DAFTAR PUSTAKA

AlFarraj, O., Alalwan, A. A, Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-
Haddad, S. (2021). Examining the impact of influencers’ credibility
dimensions: attractiveness, trustworthiness and expertise on the purchase
intention in the aesthetic dermatology industry. Review of International

Business and Strategy.

Angelica, C., Anjani, F., Tercia, C. Y., & Murniadi, K. (2020). Studi Hubungan
Kredibilitas Influencer, Parasosial, Nilai Merek, dan Niat Pembelian Produk

Kosmetik. Kajian Branding Indonesia, 2(2).

Ansari, S., Ansari, G., Ghori, M. U., & Kazi, A. G. (2019). Impact of Brand
Awareness and Social Media Content Marketing on Consumer Purchase
Decision. Journal of Public Value and Administration Insights, 2(2), 5-10.
https://doi.org/10.31580/jpvai.v2i2.896

Arianty, N., & Andira, A. (2021). Pengaruh Brand Image dan Brand Awareness
Terhadap Keputusan Pembelian. 4(1).
https://doi.org/10.30596/maneggio.v4il.6766

Auxier, B., & Anderson, M. (2021). Social Media Use in 2021. PEW RESEARCH

CENTER. www.pewresearch.org.

Azuma, F. (2021). GENDER-NEUTRAL COSMETICS. Global Business
Journal, 7(2).

Brasov, U. T., & Manic, M. (2015). Marketing Engagement Through Visual
Content The New Paradigm of Marketing Promotion View project Marius
Manic Marketing engagement through visual content. In Bulletin of the
Transilvania University of Brasov Series V: Economic Sciences * (Vol. 8,

Issue 57). https://www.researchgate.net/publication/290084483

Cahyadiningrum, T., & Rahardjo, S. T. (2023). ANALISIS PENGARUH
KREDIBILITAS INFLUENCER PADA INSTAGRAM TERHADAP

100

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



MINAT BELI DENGAN KEPERCAYAAN MEREK DAN CITRA
MEREK SEBAGAI VARIABEL MEDIASI (Studi pada Perawatan Tubuh
Wardah). DIPONEGORO JOURNAL OF MANAGEMENT, 12(3).
http://ejournal-s1.undip.ac.id/index.php/dbr

Castillo, R. A. V., Jaramillo, C. Z. C., & Sy, L. S. (2022). The Effectiveness of
Social Media Influencers in the Cosmetic and Skincare Industry to the
Purchase Intention of the Generation Z Filipinos. Journal of Business and
Management Studies. https://doi.org/10.32996/jbms

Chekima, B., Zohra Chekima, F., & Adis, A.-A. A. (2020). Social Media
Influencer in Advertising: The Role of Attractiveness, Expertise and
Trustworthiness. Journal of Economics and Business, 3(4).
https://doi.org/10.31014/aior.1992.03.04.298

Clow, K. E., & Baack, D. (2018). Integrated Advertising, Promotion, and
Marketing Communications. Pearson Education Limited.

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative, and Mixed
Methods Approaches. SAGE Publications.

Devi, R. W. S., & Ciptadi, S. G. (2023). Model Elaboration Likelihood dalam
Pembentukan Personal Branding Nex Carlos di Channel Youtube. Jurnal
Publish, 17(1), 1-123.

Dewi, R. (2021). PENGARUH DAYA TARIK DAN KEUATAN IKLAN
TERHADAP MINAT PEMBELIAN. Jurnal AkMen, 18(2), 209-218.
https://e-jurnal.nobel.ac.id/index.php/akmen

Dogra, K. (2019). The impact of influencer marketing on brand loyalty towards

luxury cosmetics brands: Comparison of Generation Z and Millennial.

Duncan, T. (2005). Principles of Advertising & IMC (2nd ed.). McGraw-

Hill/lrwin.

101

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



Elle Indonesia. (2023). Rare Beauty by Selena Gomez Resmi Hadir di Sephora
Indonesia. https://elle.co.id/beauty/rare-beauty-by-selena-gomez-resmi-

hadir-di-sephora-indonesia
Faccioli, G., & Martin, K. (2022). Global Powers of Luxury Goods 2022.

Faurizal, U. (2020). MESSAGE APPEALS DAN ENGAGEMENT PADA
UNGGAHAN MEDIA SOSIAL BRAND (Analisis Isi Kuantitatif Deskriptif
Message Appeals dan Engagement pada Unggahan Tweet di Akun Twitter

Grab Indonesia).

Filieri, R., & McLeay, F. (2014). E-WOM and Accommaodation: An Analysis of
the Factors That Influence Travelers’ Adoption of Information from Online
Reviews. Journal of Travel Research, 53(1), 44-57.
https://doi.org/10.1177/0047287513481274

Gamble, S. (2016). Visual Content Marketing: Leveraging Infographics, Video,
and Interactive Media to Attract and Engage Customers (S. Gamble, Ed.).
Wiley.

Ghozali, 1. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS 23
(8th ed.). BPFE Universitas Diponegoro.

Grewal, D., & Levy, M. (2017). Marketing: Vol. 6th Edition. McGrawHIil.

Griffin, E. A., & Sparks, G. G. (2019). A First Look at Communication Theory
(10th ed.). McGraw-Hill Education.

Hariyanti, N. T., & Wirapraja, A. (2018). PENGARUH INFLUENCER
MARKETING SEBAGAI STRATEGI PEMASARAN DIGITAL ERA
MODEREN (SEBUAH STUDI LITERATUR). Jurnal EKSEKUTIF, 15(1).

Hasibuan, L. P. (2020). PENGARUH BRAND EXPERIENCE TERHADAP
BRAND LOYALTY MELALUI BRAND SATISFACTION SEBAGAI
VARIABEL INTERVENING PADA PENGGUNA HANDPHONE MEREK
APPLE.

102

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



Heningdrapraja, A., & Rahardjo, S. T. (2022). PENGARUH DAYA TARIK
RASIONAL DAN EMOSIONAL PADA IKLAN YOUTUBE TERHADAP
MINAT BELI DENGAN KESADARAN MEREK SEBAGAI VARIABEL
MEDIASI (Studi pada Iklan YouTube Pantene *Bye #RambutCapek Hello
#RambutKeCharged’). DIPONEGORO JOURNAL OF MANAGEMENT,
11(3). http://ejournal-s1.undip.ac.id/index.php/dbr

Heryanto, 1., & Triwibowo, T. (2018). Path Analysis menggunakan SPSS dan
Excel: Panduan Pengolahan Data Penelitian untuk Skripsi/Tesis.

Informatika Bandung.

Irawan, P. R., Abdillah, & Taryanto. (2022). PENGARUH BRAND IMAGE
TERHADAP KEPUTUSAN PEMBELIAN PADA HOME INDUSTRY
SANDAL KULIT KANDANGWESI COLLECTION GARUT. JURNAL
MUHAMMADIYAH MANAJEMEN BISNIS, 3(2).

Junita, & Erdiansyah, R. (2023). Pengaruh Kualitas Pesan Iklan dan Daya Tarik
Iklan terhadap Efektivitas Iklan dan Implikasinya pada Brand Awareness.
Prologia, 7(1), 127-133.

Kasnowo, Gibrihi, R., & Basri, A. I. (2022). Pengaruh Keahlian, Kepercayaan,
Daya Tarik, Keakraban, Kesukaan, dan Kesamaan Influencer Tiktok
terhadap Keterikatan Merek. AKMENIKA: JURNAL AKUNTANSI &
MANAJEMEN, 19(2), 670-677.

Konwar, N. (2023). How Selena Gomez’s Rare Beauty Became One Of The Most
Successful Celebrity-Owned Brands. First Curiosity.
https://firstcuriosity.com/featured/how-selena-gomezs-rare-beauty-became-
one-of-the-most-successful-celebrity-owned-brands/

Kotler, P., & Keller, K. L. (2012). Marketing Management (S. Yagan, Ed.; 14th
ed.). Prentice Hall.

Kriyantono, R. (2020). Teknik praktis riset komunikasi kuantitatif dan kualitatif
disertai contoh praktis Skripsi, Tesis, dan Disertai Riset Media, Public

103

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



Relations, Advertising, Komunikasi Organisasi, Komunikasi Pemasaran.

Prenadamedia Group.

Kusumasondjaja, S. (2018). The roles of message appeals and orientation on
social media brand communication effectiveness: An evidence from
Indonesia. Asia Pacific Journal of Marketing and Logistics, 30(4), 1135-
1158. https://doi.org/10.1108/APIML-10-2017-0267

Larasati, J. A., & Susilo, D. (2021). The Influence of Rose All Day Instagram
Sales Promotion Message And Endorsement By Beauty Influencer on

Followers’ Buying Intention. Jurnal Riset Komunikasi, 4(2).

Lengkawati, A. S., & Saputra, T. Q. (2021). PENGARUH INFLUENCER
MARKETING TERHADAP KEPUTUSAN PEMBELIAN (STUDI PADA
ELZATTA HIJAB GARUT). PRISMAKOM, 18(1).

Lina, H. N., & Sadasri, L. M. (2020). Audiens Milenial dan Iklan Viral: Kajian
Daya Tarik Iklan #KerenLahirBatin terhadap Brand Image Ramayana

Department Store. Jurnal Media Dan Komunikasi Indonesia, 1(1), 56—77.

Littlejohn, S. W., Foss, K. A., & Oetzel, J. G. (2017). THEORIES OF HUMAN
COMMUNICATION Eleventh Edition (11th ed.). Waveland Press, Inc.

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

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing Research: An
Applied Approach. Pearson.

Manavat, P., Pandey, S., Pandey, M., & Chauhan, D. (2022).
UNDERSTANDING THE IMPACT OF INFLUENCER ON BRAND
LOYALTY IN COSMETIC INDUSTRY. International Research Journal of
Modernization in Engineering Technology and Science, 4(3).
Www.irjmets.com

104

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



Manzilati, A. (2017). Metodologi Penelitian Kualitatif: Paradigma, Metode, dan
Aplikasi. UB Press.

Marintan Damay Yanti, S., Suherman, & Saidani, B. (2022). Pengaruh Brand
Ambassador dan Konten Iklan Terhadap Brand Image Serta Dampaknya
Terhadap Keputusan Pembelian. Jurnal Bisnis, Manajemen, Dan Keuangan,
3(2).

Mulyadi, M. (2011). PENELITIAN KUANTITATIF DAN KUALITATIF SERTA
PEMIKIRAN DASAR MENGGABUNGKANNYA (Vol. 15, Issue 1).

Munggaran, D. N., & Putri, Y. R. (2021). STRATEGI KOMUNIKASI PT.
MEDIA ONLINE BENGKULU DALAM PROSES PENYAIJIAN
INFORMASI MELALUI AKUN INSTAGRAM
@BENGKULUEKSPRESSDOTCOM. E-Proceeding of Management, 8(5).

Munnukka, J., Uusitalo, O., & Toivonen, H. (2016). Credibility of a peer
endorser and advertising effectiveness. Journal of Consumer Marketing,
33(3), 182-192. https://doi.org/10.1108/JCM-11-2014-1221

Musay, F. P. (2013). PENGARUH BRAND IMAGE TERHADAP
KEPUTUSAN PEMBELIAN (SURVEI PADA KONSUMEN KFC KAWI
MALANG). Jurnal Administrasi Bisnis, 3(2).

Nata, S. D., & Sudarwanto, T. (2022). Effectiveness of Brand Image, Content
Marketing, and Quality Product on Purchase Decision of J-GLOW Products
Article Information. Journal of Economics and Business Aseanomics, 7(1),

78-91. http://academicjournal.yarsi.ac.id/jeba

Norhabiba, F. (2019). Aplikasi Elaboration Likelihood Model Theory dalam
Iklan Calon Gubernur 2018 terhadap Perilaku Memilih. KANAL: Jurnal
Ilmu Komunikasi, 6(2), 101. https://doi.org/10.21070/kanal.v6i2.1932

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

105

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



and Social Science (2147- 4478), 11(5), 18-32.
https://doi.org/10.20525/ijrbs.v11i5.1893

Nurman, M. A., & Ali, D. S. F. (2022). Pengaruh Penggunaan Daya Tarik Pesan
terhadap Customer Engagement Followers pada Caption Akun Instagram

Netflix Indonesia. Jurnal Komunikasi Trunojoyo, 16(2), 210-223.

Perloff, R. M. (2017). The Dynamics of Persuasion: Communication and
Attitudes in the 21st Century: Vol. 6th Edition. Routledge.

Permana, R. A. M., & Astuti, B. (2023). Pengaruh Review Beauty Influencer
Terhadap Niat Beli Produk Pada Media Sosial YouTube. INOBIS: Jurnal
Inovasi Bisnis Dan Manajemen Indonesia, 6(3).

Petty, R. E., & Cacioppo, J. T. (1986). Central and Peripheral Routes to
Persuasion: An Individual Difference Perspective. Journal of Personality
and Social Psychology, 51(5), 1032-1043.

Prayoga, I. C., & Artanti, Y. (2021). PERAN KREDIBILITAS INFLUENCER,
PENGETAHUAN PRODUK, DAN NEGARA ASAL PADA NIAT BELI
SMARTPHONE OPPO A9 2020. Jurnal Muara Ilmu Ekonomi Dan Bisnis,
5(1), 111. https://doi.org/10.24912/jmieb.v5i1.10101

Rahmataini, P. N., Safitri, R., & Prasetyo, B. D. (2022). PENGARUH SOURCE
CREDIBILITY DAN MESSAGE CREDIBILITY DI TIKTOK LIVE
STREAMING TERHADAP IMPULSIVE BUYING BEHAVIOR. Syntax
Literate: Jurnal limiah Indonesia, 7(9). https://doi.org/10.36418/syntax

Salim, A. K., & Hartanto, D. D. (2022). Analisis Pentingnya Creative Brief Pada
Integrated Marketing Communication. Publication of Petra Christian

University.

Situmeang, 1. V. O. (2021). PENGARUH DAYA TARIK CONTENT
MARKETING DAN CONTENT RIVIEW TERHADAP KEPUTUSAN
PEMBELIAN (Survey Pada Followers Akun @msglowbeauty).
MEDIALOG: Jurnal llmu Komunikasi, 4(2).

106

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



Statista. (2024). Leading countries based on Instagram audience size as of
January 2024. https://www.statista.com/statistics/578364/countries-with-

most-instagram-users/

Suciati. (2017). TEORI KOMUNIKASI DALAM MULTI PERSPEKTIF. Buku
Litera Yogyakarta.

Sugiharto, S. A., Ramadhana, M. R., Psi, S., & Psi, M. (2018). PENGARUH
KREDIBILITAS INFLUENCER TERHADAP SIKAP PADA MEREK
(Studi pada Mahasiswa Fakultas Komunikasi dan Bisnis Universitas
Telkom). In Jurnal llmu Politik dan Komunikasi: Vol. VIII (Issue 2).

www.youtube.com/TasyaFarasya,

Sun, C., & Xu, S. (2022). Discover The Influence of Brand Image for M- A- C
Cosmetics. In BCP Business & Management IEMSS (Vol. 2022).

Valentini, C., Romenti, S., Murtarelli, G., & Pizzetti, M. (2018). Digital visual
engagement: influencing purchase intentions on Instagram. Journal of
Communication Management, 22(4), 362—381.
https://doi.org/10.1108/JCOM-01-2018-0005

Wayan, N., Mirani, A., Dian, K., Candra, P., Putu, D., & Pratiwi, E. (2021). THE
MEANING OF BEAUTY IN RARE BEAUTY VIDEO
ADVERTISEMENT. Social Science, Public Administration and
Management (HUSOCPUMENT), 1(2), 38-44.
https://doi.org/10.51715/husocpument.v1i2.10

Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2021).
Customer behavior as an outcome of social media marketing: The role of
social media marketing activity and customer experience. Sustainability
(Switzerland), 13(1), 1-18. https://doi.org/10.3390/su13010189

Widyanto, M., & Athanasius, S. S. (2021). EFEKTIFITAS MEDIA DIGITAL
DALAM KOMUNIKASI PEMASARAN MENURUT KONSUMEN DI
SEMARANG (STUDI KASUS MAHASISWA FEB UNIKA

107

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



SOEGIJAPRANATA) THE EFFECTIVENESS OF DIGITAL MEDIA IN
MARKETING COMMUNICATION BY CONSUMER IN SEMARANG
(CASE STUDY OF FEB UNIKA SOEGIJAPRANATA STUDENTS).
JEMAP: Jurnal Ekonomi, Manajemen, Akuntansi, Dan Perpajakan, 4(1).

Wiedmann, K. P., & von Mettenheim, W. (2020). Attractiveness, trustworthiness
and expertise — social influencers’ winning formula? Journal of Product and
Brand Management, 30(5), 707—725. https://doi.org/10.1108/JPBM-06-
2019-2442

Wijaya, B. S. (2013). Dimensions of Brand Image: A Conceptual Review from
the Perspective of Brand Communication. European Journal of Business
and Management, 5(31). https://doi.org/10.13140/ejbm.2013.55.65

Wilkie, D. C. H., Dolan, R., Harrigan, P., & Gray, H. (2022). Influencer
marketing effectiveness: the mechanisms that matter. European Journal of

Marketing.

Zhang, Y., Moe, W. W., & Schweidel, D. A. (2017). Modeling the role of
message content and influencers in social media rebroadcasting.
International Journal of Research in Marketing, 34(1), 100-119.
https://doi.org/10.1016/j.ijresmar.2016.07.003

108

Pengaruh Daya Tarik ..., Cecilia, Universitas Multimedia Nusantara



