
94 
 

DAFTAR PUSTAKA 

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS): Alternatif Structural Equation Modeling 

(SEM) Dalam Penelitian Bisnis. Penerbit Andi. 

al Mutanafisa, T., & Retnaningsih. (2021). The Effect of Sales Promotion and Knowledge on Impulsive 

Buying of  Online Platform Consumers. Journal of Consumer Sciences, 06(01), 77–91. 

Anas, K. (2020). BAHAYA IMPULSE BUYING PADA PELANGGAN ONLINE SHOP  SAAT PANDEMI COVID-

19. Jurnal Manajemen Pendidikan Dan IImu Sosial, 1(2), 349–353. 

Azzahra, L., & Nursholehah, N. (2022). The Effect of using Celebrity Endorser on Consumer Impulse 

Buying Behavior  (Survey on Scarlett Body Whitening in Bandung City, Indonesia). International 

Journal Administration,  Business & Organization, 3(2), 70–82. 

Babenko, V., Kulczyk, Z., Perevosova, I., Syniavska, O., & Davydova, O. (2019). Factors of the 

development of international e-commerce under  the conditions of globalization. SHS Web of 

Conferences, 1–6. https://doi.org/https://doi.org/10.1051/shsconf/20196504016 

Candiwan, C., & Wibisono, C. (2021). ANALYSIS OF THE INFLUENCE OF WEBSITEQUALITY TO 

CUSTOMER’S LOYALTY ON E-COMMERCE. International Journal of Electronic Commerce Studies, 

12(1), 1–24. 

Christy, F. E. (2020). Prediksi Angka Pengguna E-commerce di Indonesia 2024. Tempo.Co. 

Compas.co.id. (2022). 10 Brand Skincare Lokal Terlaris di Online Marketplace. Www.Compas.Co.Id. 

https://compas.co.id/article/brand-skincare-lokal-terlaris/ 

Databoks. (2022). Survei: Mayoritas Publik Belanja Kosmetik di E-Commerce. https://databoks-

series.katadata.co.id/datapublish/2022/09/02/survei-mayoritas-publik-belanja-kosmetik-di-e-

commerce 

Fawwaz, E. I., & Indrawati. (2020). The Impact of Brand Ambassador on Brand Image and Consumers’ 

Purchasing Decision: A Case of BTS as Tokopedia’s Brand Ambassador. International Journal of 

Science and Research (IJSR), 9(6), 1790–1793. 

Fitrianto, E. M., Nofiawaty, & Iisnawati. (2020). Brand Ambassador Performance and the Effect to 

Consumer Decision Using VisCAP Model on Online Marketplace in Indonesia. SRIWIJAYA 

INTERNATIONAL JOURNAL OF DYNAMIC ECONOMICS AND BUSINESS, 4(1), 21–30. 

Frizona, V. D. (2022, November 6). Alasan Skincare Lokal Pilih Sehun EXO Jadi Brand Ambassador. 

Www.Era.Id. https://era.id/beauty/108782/alasan-skincare-lokal-pilih-sehun-exo-jadi-brand-

ambassador 

Ghadani, A., Muhar, A. M., & Sari, A. I. (2022). Pengaruh brand ambassador dan brand image 

terhadap keputusan pembelian di shopee dengan mediasi brand awareness. Insight 

Management Journal, 2(3), 111–118. 

Ghozali, I. (2020). Aplikasi Analisis Multivariate dengan Program IBM SPSS 21. Badan Penerbit 

UNDIP. 

Ghozali, I. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26 (Edisi 10). Badan 

Penerbit Universitas Diponegoro. 



95 
 

Guven, H. (2020). Industry 4.0 and Marketing 4.0: In Perspective of Digitalization and E-Commerce. 

Agile Business Leadership Methods for Industry 4.0, 25–46. 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). 2nd Edition: A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM) (2nd Ed). Thousand Oaks. 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). 3rd Edition: A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM) (3rd Ed). CA: Sage. 

Hawaldar, I. T., Ullal, M. S., Sarea, A., Mathukutti, R. T., & Joseph, N. (2022). The Study on Digital 

Marketing Influences on Sales for B2B Start-Ups in South Asia. Journal of Open Innovation: 

Technology, Market, and Complexity, 8(1), 1–15. 

Henseler, J., M. Ringle, C., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in 

variance-based structural equation modeling. Journal of the Academy of Marketing Science, 

43(1), 115–135. 

Ilmi, S., Pawenang, S., & Marawati, F. S. (2020). PENGARUH CHOI SIWON SEBAGAI BRAND 

AMBASSADOR, BRAND IMAGE (CITRA MEREK) DAN CITA RASA TERHADAP 

KEPUTUSAN  PEMBELIAN MIE KOREAN SPICY CHICKEN. Edunomika, 4(1), 103–113. 

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi Komunikasi dan 

Informasi (Cetakan kesatu 2015). Refika Aditama. 

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social media marketing activities 

and consumer-based brand equity. Asia Pacific Journal of Marketing and Logistics. 

Kotler, P. (2001). Marketing  Management (Millenium Edition). 

Kotler, P. (2017). Philip Kotler: some of my adventures in marketing. Journal of Historical Research in 

Marketing, 9(2), 203–208. 

Kurniawan, C. N., & Susanto, A. (2020). Pengaruh Celebrity Endorsement, Brand  Image dan 

Testimoni di Instagram terhadap  Minat Beli Konsumen. Management & Accounting Expose, 

3(2), 98–112. 

Kyung Hoon, K., & Hakil, M. (2021). Innovative digital marketing management in B2B markets. 

Industrial Marketing Management, 95, 1–4. 

Lamb, C. W., McDaniel, C., & Hair, J. F. (2012). Marketing. 

Merdeka. (2021). Daftar E-Commerce Paling Banyak dikunjungi di Indonesia. Merdeka. 

https://www.merdeka.com/uang/daftar-e-commerce-paling-banyak-dikunjungi-di-

indonesia.html 

Mohamad, R., & Rahim, E. (2022). STRATEGI BAURAN PEMASARAN (MARKETING MIX) 

DALAM  PERSPEKTIF SYARIAH. Jurnal Ekonomi Syariah IAIN Sultan Amai Gorontalo, 2(1), 15–25. 

Nofiawaty, Fitrianto, M. E., & Iisnawati. (2020). Brand Ambassador and the Effect to Consumer 

Decision on Online Marketplace in Indonesia. SRIWIJAYA INTERNATIONAL JOURNAL OF 

DYNAMIC  ECONOMICS AND BUSINESS (SIJDEB), 4(1), 21–30. 

Nurudin. (2020). Analysis of the Effect of Visual Merchandising, Store Atmosphere and  Sales 

Promotion on Impulse Buying Behavior . Journal of Digital Marketing and Halal Industry, 2(1), 

167–177. 



96 
 

Pahlevi, R. (2022, September 19). Kebanyakan Perempuan Indonesia Lebih Suka Pakai Kosmetik 

Lokal. Databoks.Katadata.Co.Id. 

https://databoks.katadata.co.id/infografik/2022/09/19/kebanyakan-perempuan-indonesia-

lebih-suka-pakai-kosmetik-lokal 

Peter, J. P., & Donelly Jr, J. H. (2019). A Preface To Marketing Management (J. P. Peter & J. H. Donelly 

Jr, Eds.; Fifteenth Edition). 

Pour, M. J., Hosseinzadeh, M., & Mahdiraji, H. A. (2021). Exploring and evaluating success factors of 

social media marketing strategy: a multi-dimensional-multi-criteria framework. Journal 

Foresight, 23(6), 655–678. 

Pramita, E. (2022, November 6). Brand Ambassador Whitelab Sehun EXO Obati Kerinduan 

Penggemar di Indonesia . Www.Cantika.Com. https://www.cantika.com/read/1653779/brand-

ambassador-whitelab-sehun-exo-obati-kerinduan-penggemar-di-indonesia 

Purnama, N. I., & Putri, L. P. (2021). Analisis Penggunaan E-Commerce di Masa Pandemi. SiNTESa. 

Putri, R. A., & Jumhur, H. M. (2019). PEMINAT APLIKASI BLIBLI.COM DENGAN MENGGUNAKAN 

MODEL UNIFIED THEORY OF ACCEPTANCE AND USE OF TECHNOLOGY (UTAUT). Jurnal Riset 

Bisnis Dan Manajemen, 12(1), 16–23. 

Rambe, N. N., Chrisfanie, N. A., Putri, S. R., & Gunadi, W. (2021). The Impact of Brand Ambassador on 

Impulse Buying Behavior: A case of Korean Celebrity as Brand  Ambassador in Indonesian 

Market. Turkish Online Journal of Qualitative Inquiry (TOJQI), 12(6), 1613–1626. 

Rebecca, N., Fellysia, Cung, F. G., Audina, C., & Nuraryo, I. (2022). Blackpink as  Shopee’s 

brand  ambassador: Does  it influence brand  image and  purchase intention? Jurnal Ekonomi 

Perusahaan, 29(2), 1–14. 

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive  Buying. 22(3), 305–313. 

Rubedanto, P. (2022, November 8). Deretan Fakta Whitelab, Perusahaan Skincare yang Diserbu Para 

Penggemar K-Pop. Www.Akurat.Co. https://akurat.co/deretan-fakta-whitelab-perusahaan-

skincare-yang-diserbu-para-penggemar-k-pop 

Sadrabadi, A. N., Saraji, M. K., & Zadeh, M. M. (2018). Evaluating the Role of Brand Ambassadors in 

Social Media. JMMCB : Journal of Marketing Management and Consumer Behavior, 2(3), 54–

70. 

Sekaran, U., & RJ, B. (2016). Research Methods for Business: A skill Building Approach (7th Edition). 

John Wiley & Sons Inc. 

Setyoparwati, I. C. (2019). PENGARUH DIMENSI KEPERCAYAAN (TRUST) KONSUMEN TERHADAP 

KEPUASAN PELANGGAN PADA E-COMMERCE  DI INDONESIA. JIMEA : Jurnal Ilmiah MEA 

(Manajemen, Ekonomi & Akuntansi), 3(3), 111–119. 

Shinta, A. (2011). Manajemen Pemasaran (A. Shinta, Ed.; Manajemen Pemasaran). UB Press. 

Siburian, A. N., & Anggrainie, N. (2022). Pengaruh Hedonic Shopping Motivation, Brand Image, 

Brand  Ambassador, Diskon, Harga dan Sales Promotion terhadap  Pembelian Implusif Pada e-

Commerce Tiktok Shop Dimasa  Pandemi Covid-19. Jurnal Mirai Management, 7(3), 176–191. 



97 
 

Siskhawati, L., & Maulana, H. A. (2021). THE INFLUENCE OF BRAND AMBASSADOR AND KOREAN 

WAVE ON PURCHASE  DECISION FOR NEO COFFEE PRODUCTS. Jurnal Ekonomi Dan Bisnis, 

24(01), 2–7. 

Situmorang, P. A., Adlina, H., & Siregar, O. M. (2022). PENGARUH BRAND AMBASSADOR DAN BRAND 

IMAGE TERHADAP KEPUTUSAN PEMBELIAN PRODUK L’ORÉAL  PARIS DI KOTA MEDAN. Journal 

of Business Administration (JBA): Entrepreneurship and Creative Industry, 1(2), 47–56. 

Solihin, D., Ahyani, & Setiawan, R. (2021). The Influence of Brand Image and Atmosphere Store 

on  Purchase Decision for Samsung Brand Smartphone with  Buying Intervention as Intervening 

Variables. International Journal of Social Science and Business, 5(2), 262–270. 

Souisa, W. (2022). Pengaruh Flash Sale dan Citra Merek terhadap Pembelian  Impulsif Pada 

Marketplace Lazada. Jurnal Mirai Management, 7(2), 508–516. 

Stanton, W. J. (1978). Fundamentals of Marketing. 

Styadi, R. D., & Soekotjo, H. (2018). PENGARUH CITRA MEREK, HEDONIC SHOPPING 

MOTIVATION,  DANFASHION INVOLVEMENT TERHADAPIMPULSE BUYING. Jurnal Ilmu Dan Riset 

Manajemen, 7(9), 1–17. 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Alfabeta). 

Sugiyono. (2018). Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif dan R&D 

(Alfabeta). 

Taher, G. (2021). E-Commerce: Advantages and Limitations. International Journal of  Academic 

Research in Accounting Finance and Management Sciences, 11(1), 153–165. 

https://doi.org/10.6007/IJARAFMS /v11-i1/8987 

Trimulyani, S., & Herlina, N. (2022). PENGARUH IKLAN, DISKON DAN BRAND AMBASSADOR 

TERHADAP  PEMBELIAN IMPULSIF PADA LAZADA DI MASA PANDEMI COVID-19. LIAISON 

JOURNAL OF BES, 1(2), 47–57. 

Udayana, I. B. N., & Octavian, P. (2023). Pengaruh NCT Dream sebagai Brand Ambassador dan Brand 

Image terhadap  Perilaku Impulse Buying pada Produk Mie Instan Lemonilo. Reslaj: Religion 

Education Social Laa Roiba Journal, 5(3), 874–888. 

Wang, F., & Hariandja, E. S. (2016). THE INFLUENCE OF BRAND AMBASSADOR ON BRAND IMAGE 

AND CONSUMER PURCHASING DECISION:  A CASE OF TOUS LES JOURS IN INDONESIA. 

International Conference on Entrepreneurship (IConEnt-2016), 292–306. 

Whitelab.co.id, 2022. (2022). Whitelab. Www.Whitelab.Co.Id. https://www.whitelab.co.id/en/ 

Wulandari, S. P., Hutauruk, W. R. B., & Prasetyaningtyas, S. W. (2021). Pengaruh Brand Ambassador 

Terhadap Purchase Intention yang dimediasi  Brand Image dan Brand Awareness. Jurnal Ilmu 

Manajemen Dan Bisnis , 12(2), 127–137. 

Zafar, A. U., Qiu, J., Li, Y., Wang, J., & Shahzad, M. (2019). The impact of social media celebrities’ 

posts and contextual interactions on impulse buying in social commerce. Journal Pre-Proof, 1–

26. https://doi.org/https://doi.org/10.1016/j.chb.2019.106178 

  


