DAFTAR PUSATAKA
(Compas). (2020). Data Penjualan Skincare Lokal Tembus 600jt Seminggu -

Compas. Compas.Co.ld.

Alvarez Monzoncillo Maria, J. (2022). The Dynamics of Influencer Marketing: A
Multidisciplinary Approach. Routledge, Taylor & Francis Group.

Andriani, N. F., & Setiawan, A. H. (2020). Analisis Preferensi Konsumen Terhadap
Penggunaan Produk Skincare Korea Selatan Dan Lokal. Diponegoro Journal of
Economics, 9(4), 1-8.

AnyMind Group. (2022). Share of leading influencer marketing campaigns on
TikTok in Indonesia as of October 2022, by brand industry.

Aryanti, R. D., Soleman, R., & Lestari, A. (2024). Metodologi Penelitian Bisnis
Mulai Dari Apa Itu Penelitian Sampai pada Menulis Laporan Penelitian.
Penerbit Adab.

Astari, A. A. E., Yasa, N. N. K., Giantri, I. G. A. K., Sukaatmadja, I. P. G., &
Wardana, M. A. (2023). Technology Accepted Model, Theory Of Planned
Behavior, Dan Fear Of Covid-19: Niat Konsumen Melanjutkan Penggunaan
Dompet Digital. CV. Intelektual Manifes Media.

Chetioui, Y., Benlafqgih, H., & Lebdaoui, H. (2020). How fashion influencers
contribute to consumers’ purchase intention. Journal of Fashion Marketing and
Management, 24(3), 361-380. https://doi.org/10.1108/JFMM-08-2019-0157

Chopra, A., Avhad, V., & Jaju, and S. (2021). Influencer Marketing: An Exploratory
Study to Identify Antecedents of Consumer Behavior of Millennial. Business
Perspectives and Research, 9(1), 77-91.

https://doi.org/10.1177/2278533720923486

111



Compas.co.id. (2022). 10 Brand Skincare Lokal Terlaris di Online Marketplace.
Compas Market Insight.

Djafar, F., Akolo, I. R., & Pratama, A. R. (2024). Statistika Pendidikan: Teori dan
Aplikasi dengan SPSS. Penerbit P4I.

Efendi Siregar, Z. M. E., Parlaungan, A., Supriadi, Y. N., & Ende, E. (2023).
Structural Equation Modeling Konsep Dan Implementasinya Pada Kajian limu
Manajemen Dengan Menggunakan AMOS (Issue November).

Fadjarajani, S., Rosali, S., & Patimah, S. (2020). Metodologi Penelitian Pendekatan
Multidisipliner. Ideas Publishing.

Falls, J. (2021). Winfluence: Reframing Influencer Marketing to Ignite Your Brand.
Entrepreneur Press.

Fimbres, D. C. P., Quinn, A. P., Cooper, B. R., Presley, C. L., Jacobs, J., Rundle, C.
W., & Dellavalle, R. P. (2023). Cross-sectional Analysis of Dermatologists and
Sponsored Content on TikTok. JMIR Dermatology, 6, 1-4.
https://doi.org/10.2196/44413

Gani, R. A., & Purbangkara, T. (2023). Metodologi Penelitian Pendidikan Jasmani.
uwais inspirasi indonesia. uwais inspirasi indonesia.

Geyser, W. (2024). The State of Influencer Marketing Benchmark Report 2024.
Influencer Marketing Hub. https://influencermarketinghub.com/influencer-
marketing-benchmark-report/#toc-1

Gupta, R., & Madan, S. (2022). Digital Marketing: The Science and Magic of Digital
Marketing Can Help You Become a Successful Marketing Professional. BPB
Publications.

Hair, J. F., Sarstedt, J., Hult, G. T. M., Ringle, C. M., & Marko. (2021). A primer on

partial least squares structural equation modeling (PLS-SEM)-Third Edition.

112



Iba, Z., & Wardhana, A. (2023). Metode Penelitian. Eureka Media Aksara.

Ipsos. (2023a). Do you think the following types of people are trustworthy or not?

Ipsos. (2023b). Trust in doctors as of 2023.

Janah, Y. K., & Nugroho, R. H. (2023). Pengaruh Green Marketing terhadap
Pembelian Ulang pada Produk Brand Avoskin. Jurnal Ekonomi Akuntansi Dan
Manajemen, 22(1), 85. https://doi.org/10.19184/jeam.v22i1.37002

Jayasinghe, D. T. (2021). Social Media and Influencer Marketing Strategies: A
conceptual Review on Contemporary Applications. Global Scientific Journals,
9(3), 403-424.

Juliana, Djakasaputra, A., Pramezwary, A., & Hutahaean, J. (2020). Marketing
Strategy In Digital Era. Penerbit NEM.

Lee, J. E., Goh, M. L., & Mohd Noor, M. N. Bin. (2019). Understanding purchase
intention of university students towards skin care products. PSU Research
Review, 3(3), 161-178. https://doi.org/10.1108/prr-11-2018-0031

Lertwilairatanapong, C. (2020). How Social Network Influencer Influences on
Buying Process of Skincare Via Online Platform in Thailand. 24.

Limanseto, H. (2024). Hasilkan Produk Berdaya Saing Global, Industri Kosmetik
Nasional Mampu Tembus Pasar Ekspor dan Turut Mendukung Penguatan Blue
Economy. Kementerian Koordinator Bidang Perekonomian.

Marmora, S. A., & Aprilianty, F. (2022). The Effect of Nano-Influencers on
Instagram Toward Consumer Purchase Decision on Local Skincare Brand.
International Journal of Business and Technology Management, 4(3), 362—376.

https://doi.org/10.55057/ijbtm.2022.4.3.31

113



Martins, J., Costa, C., Oliveira, T., Goncalves, R., & Branco, F. (2019). How
smartphone advertising influences consumers’ purchase intention. Journal of
Business Research, 94(December 2017), 378-387.
https://doi.org/10.1016/j.jbusres.2017.12.047

Maulidia, F. A. (2020). Pelaksanaan Endorsment Melalui Influencer Yang
Mempromosikan Kosmetik Di Instagram Berdasarkan Undang- Undang Nomor
8 Tahun 1999. 1-192.

Muhamad, N. (2023). Influencer Lokal Sangat Memengaruhi Konsumen Perempuan
dalam Memilih Produk Kecantikan.

Mustagimah, N., & Rahmah, A. H. (2022). Peran Digital Influencer dalam
Memberikan Edukasi Pemilihan Produk Kecantikan pada Akun Instagram
@dr.richard_lee. Journal of Communication and Society, 1(01), 1-13.
https://doi.org/10.55985/jocs.v1i01.10

Nam, L. G., & Dan, H. T. (2018). Impact of social media Influencer marketing on
consumer at Ho Chi Minh City. International Journal of Social Sciences and
Humanities Invention, 5(5), 4710-4714. https://doi.org/10.18535/ijsshi/v5i5.10

Narimawati, U., Sarwono, J., Affandi, A., & Priadana, S. (2020). Ragam Analisis
dalam Metode Penelitian: untuk Penulisan Skripsi, Tesis, & Disertasi. Penerbit
Andi.

Ng, I. K., Thong, C., Tan, L. F., & Teo, D. B. (2024). The rise of medical
influencers: The pros and the cons. The Journal of the Royal College of
Physicians of Edinburgh. https://doi.org/10.1177/14782715241261736

Pamungkas, I. N. A. (2024). Pemasaran Terintegrasi Dari Perspektif 1Imu

Komunikasi. TEL-U Press.

114



Pratiwi, R. S., & Wisnubrata. (2023, December 8). Produk Kecantikan Lokal Masih
Unggul di Tokopedia Beauty Awards 2023. Kompas.Com.

Prinyawiwatkul, W., & Cruz Da, A. G. (2021). Emotion and Its Relationship to
Acceptance, Food Choice, and Consumption: The New Perspective. MDPI AG.

Rakuten Insight. (2023). Share of people who have purchased an item or product
because it was endorsed by an influencer in Indonesia as of May 2023.

Ramadhan, F. (2020). Penerapan Strategi Influencer Marketing Produk Avoskin
Melalui Media Sosial Di Pt Avo Innovation Yogyakarta. 21(1), 1-9.

Ramadhani, F. (2021). Top 5 Produk Avoskin Terlaris di Shopee Bulan Juli 2021 -
Compas. Compas.Co.ld.

Rizal, A. (2020). Buku Ajar Manajemen Pemasaran di Era Masyarakat Industri 4.0.
Deepublish.

Sari, D. R. (2024, April 26). 7 Skincare Terlaris Selama Ramadan 2024, Nomor 2
Benings Clinic. Sindonews Lifestyle.

Snapcart. (2023a). Budget allocation every month for skincare products in Indonesia
as of April 2023.

Snapcart. (2023b). Most preferred skincare brands in Indonesia as of April 2023.

Sujalu, A. P., Latif, I. N., Bakrie, I., & Milasari, L. A. (2020). Statistik Ekonomi 1.
Zahir Publishing.

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. (2020).
Understanding the relationships between social media influencers and their
followers: the moderating role of closeness. Journal of Product and Brand

Management, 29(6), 767—782. https://doi.org/10.1108/JPBM-03-2019-2292

115



Vega, R. A. (2024). Physicians of the Future: Doctor-Influencers, Patient-
Consumers, and the Business of Functional Medicine. University of Texas
Press.

Waluyo, D. (2024). Indonesia.go.id - Kinclong Industri Kosmetik Tanah Air. Portal
Informasi Indonesia.

Wooldridge, J. M. (2013). Introductory Econometrics: A Modern Approach.
Cengage Learning.

Yamin, S. (2023). Olah data Statistik SMARTPLS 3 SMARTPLS 4 AMOS & STATA
(MUDAH & PRAKTIS) EDISI 111. Dewangga Energi Internasional Publishing.

Zengin, G. (2023). How Influencer Doctors Use Social Media? A Content Analysis
on Marketing Communications, Patient Privacy and Ethics. Marketing
Communication, 50, 273-286.

https://doi.org/https://doi.org/10.52642/susbed.1227295

116



