
 

161 

DAFTAR PUSTAKA 

Aaker, D. A. (1996). Building strong brands. New York: Free Press. 

AbuAli, A. (2025). Community building for marketers: How to connect, engage 

and foster growth (1st ed.). Kogan Page. 

Aniswara, D., & Paramitha, A. D. (2024). The influence of The Female Daily 

Community (FD Talk) as a reference group on intention to purchase beauty 

products. Eduvest – Journal of Universal Studies, 4(5). 

Anpar Insights. (2023). Brand recognition & recall: The basics & beyond. Anpar 

Insights. 

Arif, T. D. (2024). Peran hubungan komunitas ‘Rebel Secret Society’ sebagai fungsi 

kehumasan dalam strategi branding Mad For Makeup untuk mendorong brand 

awareness = The role of 'Rebel Secret Society' community relations as a public 

relations function in Mad for Makeup's branding strategy to encourage brand 

awareness (Karya ilmiah, Universitas Indonesia). 

Bacon, J. (2019). People powered: How communities can supercharge your 

business, brand, and teams. HarperCollins Leadership. 

Belch, G. E., & Belch, M. A. (2018). Advertising and promotion: An integrated 

marketing communications perspective (11th ed.). New York: McGraw-Hill 

Education. 

Caputo, Antonella. (2021). Branding Notebook: How to Create Your Brand Image. 

Singapore: Lulu Press, Inc. 

Compas Indonesia (2024). Nilai penjualan kategori sunscreen Q1 2024. Retrieved 

from https://compas.co.id/article/nilai-penjualan-kategori-sunscreen-q1-2024/ 

Darwin, M., Mamondol, M. R., Sormin, S. A., Nurhayati, Y., Tambunan, H., Sylvia, 

D., Adnyana, I. M. D. M., Prasetiyo, B., Vianitati, P., & Gebang, A. A. (n.d.). 

https://compas.co.id/article/nilai-penjualan-kategori-sunscreen-q1-2024/
https://compas.co.id/article/nilai-penjualan-kategori-sunscreen-q1-2024/


 

162 

Metode penelitian pendekatan kuantitatif (T. S. Tambunan, Ed.). Media Sains 

Indonesia. 

Fadhila, A. M., Sukoco, I., Barkah, C. S., & Novel, N. A. (2024). Kajian literatur 

peran brand community dalam efektivitas pemasaran kosmetik lokal X melalui 

strategi amplified electronic word of mouth. Manajemen: Jurnal Ekonomi USU, 

6(2). 

Firmansyah, M. A. (2022). Pemasaran produk dan merek (planning & strategy). 

CV. Penerbit Qiara Media. 

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2014). A primer on partial 

least squares structural equation modeling (PLS-SEM). Sage Publications. 

Hall, J. (2017). Top of mind: Use content to unleash your influence and engage 

those who matter to you. McGraw Hill. 

Hardani, H., Andriani, H., Ustiawaty, J., Utami, E. F., Istiqomah, R. R., Fardani, 

R. A., Sukmana, D. J., & Auliya, N. H. (n.d.). Metode penelitian: Kualitatif & 

kuantitatif. CV. Pustaka Ilmu Group. 

Hemachandra, & Kusuma, A. (2023). Unveiling the impact digital marketing 

strategies and business performance in the beauty industry. Journal on 

Economics, Management and Business Technology, 2(2), 65–72. 

Hoang, H. T., Wang, F., Ngo, Q. V., & Chen, M. (2019). Brand equity in social 

media-based brand community. Journal of Consumer Marketing, [volume & 

issue missing], 325. https://www.emeraldinsight.com/0263-4503.htm 

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

Iba, Z., & Wardhana, A. (2024). Operasionalisasi variabel, skala pengukuran & 

instrumen penelitian kuantitatif. Eureka Media Aksara. 

Imanuddin Hasbi, Adrianza Putra, Mahir Pradana, Syahputra Syahputra, Tri 

Indra Wijaksana, and Hariadi Ismail "The influence of advertising controversy 

http://www.emeraldinsight.com/0263-4503.htm


 

163 

on purchasing intention: a case of luxurious fashion brand", Proc. SPIE 12936, 

International Conference on Mathematical and Statistical Physics, 

Computational Science, Education and Communication (ICMSCE 2023), 

129360T (19 December 2023); https://doi.org/10.1117/12.3011440 

Indartini, M., & Mutmainah. (2024). Analisis data kuantitatif: Uji instrumen, uji 

asumsi klasik, uji korelasi dan regresi linier berganda. Penerbit Lakeisha. 

Irvanto, O., & Sujana. (2020). Pengaruh desain produk, pengetahuan produk, 

dan kesadaran merek terhadap minat beli produk Eiger (Survey persepsi 

komunitas pecinta alam di Kota Bogor). Jurnal Ilmiah Manajemen Kesatuan 

(JIMKES), 8(2), 105–126. 

Khoirunnisa, D., & Albari, A. (2023). The effect of brand image and product 

knowledge on purchase intentions with e- WOM as a mediator variable. 

International Journal of Research in Business and Social Science (IJRBS), 

12(1), 80– 89. https://www.ssbfnet.com/ojs/index.php/ijrbs 

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing management (16th 

ed.). Pearson Education.                                                     

Lancia, F., Liliyana, & Abdul Aziz. (2023). K-Beauty dan Standar Kecantikan di 

Indonesia (Analisis Wacana Sara Mills pada Kanal YouTube Priscilla Lee). Jurnal 

Multidisiplin West Science, 2(01), 56-68. https://doi.org/10.58812/jmws.v2i1.175 

LOVINA, Felisha (2024). The Effect of Virtual Brand Community Identification 

and Entertainment Value on Brand Loyalty with Customer Brand Engagement as a 

Mediating Variable (Study on Members of Looke University Beauty Community). 

Skripsi thesis, Universitas Jenderal Soedirman. 

Meliantari, I. D. (2023). Produk dan merek (Suatu pengantar). Eureka Media 

Aksara. 

McKinsey & Company (2021). Understanding the ever-evolving, always surprising 

consumer. Retrieved from https://www.mckinsey.com/industries/consumer-

http://www.ssbfnet.com/ojs/index.php/ijrbs
https://doi.org/10.58812/jmws.v2i1.175
https://doi.org/10.58812/jmws.v2i1.175
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer


 

164 

packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-

consumer 

Muniz, A. M., Jr., & O'Guinn, T. C. (2001). Brand community. Journal of 

Consumer Research, 27(4), 412–432. https://doi.org/10.1086/319618 

Nurafridha, M. R., & Listiana, E. (2023). Faktor yang mempengaruhi keputusan 

pembelian kembali produk skincare. Prosiding Management Business Innovation 

Conference (MBIC), Universitas Tanjungpura. 

Nurbianto, A. T., & Christian, T. F. (2024). Marketing strategies through product 

awareness, service quality and product quality assurance on consumer purchasing 

decisions. DEVOTION: Journal of Research and Community Service, 5(4). 

Nurmawati, I. (2021). Perilaku konsumen dan keputusan pembelian. Media Nusa 

Creative (MNC Publishing). 

Pratisthita, D. A. A. P., Yudhistira, P. G. A., & Agustina, N. K. W. (2022). The 

Effect of Brand Positioning, Brand Image, and Perceived Price on Consumer 

Repurchase Intention Low-Cost Carrier. Jurnal Manajemen Teori Dan Terapan| 

Journal of Theoretical and Applied Management, 15(2), 181–195. 

https://doi.org/10.20473/jmtt.v15i2.35715 

Putri, D. E., Sudirman, A., Suganda, A. D., Kartika, R. D., Martini, E., Susilowati, 

H., Bambang, A., Trenggana, A. F. M., Zulfikar, R., Handayani, T., Kusuma, G. P. 

E., Triwardhani, D., Rini, N. K., Pertiwi, W. N. B., & Roslan, A. H. (2021). Brand 

marketing. Widina Bhakti Persada Bandung. 

Putri, H. C., & Saputri, M. E. (n.d.). Analisis Pengaruh Brand Community dan 

Brand Image terhadap Brand Loyalty (Studi Kasus pada RUBI Community 

Avoskin di Kota Bandung). Program Studi S1 Administrasi Bisnis, Fakultas 

Komunikasi dan Bisnis, Universitas Telkom. 

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://doi.org/10.1086/319618
https://doi.org/10.1086/319618
https://doi.org/10.20473/jmtt.v15i2.35715


 

165 

Putri, S. A., Lestari, A. I., & Aisyah, S. (2024). Beauty and influence: 

Understanding the effects of product quality and influencers on brand image and 

consumer choices. Jurnal Administrare: Jurnal Pemikiran Ilmiah dan Pendidikan 

Administrasi Perkantoran, 11(2), 338–348. 

https://journal.unm.ac.id/index.php/administrare/index 

Qothrunnada, R., & Pandrianto, N. (2024). Pola komunikasi RUBI Community 

dalam membangun konektivitas antara brand dan konsumen. Prologia Universitas 

Tarumanagara. Diterbitkan 13 Januari 2024. 

Rahadi, D. R. (2023). Pengantar Partial Least Squares Structural Equation 

Modeling (PLS-SEM). Lentera Ilmu Madani. 

Rahmadina, A. D. N., & Purnamasari, O. (2023). Pengaruh komunitas virtual 

terhadap keputusan pembelian skincare Skintific: Survei pada komunitas virtual 

@Ohmybeautybank di Twitter. TUTURAN: Jurnal Ilmu Komunikasi, Sosial Dan 

Humaniora, 1(4). https://e-journal.nalanda.ac.id/index.php/TUTURAN 

Riung, M. S., Tumbel, A. L., & Jan, A. B. H. (2024). Pengaruh komunitas virtual, 

diskon, dan Korean celebrity endorser terhadap keputusan pembelian pada produk 

skincare dan kosmetik Somethinc di Kota Manado. Jurnal EMBA, 12(3), 751–761. 

Rubiyanti, N., Fakhri, M., & Abu Sujak, A. F. bin. (2023). Viral marketing: A 

bibliometric approach to explore research novelty. Jurnal Bisnis dan Manajemen, 

24(1), https://doi.org/10.24198/jbm.v24i1.2060 

Roseline, K., & Gunadi, W. (2023). The effect of trust in the Soco Community on 

repurchase intention in social e-commerce. SITEKIN: Jurnal Sains Teknologi dan 

Industri, 20(2), 764–772. 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial least squares 

structural equation modeling. In H. Latan & R. Noonan (Eds.), Partial least 

squares path modeling: Basic concepts, methodological issues and 

https://e-journal.nalanda.ac.id/index.php/TUTURAN
https://e-journal.nalanda.ac.id/index.php/TUTURAN
https://doi.org/10.24198/jbm.v24i1.2060


 

166 

applications (pp. 1–40). Springer. https://doi.org/10.1007/978-3-319-64069-

3_1 

Schaefer, M. W. (2023). Belonging to the brand: Why community is the last great 

marketing strategy. Mark Schaefer. 

Scaraboto, D., de Almeida, S. O., & dos Santos Fleck, J. P. (2020). “No piracy talk”: 

How online brand communities work to denormalize controversial gaming 

practices. Journal of Consumer Marketing, 1103. 

https://www.emerald.com/insight/1066-2243.htm 

Setyawan, I. D. A. (2021). Hipotesis dan variabel penelitian. Penerbit Tahta Media. 

Sugiyono. (2019). Metode penelitian kuantitatif, kualitatif dan R & D (Edisi ke-2, 

Cet. ke-1). Alfabeta. 

Speyer, A. (2022). The accidental community manager: A guide to building a 

successful B2B community. Page Two Books. 

Statista. (2022). Budget allocation for buying skincare products. Retrieved from 

https://www.statista.com/statistics/1365886/indonesia-budget-allocation-for-

buying-skincare-products/ 

Statista. (2023). Indonesia: Monthly budget allocation for skincare products 2023. 

Retrieved from https://www.statista.com/statistics/1396744/indonesia-monthly-

budget-allocation-for-buying-skincare-products/ 

Statista. (2023). Leading imported skincare brands. Retrieved from 

https://www.statista.com/statistics/1396710/indonesia-leading-imported-skincare-

brands/ 

Statista. (2023). Leading local skincare brands. Retrieved from 

https://www.statista.com/statistics/1396724/indonesia-leading-local-skincare-

brands/ 

https://www.emerald.com/insight/1066-2243.htm
https://www.emerald.com/insight/1066-2243.htm
https://www.emerald.com/insight/1066-2243.htm
https://www.statista.com/statistics/1365886/indonesia-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1365886/indonesia-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1365886/indonesia-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1365886/indonesia-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1396744/indonesia-monthly-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1396744/indonesia-monthly-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1396744/indonesia-monthly-budget-allocation-for-buying-skincare-products/
https://www.statista.com/statistics/1396710/indonesia-leading-imported-skincare-brands/
https://www.statista.com/statistics/1396710/indonesia-leading-imported-skincare-brands/
https://www.statista.com/statistics/1396710/indonesia-leading-imported-skincare-brands/
https://www.statista.com/statistics/1396710/indonesia-leading-imported-skincare-brands/
https://www.statista.com/statistics/1396724/indonesia-leading-local-skincare-brands/
https://www.statista.com/statistics/1396724/indonesia-leading-local-skincare-brands/
https://www.statista.com/statistics/1396724/indonesia-leading-local-skincare-brands/
https://www.statista.com/statistics/1396724/indonesia-leading-local-skincare-brands/


 

167 

Statista. (2025). Revenue of the beauty and personal care market. Retrieved from 

https://www.statista.com/forecasts/1220238/indonesia-revenue-beauty-and-

personal-care-market 

Tur, Wasita, T. K., Wibowo, L. A., & Lisnawati. (2021). Analisis peran online 

brand community dan brand experience terhadap customer engagement pada 

followers akun Instagram beauty platform di Indonesia. Strategic: Jurnal 

Pendidikan Manajemen Bisnis, 21(1), 31–46. 

Venkateswaran P.S, P. Sudha, M. Rafiq, and J. Żywiołek, “Branding Strategies in 

Luxury Markets: A Comparative Analysis,” FMDB Transactions on Sustainable 

Management Letters., vol. 1, no. 3, pp. 114-124, 2023.  

Waluyo, M., & Rachman, M. W. (2020). Mudah cepat tepat dalam aplikasi 

structural equation modeling (Edisi revisi). Literasi Nusantara. 

Wardhana, A. (2024). Brand management in the digital era – Edisi Indonesia (Edisi 

pertama). Eureka Media Aksara. 

Wardhani, N. W. S., Nugroho, W. H., Lusia, D. A., & Rahmi, N. S. (2021). Teknik 

sampling dan survei: Konsep dasar dan aplikasi. UB Press. 

Wempi, S., & Priyadi, J. A. (2024). Yellow cart feature on TikTok as a medium to 

attract purchase interest. Journal of Indonesian Social Science, 5(7). 

http://jiss.publikasiindonesia.id/ 

Widodo, S., Ladyani, F., Asrianto, L. O., Rusdi, N., Khairunnisa, S., Lestari, S. M. 

P., Devrianaya, A., Wijayanti, D. R., Hidayat, A., Dalifan, S., Nurcahyati, S., 

Sjaharani, T., Armi, N., Widya, N., & Rogayah, N. (2023). Buku ajar metode 

penelitian. CV Science Techno Direct. 

Widodo, A., Rubiyanti, N., & Yusiana, R. (2025). Unveiling the power of social 

media: How marketing communication shapes consumer behaviour. Paper Asia, 

41(2), 173–183. https://doi.org/10.59953/paperasia.v41i2b.333 

https://www.statista.com/forecasts/1220238/indonesia-revenue-beauty-and-personal-care-market
https://www.statista.com/forecasts/1220238/indonesia-revenue-beauty-and-personal-care-market
https://www.statista.com/forecasts/1220238/indonesia-revenue-beauty-and-personal-care-market
https://www.statista.com/forecasts/1220238/indonesia-revenue-beauty-and-personal-care-market
http://jiss.publikasiindonesia.id/
https://doi.org/10.59953/paperasia.v41i2b.333


 

168 

Wijaya, T. F. (2023). Analisis pengaruh Community-Based Marketing IeSPA 

terhadap Brand Awareness esport di Indonesia (Skripsi, Universitas Katolik 

Parahyangan). 

Wulandari, A., & Mulyanto, H. (2024). Keputusan pembelian konsumen. PT 

Kimshafi Alung Cipta. 

Xi, Z. (2024). Research on Impact of Female College Students’ Beauty 

Consumption on Industry Marketing Strategies. SHS Web of Conferences, 207, 

02011. https://doi.org/10.1051/shsconf/202420702011 

Yanandra, D. D. (2024). Peran anggota komunitas konsumen di media sosial dalam 

keterlibatan konsumen terhadap merek The Body Shop. Jurnal Ilmiah Manajemen, 

12(2), 108–122. 

YCP Holdings (2024). Indonesia skincare market penetration. Retrieved from 

https://ycp.com/insights/article/indonesia-skincare-market-penetration 

 

 

 

 

 

 
 
 
 
 
 
 
 

https://doi.org/10.1051/shsconf/202420702011
https://doi.org/10.1051/shsconf/202420702011
https://ycp.com/insights/article/indonesia-skincare-market-penetration
https://ycp.com/insights/article/indonesia-skincare-market-penetration
https://ycp.com/insights/article/indonesia-skincare-market-penetration

