). Naskah Sumber Arsip
Rempah Nusantara Abad 17-18. Jakarta. Arsip Nasional Republik Indonesia
(ANRI).

Trianasari, N., Fitriani, N., & Rachmawati, I. (2023). The Influence of Social Media
Marketing and Influencer Endorsement Through Brand Image and Trust, and Their
Impact on the Purchase Intention of the MS Glow Brand Through the Tiktok
Application. International Journal of Professional Business Review, 8(10), e03793-
e03793. https://doi.org/10.26668/businessreview/2023.v8i10.3793

Waty, E., Anggraeni, A. F., Apriani, A., lbrahim, H., Sari, A., Manafe, H. A., Juniarto,
G., Nursanti, T. D., & Hadiyat, Y. (2023). Metodologi Penelitian Bisnis. PT.
Sonpedia Publishing Indonesia.

Wood, N. T., & Muifioz, C. K. (2017). #Share: How to Mobilize Social Word of Mouth
(SWOM). Business Expert Press.

Yamin, S. (2021). SMARTPLS 3.0, AMOS & Stata: Olah Data Statistik (Mudah &
Praktis). Dewangga Energi Internasional Publishing

118


https://doi.org/10.26668/businessreview/2023.v8i10.3793

