
82 
 

 

 

DAFTAR PUSTAKA 

 

Abidin, C., Hansen, K., Hogsnes, M., Newlands, G., Nielsen, M. L., Nielsen, L. Y., 

& Sihvonen, T. (2020). A review of formal and informal regulations in the 

Nordic influencer industry. Nordic Journal of Media Studies, 2(1), 71-83. 

 

Belch, George E & Michael A. Belch, (2003). Advertising and Promotion: An 

Integrated Marketing Communication Perspective, Internasional Edition, 

McGraw Hill, New York. 

 

Cresentia, A., & Nainggolan, R. (2022). Pengaruh Kredibilitas dan Trustworthiness 

Beauty Influencer di Instagram terhadap Keputusan Pembelian Produk 

Kosmetik Wardah. 

 

DH, A. F., & Nuralam, I. P. (2018). Pengaruh Celebrity Endorser Pada Media Sosial 

Instagram Terhadap Keputusan Pembelian (Survei Online pada Konsumen 

Produk Erigo Jakarta melalui Instagram). Jurnal Administrasi Bisnis (JAB)| 

Vol, 62(1). 

 

Fitrianti, Y. E., Pinandito, A., & Maghfiroh, I. S. E. (2022). Analisis Pengaruh 

Atribut Influencer pada Platform Tiktok Terhadap Keputusan Pembelian. 

Jurnal Pengembangan Teknologi Informasi dan Ilmu Komputer, 6(12), 

5915-5920. 

 

Ghozali, Imam (2009). Aplikasi Analisis Multivariete dengan Program SPSS. 

Semarang: Undip. 

 

Ghozali, Imam. 2013. Aplikasi Analisis Multivariete, Edisi tujuh (7). Semarang: 

Undip. 

 

Gupta, R., Kishor, N., & Verma, D. (2017). Construction and validation of a five- 

dimensional celebrity endorsement scale: introducing the pater model. British 

journal of marketing studies, 5(4), 15-35. 

 

Hamouda, M. (2018). Understanding social media advertising effect on consumers’ 

responses: An empirical investigation of tourism advertising on Facebook. 

Journal of Enterprise Information Management, 31(3), 426-445. 

 

Hoque, A., Clarke, A., & Huang, L. (2016). Lack of stakeholder influence on 

pollution prevention: A developing country perspective. Organization & 

Environment, 29(3), 367-385. 



83 
 

 

 

Janssen, L., Schouten, A. P., & Croes, E. A. (2022). Influencer advertising on 

Instagram: product-influencer fit and number of followers affect advertising 

outcomes and influencer evaluations via credibility and identification. 

International journal of advertising, 41(1), 101-127. 

 

Jin, S. A. A., & Phua, J. (2014). Following celebrities’ tweets about brands: The 

impact of twitter-based electronic word-of-mouth on consumers’ source 

credibility perception, buying intention, and social identification with 

celebrities. Journal of advertising, 43(2), 181-195. 

 

Kotler, Philip, Amstrong Gary. 2013. Prinsip-Prinsip Pemasaran, Edisi Dua belas 

(12). Penerbit Erlangga. 

 

Kotler, Philip, Keller, Kevin Lane. 2016. Manajemen Pemasaran, Edisi Lima belas 

(15). USA: Pearson. 

 

Kotler, Philip, Keller, Kevin Lane. 2008. Manajemen Pemasaran Edisi 12 Jilid 

2 (12). Jakarta: Indeks. 

 

Kotler, Philip. 2002. Manajemen Pemasaran. Edisi Ke Tiga Belas. Jakarta: 

Erlangga. 

 

Luqman, D. T., Sari, A., Sit, D. A., & Wiryawan, D. (2022). Pengaruh Beauty 

Vlogger Terhadap Keputusan Pembelian Produk Kecantikan Oleh Konsumen 

Gen Y Dan Gen Z. Jurnal Ekonomi Bisnis dan Akuntansi, 2(3), 197-209. 

 

Melalui Brand Attitude Sebagai Variabel Intervening (Studi Pada Konsumen 

Generasi Z Di Instagram). Diponegoro Journal Of Management, 12(1). 

 

Nejad, M. G., Sherrell, D. L., & Babakus, E. (2014). Influentials and Influence 

Mechanisms in New Product Diffusion: An Integrative Review. Journal of 

Marketing Theory and Practice, 22(2), 185–208. 

 

Ningsih, T. S., & Putri, S. L. (2020). Pengaruh celebrity endorser terhadap keputusan 

pembelian (Studi pada produk Erigo melalui Instagram). Jurnal Ekonomi Dan 

Bisnis Dharma Andalas, 22(2), 348-357. 

 

Nisa, R. R. (2019). Pengaruh sosial media influencer dan trustworthiness terhadap 

keputusan pembelian kosmetik Make Over (di Royal Plaza). Jurnal 

Pendidikan Tata Niaga (JPTN), 7(2). 



84 
 

 

 

Noviandra, M (2006). “Analisis Pengaruh Model Iklan Terhadap Perilaku 

Pembelian Remaja Kasus Pada Bintang Akademi Fantasi Indosiar”, Jurnal 

Bisnis  dan  Ekonomi  Universitas Diponegoro Vol. 10 No. 1:30 –36. 

 

Ohanian, R, (1990). Construction And Validation Of A Scale To Measure Celebrity 

Endorsers’Perceived Expertise, Trustworthiness And Attractiveness, Journal 

of Advertising, Vol. 19 No. 3: 39 – 52. 

 

Permatasari, B. (2019). Pengaruh Daya Tarik, Kepercayaan, Dan Keahlian Celebrity 

Endorser Terhadap Keputusan Pembelian. TECHNOBIZ: International 

Journal of Business, 2(2), 76-81. 

 

Prasetio, A. N., & Indriani, F. (2023). Analisis Pengaruh Kredibilitas Influencer Dan 

Disclosure Of Sponsorship Terhadap Keputusan Pembelian Konsumen 

 

Schiffauerova, A., & Thomson, V. (2006). Managing cost of quality: insight into 

industry practice. The TQM Magazine, 18(5), 542-550. 

 

Shimp, Terence A, (2003), Periklanan Promosi, Jilid I, Penerbit Erlangga, Jakarta. 

 

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. 

 

Sugiyono (2009). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

Alfabeta. 

 

Sugiyono. 2010. Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: 

Alfabeta 

Sugiyono. 2018. Metode Penelitian Kombinasi. Bandung: Alfabeta 

Tjondrokoesoemo, M. (2017). Celebrity endorser terhadap keputusan 

pembelian. Jurnal Performa: Jurnal Manajemen dan Start-up Bisnis, 2(3), 

287-295. 

 

Van der Waldt, D. L. R., Van Loggerenberg, M., & Wehmeyer, L. (2009). Celebrity 

endorsements versus created spokespersons in advertising: A survey among 

students. South African Journal of Economic and Management Sciences, 

12(1), 100-114. 



85 
 

 

 

Wang, S.W. & Scheinbaum, A (2018). Enhancing Brand Credibility via Celebrity 

Endorsement. Journal Of Advertising Research. 


