REFERENCES

Afina, A., & Widarmanti, T. (2022). Pengaruh Social Media Marketing Instagram
Terhadap Keputusan Pembelian Ulang Produk Scarlett Whitening. ETNIK:
Jurnal Ekonomi Dan Teknik, 1(9). https://doi.org/10.54543/etnik.v1i9.108

Ahuvia, A. (2008). If money doesn’t make us happy, why do we act as if it does?
Journal of Economic Psychology, 29(4).
https://doi.org/10.1016/j.joep.2007.11.005

Andronie, M., Lazaroiu, G., Stefanescu, R., lonescu, L., & Cocosatu, M. (2021).
Neuromanagement decision-making and cognitive algorithmic processes in
the technological adoption of mobile commerce apps. Oeconomia
Copernicana, 12(4). https://doi.org/10.24136/0¢.2021.034

Arti Sukma Lengkawati, T. Q. S. et al. (2021). Pengaruh Influencer Marketing
Terhadap Keputusan Pembelian (Studi Pada Elzatta Hijab Garut).
Prismakom, 18 (1).

Aryudi, Y. (2021). Analisis Pengaruh Perceived Value, Promosi Penjualan dan
Influencer Marketing terhadap Minat Pembelian. Jurnal limiah Mahasiswa
FEB Universitas Brawijaya, 3(April).

Bhattacherjee, A., & Sanford, C. (2006). “Influence processes for information
technology acceptance: an elaboration likelihood model”, MIS Quarterly, .

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic
word-of-mouth: The adoption of online opinions in online customer
communities. Internet Research, 18(3).
https://doi.org/10.1108/10662240810883290

Ciocarlan, A., Masthoff, J., & Oren, N. (2018). Kindness is contagious: Study into
exploring engagement and adapting persuasive games for wellbeing. UMAP
2018 - Proceedings of the 26th Conference on User Modeling, Adaptation
and Personalization. https://doi.org/10.1145/3209219.3209233

compas. (2022). 10 Brand Skincare Lokal Terlaris di Online Marketplace.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson,
J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M.
M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., &

83



Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International Journal of
Information Management, 59.
https://doi.org/10.1016/j.ijinfomgt.2020.102168

Ellitan, L., Harvina, L. G. D., & Lukito, R. S. H. (2022). The Effect of Social
Media Marketing on Brand Image, Brand Trust, and Purchase Intention of
Somethinc Skincare Products in Surabaya. Journal of Entrepreneurship &
Business, 3(2), 104-114. https://doi.org/10.24123/jeb.v3i2.4801

Erdinger, N. K. (2019). Can Acts of Kindness influence positive relations?

Erwin, E., Saununu, S. J., & Rukmana, A. Y. (2023). The Influence of Social
Media Influencers on Generation Z Consumer Behavior in Indonesia. West
Science Interdisciplinary Studies, 1(10), 1028-1038.
https://doi.org/10.58812/wsis.v1i10.317

Frost, J. (2023). Goodness of Fit: Definition & Tests. .

Ge, J., & Gretzel, U. (2018). Emoji rhetoric: a social media influencer
perspective. Journal of Marketing Management, 34(15-16).
https://doi.org/10.1080/0267257X.2018.1483960

Grewal, D., Herhausen, D., Ludwig, S., & Villarroel Ordenes, F. (2022). The
Future of Digital Communication Research: Considering Dynamics and
Multimodality. Journal of Retailing, 98(2).
https://doi.org/10.1016/j.jretai.2021.01.007

Grzeskowiak, S., & Sirgy, M. J. (2007). Consumer Well-Being (CWB): The
Effects of Self-Image Congruence, Brand-Community Belongingness, Brand
Loyalty, and Consumption Recency. Applied Research in Quality of Life,
2(4). https://doi.org/10.1007/s11482-008-9043-9

Hariyanti, N. T., & Wirapraja, A. (2018). Pengaruh Influencer Marketing Sebagai
Strategi Pemasaran Digital Era Moderen (Sebuah Studi Literatur). Jurnal
Eksekutif, 15(1).

Huta, V., & Ryan, R. M. (2010). Pursuing Pleasure or Virtue: The Differential and
Overlapping Well-Being Benefits of Hedonic and Eudaimonic Motives.
Journal of Happiness Studies, 11(6). https://doi.org/10.1007/s10902-009-

84



9171-4

Indrawati, 1., Camilien, F. A., & Pillai, S. K. B. (2023). Measurement of Variables
to Predict Purchase Decisions Toward Halal Product: Study at Inglot.
https://doi.org/10.2991/978-94-6463-292-7_17

indrawati, khoirunnisa, A., Ahmad, F., Brilliany, K., & Hazimah, Z. (2023).
KOMUNIKASI PEMASARAN DIGITAL: KONSEP, STRATEGI, KASUS,
DAN PENELITIAN (M. P. DR.H.Khaerudin kurniawan, Ed.).

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

Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the TikTok
application and its influence on the purchase intention of somethinc products.
Asia Pacific Management Review, 28(2), 174-184.
https://doi.org/10.1016/j.apmrv.2022.07.007

Indrawati, Raman, M., & Ariyanti, M. (2017). Perilaku Konsumen Individu :
dalam Mengadopsi Layanan Berbasis Teknologi Informasi & Komunikasi.
Refika Aditama.

Influencer Marketing Hub. (2022). The State of Influencer Marketing 2021:
Benchmark Report. The State of Influencer Marketing 2021: Benchmark
Report

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U, Gillani, S. H. M., & Awan, F.
H. (2022). Role of Social Media Marketing Activities in Influencing
Customer Intentions: A Perspective of a New Emerging Era. Frontiers in
Psychology, 12. https://doi.org/10.3389/fpsyg.2021.808525

Jamil, R. A., & Qayyum, A. (2022). Word of mouse vs word of influencer? An
experimental investigation into the consumers’ preferred source of online
information. Management Research Review, 45(2).
https://doi.org/10.1108/MRR-03-2021-0184

Jamil, R. A, Qayyum, U., ul Hassan, S. R., & Khan, T. I. (2023). Impact of social
media influencers on consumers’ well-being and purchase intention:

a TikTok perspective. European Journal of Management and Business
Economics. https://doi.org/10.1108/EJMBE-08-2022-0270

85



Jang, K., Park, N., & Song, H. (2016). Social comparison on Facebook: Its
antecedents and psychological outcomes. Computers in Human Behavior, 62.
https://doi.org/10.1016/j.chb.2016.03.082

Jasielska, D. (2020). The moderating role of kindness on the relation between
trust and happiness. Current Psychology, 39(6).
https://doi.org/10.1007/s12144-018-9886-7

Jin, J., Mercer, S., Babic, S., & Mairitsch, A. (2021). “You just appreciate every
little kindness’: Chinese language teachers’ wellbeing in the UK. System, 96.
https://doi.org/10.1016/j.system.2020.102400

Johns, R. (n.d.). Consumer well-being research: integrating social marketing and
service research. 2020.

Keyzer, F., Buzeta, C., & Lope, A. (2024). The role of well-being in consumer’s
responses to personalized advertising on social media.

Kim, H. Y., & Lee, Y. (2020). The Effect of Online Customization on
Consumers’ Happiness and Purchase Intention and the Mediating Roles of
Autonomy, Competence, and Pride of Authorship. International Journal of
Human-Computer Interaction, 36(5).
https://doi.org/10.1080/10447318.2019.1658375

Kim, M., & Kim, J. (2020). How does a celebrity make fans happy? Interaction
between celebrities and fans in the social media context. Computers in
Human Behavior, 111. https://doi.org/10.1016/j.chb.2020.106419

Koay, K. Y., Cheung, M. L., Soh, P. C. H., & Teoh, C. W. (2022). Social media
influencer marketing: the moderating role of materialism. European Business
Review, 34(2). https://doi.org/10.1108/EBR-02-2021-0032

Kotler, P., & Armstrong, G. (2017). Principles of Marketing, 17th Global Edition
(17th ed.). Pearson.

Krings, W., Palmer, R., & Inversini, A. (2021). Industrial marketing management
digital media optimization for B2B marketing. Industrial Marketing
Management, 93, 174-186. https://doi.org/10.1016/j.indmarman.2021.01.002

Lee, D. J., & Sirgy, M. J. (2004). Quality-of-Life (QOL) Marketing: Proposed
Antecedents and Consequences. Journal of Macromarketing, 24(1).

86



https://doi.org/10.1177/0276146704263922

Leong, L. Y., Hew, T. S, Ooi, K. B., & Lin, B. (2019). Do Electronic Word-of-
Mouth and Elaboration Likelihood Model Influence Hotel Booking? Journal
of Computer Information Systems, 59(2).
https://doi.org/10.1080/08874417.2017.1320953

Leung, F. F,, Gu, F. F., & Palmatier, R. W. (2022). Online influencer marketing.
Journal of the Academy of Marketing Science, 50(2).
https://doi.org/10.1007/s11747-021-00829-4

Liu, R. (2017). A reappraisal of marketing definition and theory. Journal of
Eastern European and Central Asian Research, 4(2).
https://doi.org/10.15549/jeecar.v4i2.170

Muhamad, N. (2023). Proporsi Tipe Influencer Yang Memengaruhi Perempuan
Dalam Memilih Produk dan Layanan Kecantikan. Databoks.

Mundel, J., Yang, J., & Anan, wan. (2022). Influencer Marketing and Consumer
Well-Being: A Multi-Faceted Look at Unintended Effects.

Musova, Z., Musa, H., Drugdova, J., Lazaroiu, G., & Alayasa, J. (2021).
Consumer attitudes towards new circular models in the fashion industry.
Journal of Competitiveness, 13(3). https://doi.org/10.7441/joc.2021.03.07

Nica, E. , Sabie, O.-M. , Mascu, S., & Lut,an, A. G. (2022). Artificial Intelligence
Decision-Making in Shopping Patterns: Consumer Values, Cognition, and
Attitudes. Economics, Management, and Financial Markets, 17(1).
https://doi.org/10.22381/emfm17120222

Nugroho, S. D. P., Rahayu, M., & Hapsari, R. D. V. (2022). The impacts of social
media influencer’s credibility attributes on gen Z purchase intention with
brand image as mediation. International Journal of Research in Business and
Social Science (2147- 4478), 11(5), 18-32.
https://doi.org/10.20525/ijrbs.v11i5.1893

Nurhayati, H. (2023). Leading influencers for endorsing fashion and beauty
products in Indonesia as of October 2023.
Www.Statista.Com/Statistics/1454615/Indonesia-Leading-Influencers-for-

Fashion-and-Beauty-Endorsements/.

87



Ostic, D., Qalati, S. A., Barbosa, B., Shah, S. M. M., Galvan Vela, E., Herzallah,
A. M., & Liu, F. (2021). Effects of Social Media Use on Psychological Well-
Being: A Mediated Model. Frontiers in Psychology, 12.
https://doi.org/10.3389/fpsyg.2021.678766

Paramita, ratna, Rizal, noviansyah, & Sutisyan, R. (2021).

Metode Penelitian Kuantitatif. (3rd ed.). WIDYA GAMA PRESS.

Peterson, M. (2003). Handbook of Quality-Of-Life Research: An Ethical
Marketing Perspective. Journal of Macromarketing, 23(1).

Pozharliev, R., Rossi, D., & De Angelis, M. (2022). Consumers’ self-reported and
brain responses to advertising post on Instagram: the effect of number of
followers and argument quality. European Journal of Marketing, 56(3).
https://doi.org/10.1108/EIJM-09-2020-0719

Salam, K. N., Singkeruang, A. W. T. F., Husni, M. F., Baharuddin, B., & A.R, D.
P. (2024). Gen-Z Marketing Strategies: Understanding Consumer
Preferences and Building Sustainable Relationships. Golden Ratio of
Mapping Idea and Literature Format, 4(1), 53-77.
https://doi.org/10.52970/grmilf.v4i1.351

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer
endorsements in advertising: the role of identification, credibility, and
Product-Endorser fit. International Journal of Advertising, 39(2).
https://doi.org/10.1080/02650487.2019.1634898

SekaranU., & Bougie, R. (2016). Research methods for business: A skill building
approach John Wiley & Sons. (Vol. 7th).

Shankar, V., Grewal, D., Sunder, S., Fossen, B., Peters, K., & Agarwal, A. (2022).
Digital marketing communication in global marketplaces: A review of extant
research, future directions, and potential approaches. International Journal of
Research in Marketing, 39(2). https://doi.org/10.1016/j.ijresmar.2021.09.005

Sirgy, M. J. (2021). Macromarketing Metrics of Consumer Well-Being: An
Update. Journal of Macromarketing, 41(1).
https://doi.org/10.1177/0276146720968096

somethinc.com. (2023). Somethinc, Homepage. www.somethinc.com

88



Sonmez, F. (2024). Fostering Consumer Well-Being (1).

Su, L., Pan, L., Wen, J., & Phau, I. (2023). Effects of tourism experiences on
tourists’ subjective well-being through recollection and storytelling. Journal
of Vacation Marketing, 29(4). https://doi.org/10.1177/13567667221101414

Sussman, S. W., & Siegal, W. S. (2003). Informational influence in organizations:
An integrated approach to knowledge adoption. Information Systems
Research, 14(1). https://doi.org/10.1287/isre.14.1.47.14767

the global statistic. (2024). Indonesia Social Media Statistics 2024 | Most Popular
Platforms. Www.Theglobalstatistics.Com/Indonesia-Social-Media-
Statistics/.

Tziner, A., & Persoff, M. (2024). The interplay between ethics, justice, corporate
social responsibility, and performance management sustainability. In
Frontiers in Psychology (Vol. 15).
https://doi.org/10.3389/fpsyg.2024.1323910

Utami, H. M., & Sugiat, M. A. (2023). Pengaruh Social Media Marketing
Activities terhadap Purchase Intention Dengan Brand Image , Brand
Awareness , Brand Equity Sebagai Variabel Intervening Pada Produk
Skincare Avoskin. SEIKO : Journal of Management & Business, 6(1).

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media
influencer marketing: A systematic review, integrative framework and future
research agenda. International Journal of Consumer Studies, 45(4).
https://doi.org/10.1111/ijcs.12647

Widi, S. (2023). Tiktok jadi medsos utama Gen Z untuk cari informasi pada 2022.

Wijayanti, T. (2021). Wawasan Kebangsaan: Marketing, Politik Identitas,
Personal Branding.

Winarno, K. O., & Indrawati, I. (2022). IMPACT OF SOCIAL MEDIA
MARKETING AND ELECTRONIC WORD OF MOUTH (E-WOM) ON
PURCHASE INTENTION. Jurnal Aplikasi Manajemen, 20(3).
https://doi.org/10.21776/ub.jam.2022.020.03.15

Ya, A. (2022). Tasya Update Rate.

Yuan, S., & Lou, C. (2020). How Social Media Influencers Foster Relationships

89



with Followers: The Roles of Source Credibility and Fairness in Parasocial
Relationship and Product Interest. Journal of Interactive Advertising.
https://doi.org/10.1080/15252019.2020.1769514

Zhu, D. H., Chang, Y. P., & Luo, J. J. (2016). Understanding the influence of C2C
communication on purchase decision in online communities from a
perspective of information adoption model. Telematics and Informatics,
33(1). https://doi.org/10.1016/j.tele.2015.06.001

Zikmund, W., Babin, B., & Carr, J. C. (2013). Business Research Methods (9th
ed.).

90



