DAFTAR PUSTAKA

Abdulaziz, T. A., Mohamed Omar, A. M. E., Farrag, M. M., & Elwardany, W. M.
(2024). The attitudes Homophily between Influencers and customers and the
intention to use the brand in social media marketing within the Tourism and

Hospitality Industry: the role of trust. The International Journal of Tourism and
Hospitality Studies, 6(2), 153—171.

Alma, B. (2021). Manajemen pemasaran dan pemasaran jasa. Bandung: Alfabeta.

Amelia, M., & Carvalho, M. (2023). Influencing the follower behaviour: the role of
Homophily and perceived usefulness, credibility and enjoyability of travel
content. Journal of Hospitality and Tourism Insights, 7(2), 1091-1110.

Assauri, S. (2022). Manajemen pemasaran: Dasar, konsep, dan strategi. Jakarta: PT
Rajagrafindo Persada.

Astarini, D., & Sumardi, A. (2021). Drivers Dan Outcomes Dari Credibility Dan
Parasocial Interaction Terhadap Purchase Intention. Media Riset Bisnis &
Manajemen, 21(2), 131-148.

Bu, Y., Parkinson, J., & Thaichon, P. (2022). Influencer marketing: Homophily,
customer value co-creation behaviour and Purchase intention. Journal of
Retailing and Consumer Services, 66, 102904.

Chu, S., & Chen, H. (2019). Impact of consumers’ corporate social responsibility-
related activities in social media on brand attitude, electronic word-of-mouth
intention, and Purchase intention: A study of Chinese consumer behaviour.
Journal of Consumer Behaviour, 18(6), 453—462.

Chu, S.-C., & Chen, H.-T. (2019). Impact of Consumers’ Corporate Social
Responsibility-Related Activities in Social Media on Brand Attitude,
Electronic Word-of-Mouth Intention, and Purchase intention: A Study of
Chinese Consumer Behaviour. Journal of Consumer Behaviour, 18(6), 453—
462. https://doi.org/https://doi.org/10.1002/cb.1784

Delpechitre, D., Beeler-Connelly, L. L., & Chaker, N. N. (2018). Customer value co-
creation behaviour: A dyadic exploration of the influence of salesperson
emotional intelligence on customer participation and citizenship behaviour.
Journal of Business Research, 92, 9-24.

Duffett, R. G., & Maraule, M. (2024). Customer engagement and intention to purchase
attitudes of generation Z consumers toward emojis in digital marketing
communications. Young Consumers, ahead-of-print.

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to
corporate social responsibility (CSR): The role of CSR communication.

International ~ Journal of Management Reviews, 12(1), 8-19.
https://doi.org/10.1111/j.1468-2370.2009.00276.x

Emirulhaq, B. S. (2024). Analisis Anteseden Sikap Individu Pada User-Generated
Content (Ugc) Di Tiktok Dan Pengaruhnya Terhadap Purchase intention
Produk Skincare. Universitas Brawijaya.

Evi, T., & Rachbini, W. (2022). Partial Least Squares (Teori Dan Praktek). Sukoharjo:
86



Tahta Media Group.

Febriyanto, M. I., & Finatariani, E. (2021). Pengaruh Capital Intensity, Dan Sales
Growth Terhadap Tax Avoidance. Sakuntala Prosiding Sarjana Akuntansi

Tugas Akhir Secara Berkala, 1(1), 684-700.

Fitri, F. A., & Millanyani, H. (2023). The effect of personal factors and situational
factors on impulse buying on Tiket.com users in Indonesia. Asian Management
and Business Review, 3(2), 210-226.
https://doi.org/10.20885/ambr.vol3.iss2.art8

Frasquet-Deltoro, M., Martinez-Ruiz, M. P., & Molla-Descals, A. (2019). Antecedents
of customer participation and value co-creation in virtual communities. Journal
of Business Research, 101, 574-582.

Goi, C. L., Ngu, I. Y., & Chieng, F. Y. L. (2024). Navigating the digital landscape:
social media’s influence on luxury brand equity and Purchase intention.
Journal of Science and Technology Policy Management.

Guzel, M., Sezen, B., & Alniacik, U. (2021). Drivers and consequences of customer
participation into value co-creation: a field experiment. Journal of Product &
Brand Management, 30(7), 1047-1061.

Hartawidjaja, G. F. (2022). Pengaruh Trustwothiness Seorang Influencer, Customer
Citizenship Behaviour, Customer Participation Behaviour , dan Expected
Brand Value, terhadap Purchase intention dalam High Involvement Product.

Indrawati, 1., Ramantoko, G., Widarmanti, T., Aziz, I. A., & Khan, F. U. (2022).
Utilitarian, hedonic, and self-esteem motives in online shopping. Spanish
Journal of Marketing - ESIC, 26(2), 231-246. https://doi.org/10.1108/SIME-
06-2021-0113

Irwansyah, & Al., E. (2021). Perilaku Konsumen. In Paper Knowledge. Toward a.
Media History of Documents.

Jurietti, C., Mandelli, A., & Fabbri, M. (2017). Augmenting customer experience
through digital co-creation: Evidence from Italian fashion retail. Journal of
Fashion Marketing and Management, 21(1), 51-67.

Kamu, A., Li, M., Zhang, T., & Chen, Y. (2021). Perceived homophily and customer
engagement in social media advertising. Journal of Interactive Advertising,
21(2), 85-99.

Khalifa, G. S. A., Elshaer, A. M., Hussain, K., & Elnagar, A. K. (2024). What drives
customers’ participation behaviour? Unveiling the drivers of affective
satisfaction and its impacts in the restaurant industry. Journal of Hospitality
and Tourism Insights.

Kharisma, F., & Kurniawati, M. (2021). Pengaruh Attitude Homophily, Social
Attractiveness, Self-Disclosure, Endorser Credibility, dan Parasocial

Interaction terhadap Purchase Intention. Jurnal Ilmu Manajemen, 9(1), 10.
https://doi.org/10.26740/jim.vOn1.p10-18

Kotler, P., & Keller, K. L. (2019). Manajemen Pemasaran Edisi ke. Tigabelas.
Erlangga, Jakarta.

87



Ladhari, R., Massa, E., & Skandrani, H. (2020). YouTube vloggers’ popularity and
influence: The roles of Homophily, emotional attachment, and expertise.

Journal  of  Retailing and  Consumer  Services, 54, 102027.
https://doi.org/https://doi.org/10.1016/].jretconser.2019.102027

Lee, Y., & Kim, J. (2022). The impacts of CEO leadership behaviours on employees’
affective commitment and scouting behaviour: the mediating role of

symmetrical internal communication. Leadership &  Organization
Development Journal, 43(2), 261-278.

Lichayati, H. (2021). Pengaruh Physical Attractiveness, Attitude Homophily, Social
Attractiveness, Terhadap Para Social Interaction, Dan Purchase Intention:
Studi Pada Kosmetik You. Repository. Unusa.Ac.1d.

Magdy, A., & Hassan, H. G. (2024). Deciphering consumer behaviours in the
innovative hospitality settings. Consumer Behaviour in Tourism and

Hospitality, 19(4), 617-632.

Mainolfi, G., & Vergura, D. T. (2022). The influence of fashion blogger credibility,
engagement and Homophily on intentions to buy and e-WOM. Journal of

Fashion Marketing and Management: An International Journal, 26(3), 473—
494,

Ningrum, D. O., & Ruspitasari, W. D. (2022). Beauty Influencer: Homophily
Relationship, Product Quality Beauty Product And Purchasing Decision.

International Journal of Science, Technology & Management, 3(3), 641-646.
https://doi.org/10.46729/ijstm.v3i3.501

Payne, A. F., Storbacka, K., & Frow, P. (2008). Managing the co-creation of value.
Journal of the Academy of Marketing Science, 36(1), 83-96.
https://doi.org/10.1007/s11747-007-0070-0

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creating unique value with customers.
Strategy & Leadership, 32(3), 4-9. https://doi.org/10.1108/10878570410699249

Prentice, C., Wang, X., & Loureiro, S. M. C. (2019). The influence of brand experience
and service quality on customer engagement. Journal of Retailing and

Consumer Services, 50, 50-59.
https://doi.org/https://doi.org/10.1016/].jretconser.2019.04.020

Putri, K. P. (2023). Pengaruh Kredibilitas, Homophily dan Keterikatan Akun pada Niat
beli dan Getok Tular Daring (Studi Pada Pemengaruh Fesyen di Tiktok).
Etd Repository.Ugm.Ac.1d.

R. M., Gaber, A. O., & Huang, H. J. (2021). Kidney Transplant Recipients Rarely

Rachbini, D. J. (2023). The Impact of Traditional Marketing and Marketing Mix on
Traditional Lepet Food. Indonesian Journal of Business Analytics, 3(5), 1717—
1728.

Rohmah, A. M. (2020). Pengaruh rotasi kerja terhadap kinerja karyawan dimediasi
oleh kepuasan kerja pada Kantor Pengawasan dan Pelayanan Bea dan Cukai
Tipe Madya Cukai Malang.

Rosita, F. A. (2024). Pengaruh Attitude Homophily, Trustworthiness, dan
Attractiveness Influencer terhadap Keputusan Pembelian pada dr. Richard Lee

88



dengan Credibility sebagai Variabel Intervening. Repository.Unej.

Sari, D. P. P. (2023). Pengaruh Phyisical Attractiveness Dan Attitude Homophily
Influencer Terhadap Purchase intention Produk Kecantikan Di Youtube
Dengan Credibility Sebagai Variabel Mediasi Pada Beauty Influencer Arianti
Jiglycious. Eprints.Ums.Ac.1d.

Shehzala, J. A. K., Vemireddy, V., & Angeli, F. (2024). Social media “stars” vs “the
ordinary” me: [Influencer marketing and the role of self-discrepancies,
perceived Homophily, authenticity, self-acceptance and mindfulness. European
Journal of Marketing, 58(2), 590-631.

Show an Early Antibody Response Following the First COVID-19 Vaccine
Administration. Transplantation, 105(7), E72-E73.
https://doi.org/10.1097/TP.0000000000003764

Siregar, A. 1., Paul, J., & Pasaribu, K. (2024). systematic literature review: the
relationship of e-word of mouth with purchase decision. Jurnal Manajemen
Dan Bisnis, 13(1), 13-23.

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.

Stephanie, G. Y., Knight, R. J., Graviss, E. A., Moore, L. W., Nguyen, D. T., Ghobrial,

Sugiyono. (2020). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung :
Alfabeta.

Sugiyono. (2021). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung :
Alfabeta.

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

Sukwika, T., & Fransisca, L. (2021). The policy model for sustainable community
forest: A factor analysis. Indonesian Journal of Forestry Research, 8(2), 135—
157.

Tarigan, T. A. (2023). Pengaruh Perceived Homophily dan Kredibilitas Akun TikTok
@Mmivia Melalui Perspektif Attitude Towards User-Generated Content
(UGC) terhadap Minat Beli Produk Fashion Lokal. Fakultas Ilmu Sosial Dan

Ilmu Politik Universitas Indonesia.

Teng, H.-Y., & Tsai, C.-H. (2020). Can tour leader likability enhance tourist value co-
creation behaviours? The role of attachment. Journal of Hospitality and
Tourism Management, 45, 285-294.

Tjiptono, F., & Diana, A. (2002). Pemasaran. Yogyakarta: Andi.

Trianasari, N., Fitriani, N., & Rachmawati, 1. (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:
Int. J. Prof. Bus. Rev., 8(10), 16.

Understanding human-/ike virtual Influencer credibility and the role of textual social

&9



cues. Journal of Research in Interactive Marketing.

Universitas Bina Nusantara. (2021). Memahami Uji Outer Model (Pengukuran Bagian
Luar) Dalam Smart Pls. BINUS Higher Education.

Wang, Y., Lu, Z., Cao, P., Chu, J.,, Wang, H., & Wattenhofer, R. (2022). How live
streaming changes shopping decisions in E-commerce: A study of live

streaming commerce. Computer Supported Cooperative Work (CSCW), 31(4),
701-729.

Wardhana, A. K., Fadly, R., Utomo, K. P., & Lestiowati, R. (2024). Understanding
Choices: Product Reviews And Customer Services As Determinants Of Online
Purchase Decisions. EKOMBIS REVIEW: Jurnal llmiah Ekonomi Dan Bisnis,
12(2), 2129-2140.

Wijoyo, H. (2021). Sistem informasi Manajemen. Ojs.Stmikdharmapalariau.Ac.1d.
Yoo, J. W., Park, J., & Park, H. (2024). How can I trust you if you’re
fake?

Zhang, K. Z. K., Chen, C., Gong, X., Lee, M. K. O., & Wang, Y.-Y. (2021). Preventing
relapse to information technology addiction through weakening reinforcement:
A self-regulation perspective. Information & Management, 58(5), 103485.

Zhang, K. Z. K., Xu, H., Zhao, S., & Yu, Y. (2018). Online reviews and impulse

buying behaviour: the role of browsing and impulsiveness. Internet Research,
28(3), 522-543.

90



