
 

102 
 

DAFTAR PUSTAKA 

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS). Andi. 

Agnihotri, D., Chaturvedi, P., Kulshreshtha, K., & Tripathi, V. (2023). 

Investigating the impact of authenticity of social media influencers on 

followers’ purchase behavior: mediating analysis of parasocial interaction on 

Instagram. Asia Pacific Journal of Marketing and Logistics. 

https://doi.org/10.1108/APJML-07-2022-0598 

Ajzen, I. (1985). From intentions to actions: a theory of planned behavior. 

Springer Berlin Heidelberg. 

Akdevelioglu, D., & Kara, S. (2020). An international investigation of opinion 

leadership and social media. Journal of Research in Interactive Marketing, 

14(1), 71–88. https://doi.org/10.1108/JRIM-11-2018-0155 

Al-Emadi, F. A., & Ben Yahia, I. (2020). Ordinary celebrities related criteria to 

harvest fame and influence on social media. Journal of Research in 

Interactive Marketing, 14(2), 195–213. https://doi.org/10.1108/JRIM-02-

2018-0031 

Alamsyah, A., & Putra, M. R. D. (2019). Measuring information dissemination 

mechanism on retweet network for marketing communication effort: Case 

study: Samsung galaxy S10 launch event. 2019 7th International Conference 

on Information and Communication Technology, ICoICT 2019. 

https://doi.org/10.1109/ICoICT.2019.8835380 

Anggita, K. (2020). Perempuan Indonesia Lebih Percaya Beauty Influencer 

Daripada Ahli Kecantikan. Medcom.Id. 

https://www.medcom.id/gaya/beauty/1bVjovnb-perempuan-indonesia-lebih-

percaya-beauty-influencer-daripada-ahli-kecantikan 

Arif, I., Aslam, W., & Siddiqui, H. (2020). Influence of brand related user-

generated content through Facebook on consumer behaviour: a stimulus-

organism-response framework. International Journal of Electronic Business, 

15(2), 109. https://doi.org/10.1504/IJEB.2020.106502 

Audrezet, A., de Kerviler, G., & Guidry Moulard, J. (2020). Authenticity under 

threat: When social media influencers need to go beyond self-presentation. 

Journal of Business Research, 117(November 2017), 557–569. 

https://doi.org/10.1016/j.jbusres.2018.07.008 

Bakker, D. (2018). Journal of Emerging Trends in Marketing and Management. 

Journal of Emerging Trends in Marketing and Management, I(1), 79–87. 

www.etimm.ase.ro 

Barta, S., Belanche, D., Fernández, A., & Flavián, M. (2023). Influencer 

marketing on TikTok: The effectiveness of humor and followers’ hedonic 

experience. Journal of Retailing and Consumer Services, 70(July 2022). 



 

103 
 

https://doi.org/10.1016/j.jretconser.2022.103149 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021a). Building 

influencers’ credibility on Instagram: Effects on followers’ attitudes and 

behavioral responses toward the influencer. Journal of Retailing and 

Consumer Services, 61. https://doi.org/10.1016/j.jretconser.2021.102585 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021b). 

Understanding influencer marketing: The role of congruence between 

influencers, products and consumers. Journal of Business Research, 132, 

186–195. https://doi.org/10.1016/j.jbusres.2021.03.067 

Brown, D., & Hayes, N. (2008). Influencer Marketing (1st Editio). Routledge. 

https://doi.org/10.4324/9780080557700 

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. 

https://doi.org/10.1016/j.jretconser.2021.102904 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2017a). Antecedents of 

consumer intention to follow and recommend an Instagram account. Online 

Information Review, 41(7), 1046–1063. https://doi.org/10.1108/OIR-09-

2016-0253 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2017b). Understanding 

Consumer Interaction on Instagram: The Role of Satisfaction, Hedonism, and 

Content Characteristics. Cyberpsychology, Behavior, and Social Networking, 

20(6), 369–375. https://doi.org/10.1089/cyber.2016.0360 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on Instagram: 

Antecedents and consequences of opinion leadership. Journal of Business 

Research, 117(October 2017), 510–519. 

https://doi.org/10.1016/j.jbusres.2018.07.005 

Chiew, T. M., Mathies, C., & Patterson, P. (2019). The effect of humour usage on 

customer’s service experiences. Australian Journal of Management, 44(1), 

109–127. https://doi.org/10.1177/0312896218775799 

Clement, J. (2020). Social media usage worldwide. Statista . 

https://www.statista.com/topics/1164/social-networks/ 

Connolly, B. (2017). Why consumers follow, listen to, and trust influencers. 

Olapic. http://www.olapic.com/resources/consumers-follow-listen-trust-

influencers_article/ 

De Veirman, M., Hudders, L., & Nelson, M. R. (2019). What Is Influencer 

Marketing and How Does It Target Children? A Review and Direction for 

Future Research. Frontiers in Psychology, 10. 

https://doi.org/10.3389/fpsyg.2019.02685 



 

104 
 

Demiray, M., & Burnaz, S. (2019). Exploring the impact of brand community 

identification on Facebook: Firm-directed and self-directed drivers. Journal 

of Business Research, 96, 115–124. 

https://doi.org/10.1016/j.jbusres.2018.11.016 

Demsar, V., Sands, S., Rosengren, S., & Campbell, C. (2022). Ad creativity in a 

negative context: How a thanking message frame enhances purchase 

intention in times of crisis. Journal of Retailing and Consumer Services, 64, 

102825. https://doi.org/10.1016/j.jretconser.2021.102825 

Dhanesh, G. S., & Duthler, G. (2019). Relationship management through social 

media influencers: Effects of followers’ awareness of paid endorsement. 

Public Relations Review, 45(3), 101765. 

https://doi.org/10.1016/j.pubrev.2019.03.002 

Dhar, R., & Wertenbroch, K. (2000). Consumer Choice Between Hedonic and 

Utilitarian Goods. Journal of Marketing Research, XXXVII(February), 60–

71. 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online 

celebrities’ Instagram profiles in influencing the purchase decisions of young 

female users. Computers in Human Behavior, 68, 1–7. 

https://doi.org/10.1016/j.chb.2016.11.009 

Donovan, R., & Rossiter, J. R. (1982). Store Atmosphere: An Environmental 

Psychology Approach. Journal of Retailing, 58, 34–57. 

Eisend, M. (2009). A meta-analysis of humor in advertising. Journal of the 

Academy of Marketing Science, 37(2), 191–203. 

https://doi.org/10.1007/s11747-008-0096-y 

Enke, N., & Borchers, N. S. (2019). Social Media Influencers in Strategic 

Communication: A Conceptual Framework for Strategic Social Media 

Influencer Communication. International Journal of Strategic 

Communication, 13(4), 261–277. 

https://doi.org/10.1080/1553118X.2019.1620234 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of 

online retailing. Journal of Business Research, 54(2), 177–184. 

https://doi.org/10.1016/S0148-2963(99)00087-9 

Flodgren, G., O’Brien, M. A., Parmelli, E., & Grimshaw, J. M. (2019). Local 

opinion leaders: effects on professional practice and healthcare outcomes. 

Cochrane Database of Systematic Reviews, 2019(6). 

https://doi.org/10.1002/14651858.CD000125.pub5 

Fonna, K. R. (2021). Menilik Tingkat Kepercayaan Masyarakat terhadap 

Influencer di Masa Pandemi. https://kumparan.com/keysha-raafasya/menilik-

tingkat-kepercayaan-masyarakat-terhadap-influencer-di-masa-pandemi-

1x3DWbUhHk8 



 

105 
 

Geyser, W. (2022). The State of Influencer Marketing in the Beauty Industry. 

Influencer Marketing Hub. https://influencermarketinghub.com/influencer-

marketing-beauty-industry/ 

Geyser, W. (2023). What is Influencer Marketing? – The Ultimate Guide for 

2023. https://influencermarketinghub.com/influencer-marketing/ 

Ghozali, I. (2021). Partial Least Squares : Konsep, Teknik dan Aplikasi 

Menggunakan Program SmartPLS 3.2.9 Untuk Penelitian Empiris (edisi 

keti). Badan Penerbit Undip. 

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. 

(2020). Navigating the New Era of Influencer Marketing: How to be 

Successful on Instagram, TikTok, &amp; Co. California Management 

Review, 63(1), 5–25. https://doi.org/10.1177/0008125620958166 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. 

(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM) 

Using R. In Practical Assessment, Research and Evaluation (Vol. 21, Issue 

1). 

Hardani, Auliya, N. H., Andriani, H., Fardani, R. A., Ustiawaty, J., Utami, E. F., 

Sukmana, D. J., & Ria Rahmatul Istiqomah. (2020). METODE PENELITIAN 

KUALITATIF & KUANTITATIF (Husnu Abadi (ed.)). CV. Pustaka Ilmu. 

Hartini, S., & Hanafi, A. N. (2021). Pengaruh Kredibilitas dan Karakteristik 

Opinion Leader terhadap Behavioral Intention Konsumen pada Media Sosial 

Instagram. Jurnal Maksipreneur: Manajemen, Koperasi, Dan 

Entrepreneurship, 10(2), 211. https://doi.org/10.30588/jmp.v10i2.704 

Hasibuan, L. (2022). Industri Kecantikan Tahan Krisis, Laris Manis Meski 

Pandemi. CNBC Indonesia. 

https://www.cnbcindonesia.com/lifestyle/20221104104902-33-

385138/industri-kecantikan-tahan-krisis-laris-manis-meski-pandemi 

Hatmawan, A. A. (2020). Metode Riset Penelitian Kuantitatif Penelitian di 

Bidang Manajemen, Teknik, Pendidikan dan Eksperimen. Deepublish. 

Henseler, J., Ringle, C. M., & 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. 

https://doi.org/10.1007/s11747-014-0403-8 

Higgins, E. T. (2006). Value from hedonic experience and engagement. 

Psychological Review, 113(3), 439–460. https://doi.org/10.1037/0033-

295X.113.3.439 

Huffaker, D. (2010). Dimensions of Leadership and Social Influence in Online 

Communities. Human Communication Research, 36(4), 593–617. 

https://doi.org/10.1111/j.1468-2958.2010.01390.x 



 

106 
 

Indrasari, M. (2019). PEMASARAN DAN KEPUASAN PELANGGAN (Cetakan 

Pe). Unitomo Press. 

Indrawati, P. D. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi 

Teknologi Komunikasi dan Informasi. PT Refika Aditama. 

Irwandy, D., & Rachmawati, D. (2018). PENERAPAN ELABORATION 

LIKELIHOOD THEORY DALAM MEMPENGARUHI KONSUMEN 

PADA PEMILIHAN PRODUK TELEPON GENGGAM. WACANA, Jurnal 

Ilmiah Ilmu Komunikasi, 17(2), 201–206. 

https://doi.org/10.32509/wacana.v17i2.644 

Jiménez - Castillo, D., & Sánchez - Fernández, R. (2019). The role of digital 

influencers in brand recommendation: Examining their impact on 

engagement, expected value and purchase intention. International Journal of 

Information Management, 49, 366–376. 

https://doi.org/10.1016/j.ijinfomgt.2019.07.009 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media 

influencer marketing. Marketing Intelligence & Planning, 37(5), 567–579. 

https://doi.org/10.1108/MIP-09-2018-0375 

Johnstone, L., & Lindh, C. (2022). Sustainably sustaining (online) fashion 

consumption: Using influencers to promote sustainable (un)planned 

behaviour in Europe’s millennials. Journal of Retailing and Consumer 

Services, 64, 102775. https://doi.org/10.1016/j.jretconser.2021.102775 

Jr., J. F. H., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate 

Data Analysis (EIGHTH EDI). Cengage Learning. 

Kem, S. (2023). DIGITAL 2023: INDONESIA. 

https://datareportal.com/reports/digital-2023-indonesia 

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, ‘micro-celebrity’ and 

the rise of Social Media Influencers. Celebrity Studies, 8(2), 191–208. 

https://doi.org/10.1080/19392397.2016.1218292 

Ki, C.-W. (Chloe), Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer 

marketing: Social media influencers as human brands attaching to followers 

and yielding positive marketing results by fulfilling needs. Journal of 

Retailing and Consumer Services, 55, 102133. 

https://doi.org/10.1016/j.jretconser.2020.102133 

Kotler, P., & Armstrong, G. (2020). Principles of Marketing (Eighteenth). 

Kotler, P., Armstrong, G., & Marc Oliver Opresnik. (2018). Principles of 

Marketing (seventeent). Pearson Education. 

Kotler, P., Keller, K. L., & Chernev, A. (2022). MARKETING MANAGEMENT 

(Sixteenth). Pearson Education. 

Kumparan. (2020). Ini Asal Muasal TikTok yang Kini Mendunia. 



 

107 
 

https://kumparan.com/berita-hari-ini/ini-asal-muasal-tiktok-yang-kini-

mendunia-1ss18QadAEN/full 

Kumparan. (2022). Profil Tasya Farasya, Beauty Vlogger yang Tengah Berseteru 

dengan Kembarannya. https://kumparan.com/generasi-milenial/profil-tasya-

farasya-beauty-vlogger-yang-tengah-berseteru-dengan-kembarannya-

1yuhwekptbs/full 

Kusi, B. (2023). 5 ways to check whether an influencer is authentic. 

Fashionbeautymonitor. https://www.fashionmonitor.com/blog/LL/5-ways-to-

check-whether-an-influencer-is-authentic 

Lazarsfeld, P. F., Berelson, B., & Gaudet, H. (1948). The People’s Choice. How 

the Voter Makes up His Mind in a Presidential Campaign, 3. 

Leal, G. P. A., Hor-Meyll, L. F., & de Paula PessÔa, L. A. G. (2014). Influence of 

virtual communities in purchasing decisions: The participants’ perspective. 

Journal of Business Research, 67(5), 882–890. 

https://doi.org/10.1016/j.jbusres.2013.07.007 

Lee, J. A., & Eastin, M. S. (2021). Perceived authenticity of social media 

influencers: scale development and validation. Journal of Research in 

Interactive Marketing, 15(4), 822–841. https://doi.org/10.1108/JRIM-12-

2020-0253 

Lee, M. T., & Theokary, C. (2021). The superstar social media influencer: 

Exploiting linguistic style and emotional contagion over content? Journal of 

Business Research, 132(June 2020), 860–871. 

https://doi.org/10.1016/j.jbusres.2020.11.014 

Littlejohn, S. W., & Foss, K. A. (2008). Theories of Human Communication (9th 

Editio). Thomson Higher Education. 

Lou, C., Tan, S.-S., & Chen, X. (2019). Investigating Consumer Engagement with 

Influencer- vs. Brand-Promoted Ads: The Roles of Source and Disclosure. 

Journal of Interactive Advertising, 19(3), 169–186. 

https://doi.org/10.1080/15252019.2019.1667928 

Loureiro, S. M. C., & Ribeiro, L. (2011). The effect of atmosphere on emotions 

and online shopping intention: Age differentiation. In: Australian and New 

Zealand Marketing Academy Conference. 

Mainolfi, G., Lo Presti, L., Marino, V., & Filieri, R. (2022). “YOU POST, I 

TRAVEL.” Bloggers’ credibility, digital engagement, and travelers’ 

behavioral intention: The mediating role of hedonic and utilitarian 

motivations. Psychology & Marketing, 39(5), 1022–1034. 

https://doi.org/10.1002/mar.21638 

Maulido, M. F. Y., Wibawa, B. M., & Sinansari, P. (2020). Confirmatory Factor 

Analysis terhadap Niat Konsumen untuk Mengikuti dan Merekomendasikan 

Akun Instagram: Penerbit Buku Fiksi XYZ. Jurnal Sains Dan Seni ITS, 8(2). 



 

108 
 

https://doi.org/10.12962/j23373520.v8i2.45921 

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental 

Psychology. The MIT Press. 

Mothersbaugh, D. L., & Hawkins, D. I. (2016). Consumer behavior: Building 

marketing strategy (Thirteenth). McGraw-Hill. 

Musthofa, K. N. (2021). Trend “Keracunan Tasya Farasya” Terhadap Brand 

Awareness Suatu Produk. Kompasiana. 

https://www.kompasiana.com/khalidanrl/606f3c7fd541df23d406b552/trend-

keracunan-tasya-farasya-terhadap-brand-awareness-suatu-

produk?page=2&page_images=1 

Park, C. S. (2013). Does Twitter motivate involvement in politics? Tweeting, 

opinion leadership, and political engagement. Computers in Human 

Behavior, 29(4), 1641–1648. https://doi.org/10.1016/j.chb.2013.01.044 

Pavlov, I. P. (1902). The work of digestive glands. Griffin. 

Petty, R. E., Briñol, P., & Tormala, Z. L. (2002). Thought confidence as a 

determinant of persuasion: The self-validation hypothesis. Journal of 

Personality and Social Psychology, 82(5), 722–741. 

https://doi.org/10.1037/0022-3514.82.5.722 

Phua, J., & Kim, J. (Jay). (2018). Starring in your own Snapchat advertisement: 

Influence of self-brand congruity, self-referencing and perceived humor on 

brand attitude and purchase intention of advertised brands. Telematics and 

Informatics, 35(5), 1524–1533. https://doi.org/10.1016/j.tele.2018.03.020 

Pöyry, E., Parvinen, P., & Malmivaara, T. (2013). Can we get from liking to 

buying? Behavioral differences in hedonic and utilitarian Facebook usage. 

Electronic Commerce Research and Applications, 12(4), 224–235. 

https://doi.org/10.1016/j.elerap.2013.01.003 

Prasdyatami, A. (2021). Anteseden Niat Konsumen untuk Terus Mengikuti dan 

Merekomendasikan Akun Kosmetik Lokal di Instagram [Universitas Gajah 

Mada]. http://etd.repository.ugm.ac.id/penelitian/detail/204707 

Prasetio, A., Rahman, D. A., Sary, F. P., Pasaribu, R. D., & Sutjipto, M. R. 

(2022). The role of Instagram social media marketing activities and brand 

equity towards airlines customer response. International Journal of Data and 

Network Science, 6(4), 1195–1200. https://doi.org/10.5267/j.ijdns.2022.6.014 

Priansa, D. J. (2017). Komunikasi Pemasaran Terpadu pada era media sosial. CV 

Pustaka Setia. 

Prosser, D. (2022). How BintanGO Plans To Ride Indonesia’s Influencer Wave. 

https://www.forbes.com/sites/davidprosser/2022/04/27/how-bintango-plans-

to-ride-indonesias-influncer-wave/?sh=6cb32a182cc3 

Purwandari, B., Ramadhan, A., Phusavat, K., Hidayanto, A. N., Husniyyah, A. F., 



 

109 
 

Faozi, F. H., Wijaya, N. H., & Saputra, R. H. (2022). The Effect of 

Interaction between Followers and Influencers on Intention to Follow Travel 

Recommendations from Influencers in Indonesia Based on Follower-

Influencer Experience and Emotional Dimension. Information, 13(8), 384. 

https://doi.org/10.3390/info13080384 

Putri, C. R., & Agus, A. A. (2019). Analysis of the influence of key opinion 

leadership on Instagram beauty blogger to online purchase of beauty 

product [Universitas Indonesia]. 

https://lib.ui.ac.id/detail?id=20489533&lokasi=lokal 

Putri, I. W. (2018). Analisis Atribut Opinion Leadership Yang Dipertimbangkan 

Oleh Pemilih Pemula Dalam Pemilihan Presiden (Pilpres) 2015 Di Jawa 

Timur. Parsimonia-Jurnal Ekonomi Dan Bisnis, 5(1), 9–18. 

https://jurnal.machung.ac.id/index.php/parsimonia/article/view/163 

Rachmawati, I., Sary, P. F., & R., D. P. (2016). Influence of the Use of Brands in 

a Foreign Language (English) on the Purchase Decision Process of Cosmetic 

Products Made in Indonesia. PERTANIKA JOURNA OF SOCIAL SCIENCES 

& HUMANITIES, 24, 51–62. 

Rahmawati. (2016). MANAJEMEN PEMASARAN (T. F. Kiswanto (ed.); Cetakan 

Pe). Mulawarman University Press. 

Ramadhani, K. P., & Martini, E. (2021). The Role of Instagram Social Media 

Brand Page Experience on Consumer Engagement of Indihome Brand 

Loyalty Customer. Asian Journal of Research in Business and Management, 

3(1), 51–61. 

Rogers, E. M. (1995). Diffusion of Innovations (4th Editio). Free Press. 

Sekaran, U., & Bougie, R. (2017). Metode Penelitian untuk Bisnis: Pendekatan 

Pengembangan-Keahlian (Edisi Keen). Salemba Empat. 

Sekaran, U., & Bougie, R. (2019). Research Methods for Business: A Skill-

Building Approach (8th Editio). John Wiley & Sons. 

Shimp, T. A. (2003). Periklanan Promosi Aspek Tambahan Komunikasi 

Pemasaran Terpadu (Edisi Keli). Erlangga. 

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(September 2018), 101742. 

https://doi.org/10.1016/j.jretconser.2019.01.011 

Sokolova, K., & Perez, C. (2021). You follow fitness influencers on YouTube. 

But do you actually exercise? How parasocial relationships, and watching 

fitness influencers, relate to intentions to exercise. Journal of Retailing and 

Consumer Services, 58, 102276. 

https://doi.org/10.1016/j.jretconser.2020.102276 



 

110 
 

Statista. (2023). Countries with the largest TikTok audience as of April 2023. 

https://www.statista.com/statistics/1299807/number-of-monthly-unique-

tiktok-users/ 

Stelmaszewska, H., & Fields, B. (2004). Conceptualising user hedonic experience. 

Proceedings of the 12th, September, 12–15. 

http://www.cs.ucl.ac.uk/staff/a.blandford/docs/hsbfabECCE12preprint.pdf 

Stubb, C., & Colliander, J. (2019). “This is not sponsored content” – The effects 

of impartiality disclosure and e-commerce landing pages on consumer 

responses to social media influencer posts. Computers in Human Behavior, 

98, 210–222. https://doi.org/10.1016/j.chb.2019.04.024 

Sugiyono, P. D. (2019). Metode Penelitian Pendidikan : Kuantitatif, Kualitatif 

Kombinasi, R dan D, dan Penelitian Pendidikan. Alfabeta. 

Sugiyono, P. D. (2022). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (edisi 

2). Alfabeta. 

Sujarweni, V. W. (2020). Metodologi Penelitian. Pustaka Baru Press. 

Tafesse, W., & Wood, B. P. (2021). Followers’ engagement with instagram 

influencers: The role of influencers’ content and engagement strategy. 

Journal of Retailing and Consumer Services, 58(September 2020), 102303. 

https://doi.org/10.1016/j.jretconser.2020.102303 

Taslaud, G. (2023). Influencer Marketing in Indonesia in 2023 – The Complete 

Guide. INSG.CO. https://www.insg.co/en/influencer-marketing-indonesia/ 

Tasmalia, G. K., & Yuliati, E. (2019). The analysis of instagram beauty influencer 

opinion on follower intention to interact, recommend, and follow the advice 

[Universitas Indonesia]. https://lib.ui.ac.id/detail?id=20492728&lokasi=lokal 

Tiktok Creative Center. (2023). No Title. 

https://ads.tiktok.com/business/creativecenter/hashtag/racuntasyafarasya/pc/e

n?countryCode=ID&period=7 

Tsang, A. S. L., & Zhou, N. (2005). Newsgroup participants as opinion leaders 

and seekers in online and offline communication environments. Journal of 

Business Research, 58(9), 1186–1193. 

https://doi.org/10.1016/j.jbusres.2004.05.002 

Tuten, T. L., & Solomon, M. R. (2018). Social Media Marketing (3rd Editio). 

SAGE Publications Inc. 

Wakabayashi, D. (2018). Inside the Mating Rituals of Brands and Online Stars. 

The New York Times. 

https://www.nytimes.com/2018/07/15/technology/online-stars-brands.html 

Wang, Y. (2020). Humor and camera view on mobile short-form video apps 

influence user experience and technology-adoption intent, an example of 

TikTok (DouYin). Computers in Human Behavior, 110, 106373. 



 

111 
 

https://doi.org/10.1016/j.chb.2020.106373 

Xu, Z., Islam, T., Liang, X., Akhtar, N., & Shahzad, M. (2021). ‘I’m like you, and 

I like what you like’ sustainable food purchase influenced by vloggers: A 

moderated serial-mediation model. Journal of Retailing and Consumer 

Services, 63, 102737. https://doi.org/10.1016/j.jretconser.2021.102737 

Zahay, D., Roberts, M. Lou, Parker, J., Barker, D. I., & Barker, M. S. (2022). 

Social Media Marketing: A Strategic Approach (Third Edit). Cengage 

Learning. 

Zielinski, J. (2022). How Experts Measure Writing Quality & Content 

Performance. Semrush. https://www.semrush.com/blog/how-to-measure-

writing-quality-and-content-performance/ 

Zniva, R., Weitzl, W. J., & Lindmoser, C. (2023). Be constantly different! How to 

manage influencer authenticity. Electronic Commerce Research. 

https://doi.org/10.1007/s10660-022-09653-6 

 

 

 

 

 


