DAFTAR PUSTAKA

Abdurrahman, A. P., Mohamad, S., Sibghatullah, A., Keong, O. C., Hieu, V. M., &
Mutira, P. (2022). Role of corporate social and environmental responsibilities
in addressing sustainable development goals: evidence from malaysian
manufacturing firms. International Journal of Energy Economics and Policy,

12(3), 247-256.

Alessandrina, D. (2024). 3 Taktik Somethinc Sukses Mendekati Konsumen Gen Z.
Marketeers.Com.  https://www.marketeers.com/3-taktik-somethinc-sukses-

mendekati-konsumen-gen-z/

Aljarah, A., Sawaftah, D., Ibrahim, B., & Lahuerta-Otero, E. (2024). The
differential impact of user-and firm-generated content on online brand
advocacy: customer engagement and brand familiarity matter. European

Journal of Innovation Management, 27(4), 1160-1181.

Alkautsar, M. D., & Indrawati. (2023). Customer Purchase Decision for Mixue Ice
Cream and Tea: Role of Product, Price, Place and E-WOM. Asian Journal of
Entrepreneurship, 4(4), 1-15.

Annur, C. M. (2024). Perawatan dan Kecantikan, Kategori FMCG Terlaris di E-
commerce RI 2023. Databoks.
https://databoks.katadata.co.id/datapublish/2024/01/1 1/perawatan-dan-
kecantikan-kategori-fmcg-terlaris-di-e-commerce-ri-2023

Ariyanti, M., & Sahal, I. A. (2023). Pengaruh Social Media Marketing Terhadap
Purchase Intention Produk Fashion Shopee. SEIKO: Journal of Management
& Business, 6(1), 104—122.

Ariyanto, A., Bangun, R., Indillah, M. R. M., Trenggana, A. F. M., Sholihah, D. R.,
Ariyanti, M., Widiati, E., Irawan, P., Ratih, S. D., & Ismail, R. S. (2023).

Manajemen Pemasaran.

117



Avey, 1., & Yildiz, S. (2021). A research on hedonic and utilitarian consumption
behavior of young consumers on big discount days. In Handbook of Research
on Applied Al for International Business and Marketing Applications (pp.
559-579). IGI Global.

Basallama, A. D., & Ariyanti, M. (2023). The Influence of Reference Group on
Purchase Decision of Iphone Products With Lifestyle as A Moderating
Variable (Case Study: Iphone Product Users In Indonesia). Jurnal Manajemen
Indonesia, 23(1), 73-82.

Bettiga, D., Bianchi, A. M., Lamberti, L., & Noci, G. (2020). Consumers emotional
responses to functional and hedonic products: a neuroscience research.
Frontiers in Psychology, 11, 559779.

Bondarenko, O., & Yashchenko, M. (2023). Content marketing at trade enterprises.
Herald of Kyiv National University of Trade and Economics, 148(2), 24-38.

Bubphapant, J., & Brandao, A. (2024). Content marketing research: A review and
research agenda. International Journal of Consumer Studies, 48(1), €12984.

Biiyiikdag, N., Soysal, A. N., & Kitapci, O. (2020). The effect of specific discount
pattern in terms of price promotions on perceived price attractiveness and
purchase intention: An experimental research. Journal of Retailing and
Consumer Services, 55, 102112.

Cavalheiro, B. P., Prada, M., Rodrigues, D. L., Garrido, M. V, & Lopes, D. (2022).
With or without emoji? Perceptions about emoji use in different brand-
consumer communication contexts. Human Behavior and FEmerging
Technologies, 2022, 1-8.

Chang, Y.-W., Hsu, P.-Y., Chen, J., Shiau, W.-L., & Xu, N. (2023). Utilitarian
and/or hedonic shopping—consumer motivation to purchase in smart stores.
Industrial Management & Data Systems, 123(3), 821-842.

Charviandi, A., Wijaya, A., Noviany, H., Suhartini, Y., & Abdullah, M. A. F.
(2023). Manajemen Pemasaran (Perspektif Digital Marketing) (Fachrurazi &
I. K. E. Mulyana (Eds.)). Eureka Media Aksara.

Compas. (2022a). 10 Brand Skincare Lokal Terlaris di Online Marketplace.
Compas.Co.Id. https://compas.co.id/article/brand-skincare-lokal-terlaris/

118



Compas. (2022b). Top 5 Brand Skincare Indonesia dan Data Penjualannya.
Compas.Co.Id. https://compas.co.id/article/brand-skincare-indonesia/

Creswell, J. w., & Clark, V. L. P. (2015). Understanding Research A Consumer’s
Guide (Second Edi). Pearson Education.

Danial, J. N., & Hendayani, R. (2022). Pengaruh kualitas layanan terhadap loyalitas
pelanggan restoran Jepang yang beroperasi di Kota Bandung. Fair Value:
Jurnal llmiah Akuntansi Dan Keuangan, 5(3), 1507-1522.

Das, G., Wiener, H. J. D., & Kareklas, 1. (2019). To emoji or not to emoji?
Examining the influence of emoji on consumer reactions to advertising.
Journal of Business Research, 96, 147—156.

Dewi, L. J., & Mahemba, U. S. A. K. (2024). Utilitarian and Hedonic Shopping
Motives and Attitude towards Online Shopping of Generation Z in Indonesia.
llomata International Journal of Management, 5(2), 542—-558.

Dwiputrianti, S., Nugroho, A. B., Islam, V. R., & Kurniawan, I. (2023). Increasing
Consumer Hedonic Shopping Motivation in Encouraging the Purchase of
Local Skincare Products’ Somethinc’. Jurnal Illmiah Manajemen Dan Bisnis
(JIMBI), 4(2), 200-210.

Elgeka, H. W. S., & Tania, A. (2024). Hedonic Shopping Motives of Shopee
Generation Z Concumers towards Impulse Purchases of Skincare Products.
Psikobuletin: Buletin llmiah Psikologi, 5(2), 174—184.

Erlangga, H. (2021). Effect of digital marketing and social media on purchase
intention of Smes food products. Turkish Journal of Computer and
Mathematics Education (TURCOMAT), 12(3), 3672-3678.

Faza, L. A., Agustini, P. M., Maesaroh, S., Purnomo, A. C., & Nabila, E. A. (2022).
Motives for purchase of skin care product users (phenomenology study on
women in dki jakarta). ADI Journal on Recent Innovation, 3(2), 139—152.

Fischer, B. (2023). Leadership Challenges Of Microblogging’s New Competitive
Landscape. Forbes.Com.
https://www.forbes.com/sites/billfischer/2023/07/29/leadership-challenges-
of-microbloggings-new-competitive-landscape/

Fischer, B., & Herbert, C. (2021). Emoji as affective symbols: affective judgments

119



of emoji, emoticons, and human faces varying in emotional content. Frontiers
in Psychology, 12, 645173.

Fonseca, L. M., Domingues, J. P., & Dima, A. M. (2020). Mapping the Sustainable
Development Goals Relationships. MDPI, 12, 3359.
https://doi.org/doi:10.3390/su12083359

Galliot, A.-D., & Tarasova, E. (2023). The Top Emojis of 2023. Meltwater.
https://www.meltwater.com/en/blog/top-emojis-2023

Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Content marketing in e-
commerce platforms in the internet celebrity economy. [Industrial
Management & Data Systems, 120(3), 464—485.

Gesselman, A. N., Ta, V. P., & Garcia, J. R. (2019). Worth a thousand interpersonal
words: Emoji as affective signals for relationship-oriented digital
communication. PloS One, 14(8), €0221297.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). 4 Primer On
Partial Least Squares Structural Model Equation Modelling (PLS-SEM) (2nd
ed.). SAGE Publications.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how
to report the results of PLS-SEM. European Business Review, 31(1), 2-24.

Hamid, M. R. A., Sami, W., & Sidek, M. H. M. (2017). Discriminant Validity
Assessment: Use of Fornell & Larcker criterion versus HTMT Criterion. /[OP
Publishing. https://doi.org/10.1088

Hardani, H., ustiawaty, jumari, Andriani, H., istigomah, ria, Sukmana, D., Fardani,
R., auliya, nur, & Utami, E. (2020). Buku Metode Penelitian Kualitatif &
Kuantitatif.

Hardiansyah, Z. (2022). Arti Emoji Wajah dengan Tiga Hati dan Bermata “Love”,
Apa Bedanya? Kompas.Com.
https://tekno.kompas.com/read/2022/05/12/18150007/arti-emoji-wajah-
dengan-tiga-hati-dan-bermata-love-apa-bedanya-#:~:text=Perbedaan terletak
pada simbol hati,dipakai menggantikan kedua bola mata.

Heidari, A. (2023). Emoji: A Baroque Body in the Theatricality of Online
Interactions. Screen Bodies, 8(2), 27-41.

120



Hermawan, A. N., Rizal, E., & Anwar, R. K. (2023). Motif generasi z menggunakan
akun twitter@ ohmybeautybank sebagai media informasi kecantikan.
Nautical: Jurnal llmiah Multidisiplin Indonesia, 2(1), 52-56.

Herring, S. C., & Dainas, A. R. (2020). Gender and age influences on interpretation
of emoji functions. ACM Transactions on Social Computing, 3(2), 1-26.
Hidayah, R. T., Adriansyah, 1., & Utami, E. M. (2024). The Influence of TikTok
EWOM on Purchase Intentions for The Originote Skincare Products. Asean

International Journal of Business, 3(2), 141-153.

Ho, H.-C., Chiu, C. L., Mansumitrchai, S., & Quarles, B. J. (2020). Hedonic and
utilitarian value as a mediator of men’s intention to purchase cosmetics.
Journal of Global Fashion Marketing, 11(1), 71-89.

Ho, J., Pang, C., & Choy, C. (2020). Content marketing capability building: a
conceptual framework. Journal of Research in Interactive Marketing, 14(1),
133-151.

Huang, X., Kader, M. S., & Kim, S. (2022). Let’s play with emojis! How to make
emojis more effective in social media advertising using promocodes and
temporal orientation. Journal of Research in Interactive Marketing, 16(4),
665—682.

Humaira, F. R. (2022). Pemanfaatan Internet oleh Pelaku Usaha Digital. Databoks.
https://databoks.katadata.co.id/datapublish/2022/07/14/pemanfaatan-internet-
oleh-pelaku-usaha-digital

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi
Teknologi Komunikasi dan Informasi (D. Sumayyah (Ed.); Kesatu). PT Refika
Aditama.

Indrawati, Yones, P. C. P., & Muthaiyah, S. (2022). eWOM via the TikTok
application and its influence on the purchase intention of somethinc products.
Asia Pacific Management Review, 28, 174—184.

Ini, B. H. (2022). 15 Arti Emoji Tangan dan Cara Menggunakannya dalam Aplikasi
Chatting. Kumparan.Com.  https://kumparan.com/berita-hari-ini/15-arti-
emoji-tangan-dan-cara-menggunakannya-dalam-aplikasi-chatting-

ly3HF6emTjy/full

121



Iskamto, D., & Gunawan, R. I. (2023). Impulse Purchase Behaviour on The Shopee
Platform and The Role of Real-Time Commerce Marketing. Jurnal
Manajemen Bisnis, 10(2), 444-461.

Islam, M., Kang, M., & Haile, T. T. (2021). Do hedonic or utilitarian types of online
product reviews make reviews more helpful?: A new approach to
understanding customer review helpfulness on Amazon. Journal of Global
Information Management (JGIM), 29(6), 1-18.

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,
808525.

Kaye, L. K., & Schweiger, C. R. (2023). Are emoji valid indicators of in-the-
moment mood? Computers in Human Behavior, 148, 107916.

Kemp, S. (2024). DIGITAL 2024: INDONESIA.
https://datareportal.com/reports/digital-2024-indonesia

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (Seventeent). Pearson
Education.

Kousi, S., Halkias, G., & Kokkinaki, F. (2023). Hedonic objects and utilitarian
experiences: The overriding influence of hedonism in driving consumer
happiness. Psychology & Marketing, 40(8), 1634—1645.

Lancu, M. (2022). The Most Used Emoji on Twitter. Crossword Solver.
https://crossword-solver.io/the-most-used-emoji-on-twitter/

Laurenzia, B., Goenawan, F., & Yogatama, A. (2021). Tingkat Brand Awareness
Masyarakat Surabaya Terhadap Elemen Brand Somethinc. Jurnal E-
Komunikasi, 9(2).

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
definition, conceptualization, taxonomy, validation, and future agenda.
Journal of the Academy of Marketing Science, 49, 51-70.

Lin, F. (2019). Positive or negative: emoji usage in online social media. 4th
International Conference on Humanities Science, Management and Education

Technology (HSMET 2019), 512-516.

122



Lintang Lestari, A., & Hananto, A. (2023). HOW DO FIRMS USE SOCIAL
MEDIA: TOPIC MODELING OF TWITTER BRAND POSTS OF FOUR
INDONESIAN SKINCARE BRANDS. ASEAN Marketing Journal, 15(2).

Liu, C., Tan, X., Zhou, T., Zhang, W, Liu, J., & Lu, X. (2022). Emoji use in China:
popularity patterns and changes due to COVID-19. Applied Intelligence,
52(14), 16138-16148.

Long, Y. (2024). Advertising Appeal and Emotional Awakening: The Influence of
Rational and Emotional Beauty Advertisements on Consumer Purchase
Intention. International Journal of Social Sciences and Public Administration,
2(3), 301-308.

Lou, C., & Xie, Q. (2021). Something social, something entertaining? How digital
content marketing augments consumer experience and brand loyalty.
International Journal of Advertising, 40(3), 376—402.

Maiberger, T., Schindler, D., & Koschate-Fischer, N. (2024). Let’s face it: When
and how facial emojis increase the persuasiveness of electronic word of mouth.
Journal of the Academy of Marketing Science, 52(1), 119-139.

Mantel, S. P., Montag-Smit, T., Kardes, F. R., & Barchetti, A. (2022). The influence
of positive affect on sensitivity to important omissions. Frontiers in
Psychology, 13,992489.

Mardhatilah, D., & Omar, A. (2023). HOW FGC BUILDING CONSUMER
ENGAGEMENT IN SOCIAL MEDIA: LITERATURE REVIEW.
International Journal of Accounting, 8(46), 299-313.

Mardotillah, A. R., & Ariyanti, M. (2023). PENGARUH ONLINE CONSUMER
REVIEW, SOCIAL MEDIA ADVERTISEMENT, DAN INFLUENCER
ENDORSEMENT TERHADAP ONLINE PURCHASE INTENTION
PRODUK AZARINE DI KOTA BANDUNG. Jurnal Ilmiah Manajemen,
Ekonomi, & Akuntansi (MEA), 7(2), 950-968.
https://journal.stiemb.ac.id/index.php/mea/article/view/3088

Mason, A. N., Narcum, J., & Mason, K. (2021). Social media marketing gains
importance after Covid-19. Cogent Business & Management, 8(1), 1870797.

Maulana, H. (2021). Somethinc, Brand Kecantikan Lokal Berhasil Pimpin Pasar

123



Skincare Indonesia. Kumparan. https://kumparan.com/harris-
maulana/somethinc-brand-kecantikan-lokal-berhasil-pimpin-pasar-skincare-
indonesia-1wmY Sjrq6sD/full

Mazra, E. (2023). Apa Arti Emoji Bunga Matahari? Popmama.Com.
https://www.popmama.com/community/groups/life/random-chat/apa-arti-
emoji-bunga-matahari#:~:text=Bunga matahari dengan kelopaknya yang,cinta
dan juga musim panas.&text=Kelopaknya berwarna kuning cerah.

McClure, C., & Seock, Y.-K. (2020). The role of involvement: Investigating the
effect of brand’s social media pages on consumer purchase intention. Journal
of Retailing and Consumer Services, 53, 101975.

McShane, L., Pancer, E., Poole, M., & Deng, Q. (2021). Emoji, playfulness, and
brand engagement on twitter. Journal of Interactive Marketing, 53(1), 96-110.

Meire, M., Hewett, K., Ballings, M., Kumar, V., & Van den Poel, D. (2019). The
role of marketer-generated content in customer engagement marketing.
Journal of Marketing, 83(6), 21-42.

Mladenovié, D., Kostial, K., Ljepava, N., Castek, O., & Chawla, Y. (2023). Emojis
to conversion on social media. International Journal of Consumer Studies,
47(3), 977-994.

Monita, R. (2024). Omichannel Marketing jadi Kunci Kesuksesan Somethinc di
Industri Kecantikan. Marketeers. https://www.marketeers.com/omnichannel-
marketing-jadi-kunci-kesuksesan-somethinc-di-industri-kecantikan/

Moslehpour, M., Ismail, T., Purba, B., & Wong, W.-K. (2021). What makes GO-
JEK go in Indonesia? The influences of social media marketing activities on
purchase intention. Journal of Theoretical and Applied Electronic Commerce
Research, 17(1), 89—-103.

Naragon-Gainey, K., & Watson, D. (2021). 297Positive Affectivity: The
Disposition to Experience Pleasurable Emotional States. In C. R. Snyder, S. J.
Lopez, L. M. Edwards, & S. C. Marques (Eds.), The Oxford Handbook of
Positive Psychology (p. 0). Oxford University Press.
https://doi.org/10.1093/0xfordhb/9780199396511.013.17

Nilasari, I. (2021). The effect of country of origin and brand credibility on purchase

124



intention of oppo smartphone in Indonesia. Turkish Journal of Computer and
Mathematics Education (TURCOMAT), 12(8), 881-888.

Nistanto, K. R., & Saskia, C. (2023). Linda Yaccarino Ingin Jadikan Twitter
Sumber  Informasi Real Time yang Akurat. Tekno.Kompas.Com.
https://tekno.kompas.com/read/2023/06/14/09410067/linda-yaccarino-ingin-
jadikan-twitter-sumber-informasi-real-time-yang-akurat

Prada, M., Saraiva, M., Cruz, S., Xavier, S., & Rodrigues, D. L. (2022). Using emoji
in response to customer reservation requests and service reviews. Human
Behavior and Emerging Technologies, 2022(1), 1433055.

Pratama, Y., Fachrurazi, Sani, 1., Abdullah, M. A. F., Noviany, H., Narulita, S.,
Hapsara, O., Zulkarnain, I., Fermayani, R., Sembiring, R. S., Abdurohim, &
Islam, D. (2023). Prinsip Dasar Manajemen Pemasaran Analisis dan Strategi
di Era Digital (M. Silalahi (Ed.); Pertama). Eureka Media Aksara.

PT Beaute Haul Indonesia. (2024). Somethinc. = Somethinc.Com.
https://somethinc.com/en

Purba, F. E., & Simanjuntak, P. (2012). Metode Penelitian (Second). Percetakan
SADIA.

Purwanto, A., & Sudargini, Y. (2021). Partial least squares structural squation
modeling (PLS-SEM) analysis for social and management research: a
literature review. Journal of Industrial Engineering & Management Research,
2(4), 114-123.

Qotrunnada, C. B., & Marsasi, E. G. (2023). Social media promotion of local brand
skincare on generation Z’s buying decision. Jurnal Manajemen Bisnis Dan
Keuangan, 4(1), 43-55.

Rani, A. (2022). Altering Landscapes: An Insight into Social Media Influencer
Marketing. Issue 5 Int’l JL Mgmt. & Human., 5, 221.

Ranti, S. (2022). Arti Emoji Wajah dengan Dua Telapak Tangan di Depan.
Kompas.Com. https://tekno.kompas.com/read/2022/05/12/15150067/arti-
emoji-wajah-dengan-dua-telapak-tangan-di-depan-#:~:text=Emoji wajah
dengan tangan terbuka,ekspresi bahagia dengan pelukan hangat.&text=Tidak
hanya pelukan%2C terkadang pengguna,depan ini memiliki berbagai

125



arti.&text=Seperti ekspresi antusias untuk memberikan,dengan perasaan
hangat dan positif.

Rossa, V. (2022). Hasil Riset: Inilah Skincare Lokal yang Paling Laris di
Ecommerce Indonesia. Suara.Com.
https://www.suara.com/lifestyle/2022/05/27/144658/hasil-riset-inilah-
skincare-lokal-yang-paling-laris-di-ecommerce-indonesia

Salavera, C., Uséan, P., & Teruel, P. (2020). The mediating role of positive and
negative affects in the relationship between self-esteem and happiness.
Psychology Research and Behavior Management, 355-361.

Santo, P. E., & Marques, A. M. A. (2022). Determinants of the online purchase
intention: hedonic motivations, prices, information and trust. Baltic Journal of
Management, 17(1), 56-71.

Savitri, C., Hurriyati, R., Wibowo, L., & Hendrayati, H. (2022). The role of social
media marketing and brand image on smartphone purchase intention.
International Journal of Data and Network Science, 6(1), 185-192.

Sekaran, U., & Bougie, R. (2016). Research Method for Business (Seventh). John
Wiley & Sons Ltd.

Shah, R., & Tewari, R. (2021). Mapping emoji usage among youth. Journal of
Creative Communications, 16(1), 113—125.

Sharma, H., & Aggarwal, A. G. (2019). Finding determinants of e-commerce
success: a PLS-SEM approach. Journal of Advances in Management
Research.

Shiota, M. N., Papies, E. K., Preston, S. D., & Sauter, D. A. (2021). Positive affect
and behavior change. Current Opinion in Behavioral Sciences, 39, 222-228.

Siregar, K. R., Rachmawati, 1., Millanyani, H., & Esperanze, M. (2022). Ipma
Analysis of The Students’ Acceptance on The Use of Celoe Learning
Management System (LMS), at Telkom University. Jurnal Sosioteknologi, 21.
https://doi.org/10.5614/sostek.itbj.2022.21.1.7

Sugiyono. (2022). Metode Penelitian Kuantitatif Kualitatif dan R&D (Kedua).
Alfabeta.

Sulistiyarningsih, R. (2023). Terviral di Tahun 2023, Ini Dia 5 Brand Skincare

126



Paling Laris dan Ramai di Sosial Media. Tribunshopping.Com.
https://shopping.tribunnews.com/2023/12/01/terviral-di-tahun-2023-ini-dia-
5-brand-skincare-paling-laris-dan-ramai-di-sosial-media

Suryawan, T. G. A. W. K., Sumerta, I. K., Vatara, I. G. A., & Abdullah, S. (2022).
The Impact of Online Reviews and Ratings toward Shopee’s Customer
Purchase Intention in Gianyar Regency. JBTI: Jurnal Bisnis: Teori Dan
Implementasi, 13(3), 176—192.

Syahputra, E. (2023). Somethinc Cuan 14x Lipat di Shopee 10.10 Brands Festival.
Cncbcindonesia.Com.
https://www.cnbcindonesia.com/tech/20231017194250-37-
481401/somethinc-cuan-14x-lipat-di-shopee-1010-brands-festival

Taylor, G. R. (2005). Integrating Quantitative and Qualitative Methods in Research
(2nd ed.). University Press of America.

Tysara, L. (2023). 50 Arti Emoji yang Sering Digunakan, Lengkap Penjelasannya.
Liputan6.Com.  https://www.liputan6.com/hot/read/5290784/50-arti-emoji-
yang-sering-digunakan-lengkap-penjelasannya?page=6

Tysara, L. (2024). Ketahui Gen Z Years Born dan 6 Generasi Lain, Ini Usianya di
2024. Liputan6.Com. https://www.liputan6.com/hot/read/5510698/ketahui-
gen-z-years-born-dan-6-generasi-lain-ini-usianya-di-2024?page=3

Unicode. (2024). Emoji Counts. https://www.unicode.org/emoji/charts/emoji-
counts.html

Valenzuela-Gélvez, E. S., Garrido-Morgado, A., & Gonzalez-Benito, O. (2023).
Boost your email marketing campaign! Emojis as visual stimuli to influence
customer engagement. Journal of Research in Interactive Marketing, 17(3),
337-352.

Wagner, A., Marusek, S., & Yu, W. (2020). Sarcasm, the smiling poop, and E-
discourse aggressiveness: getting far too emotional with emojis. In Social
Semiotics (Vol. 30, Issue 3, pp. 305-311). Taylor & Francis.

Waluyo, D. (2024). Kinclong Industri Kosmetik Tanah Air. Indonesia.Go.Id.
https://www.indonesia.go.id/kategori/editorial/7984/kinclong-industri-

kosmetik-tanah-air?lang=1

127



Wang, K.-Y., Chih, W.-H., & Honora, A. (2023). How the emoji use in apology
messages influences customers’ responses in online service recoveries: The
moderating role of communication style. International Journal of Information
Management, 69, 102618.

Wang, X., Cheng, M., Li, S., & Jiang, R. (2023). The interaction effect of emoji
and social media content on consumer engagement: A mixed approach on
peer-to-peer accommodation brands. Tourism Management, 96, 104696.

Wijeratne, S., Saggion, H., Kiciman, E., & Sheth, A. P. (2020). Emoji
Understanding and applications in social media: lay of the land and special
issue introduction. In ACM Transactions on Social Computing (Vol. 3, Issue
2, pp. 1-5). ACM New York, NY, USA.

Wintara, D. (2024). Digital Marketing Di Era Revolusi 4.0. Kompasiana.Com.
https://www kompasiana.com/deniwintaral 011/6645¢213147093159f35e¢9b2
/digital-marketing-di-era-revolusi-4-0

Wirza, Y., Hanifah, H., & Hanifah, H. (2020). The difference in emoji usage
between genders. Twelfth Conference on Applied Linguistics (CONAPLIN
2019), 232-236.

Wisnuadi, K. (2024). Faktanya Beda! Survey 2024 Media Sosial di Indonesia. Blog
Dipstrategy. https://dipstrategy.co.id/blog/statistik-media-sosial-berdasarkan-
generasi-di-indonesia/

Yang, Q., Li, H., Lin, Y., Jiang, Y., & Huo, J. (2022). Fostering consumer
engagement with marketer-generated content: the role of content-generating
devices and content features. Internet Research, 32(7), 307-329.

Yang, X., Ma, Y., & Han, J. (2023). Product information the more the better? A
moderated mediation model to explain consumer purchasing intention in
cross-border e-commerce. Asia Pacific Journal of Marketing and Logistics,
35(11), 2601-2620.

Yonatan, A. (2024). Produk Kecantikan Jadi Produk FMCG yang Paling Banyak
Dibeli di E-commerce 2023. Goodstats.Id.
https://data.goodstats.id/statistic/produk-kecantikan-jadi-produk-fmcg-yang-
paling-banyak-dibeli-di-e-commerce-2023-u7UTz

128



Yudiawati, A. T., & Ariyanti, M. (2022). Pengaruh Influencer Terhadap Trust dan
Dampaknya Terhadap Loyalty to the Influencer, Product Attitude, dan
Purchase Intention Pada Garnier Kosmetik. SEIKO: Journal of Management
& Business, 4(3), 1-11.

Zakawali, G. (2024). Arti Emoji WA. Orami.Co.Id.

https://www.orami.co.id/magazine/arti-emoji-wa

129



