DAFTAR PUSTAKA

Abdullah, K., Jannah, M., Aiman, U., Hasda, S., Fadilla, Z., Taqwin, M., ... & Sari, M. E.
(2022). Metodologi penelitian kuantitatif. Yayasan Penerbit Muhammad Zaini, 3(2), 70—
83.

Adhia, R. F. (2025). ANALISIS PENGARUH DIGITAL MARKETING, KUALITAS
PRODUK, CITRA MEREK TERHADAP LOYALITAS MELALUI KEPUASAN
PELANGGAN SEBAGAI VARIABEL MEDIASI (STUDI PADA PENERBIT ERLANGGA)
(Doctoral dissertation, UNIVERSITAS BAKRIE).

Adhiputri, B. R. S. (2025). Analisis strategi social media marketing communication brand
F&B inovatif (Studi kasus pada Instagram @ijoozindonesia) (Doctoral dissertation,

Universitas Bakrie).

Adzra, R. S., & Iryanti, E. (2024). Effectiveness of TikTok social media advertising as an
online promotion strategy for CV Avero Indonesia. Formosa Journal of Multidisciplinary

Research, 3(1), 13-22. https://doi.org/10.55927/fjmr.v3il.7574

Adoe, V. S., & Rushadiyati, R. (2025). Analysis of the influence of short video marketing
on TikTok on the purchase decisions of MSME products. International Journal of Financial

Economics, 2(2), 846—859.

Agustin, N., & Amron. (2022). Pengaruh influencer marketing dan persepsi harga terhadap
minat beli skincare pada TikTok Shop. KINERJA Jurnal Ekonomi dan Bisnis, 5(1), 49-61.

Alfiannor, A. (2024). Analisis pengaruh influencer marketing terhadap minat beli

konsumen: Literatur review. Ekodestinasi, 2(2), 128—137.
ALYA, S. K., BALQIS, N. A. P. S., FIRDA, N. F., HASNA, M. N., MYISHA, A. N. S,

NAJMA, S. N., & RAMA, W. A. R. (2024). Analisis Pengaruh Influencer Terhadap
Keputusan Pembelian Skincare dan Make Up di Kalangan GenZ. JURNAL MAHASISWA

152


https://doi.org/10.55927/fjmr.v3i1.7574
https://doi.org/10.55927/fjmr.v3i1.7574

KREATIF Yupeoumenu: Fakultas Hukum, Universitas Katolik Widya Karya Malang, 2(3),
19-30.

Ambarwati, R. (2022). Buku ajar metode penelitian manajemen. Umsida Press.

Anggraeni, R. D., Pangestuti, E., & Devita, L. D. R. (2018). Pengaruh endorsement beauty
vlogger terhadap minat beli make up brand lokal. Jurnal Administrasi Bisnis (JAB), 60(1),
155-162.

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

communications perspective (11th ed.). McGraw-Hill Education.

Bhandari, A., & Bimo, S. (2022). Why’s everyone on TikTok now? The algorithmized self

and the future of self-making on social media. Social Media + Society, 8(1), 1-11.

Bilqis, U. F., & Desriyeni. (2024). Perilaku pencarian informasi produk skincare melalui

media sosial TikTok. Jurnal Pendidikan Tambusai, 8(2), 18494—18503.

BUDI, S. (2025). Pengaruh social media marketing terhadap keputusan memilih perguruan

tinggi dengan brand image sebagai variabel mediasi.

Burns, L. (2025). The impact of TikTok marketing on consumer behavior in the fashion

industry: Strategies for effective engagement and sales conversation.

ByteDance. (2020). How TikTok recommends videos #ForYou. TikTok Newsroom.

ByteDance. (2020). TikTok for business: An introduction to TikTok. ByteDance Ltd.

Canning, L. E., & West, D. (2006, September). Celebrity endorsement in business markets.
In 22nd IMP Conference (pp. 7-9).

Chandra, J. F. A. F. (2024). Pengaruh user generated content dan online consumer review
terhadap minat beli produk Eat Sambel di TikTok Shop (Doctoral dissertation, Universitas
Bakrie).

153



Christea, K., & Nisa, P. C. (2022). Pengaruh advertising disclosure language terhadap
minat beli produk beauty and fashion di Instagram. Jurnal Manajemen dan Organisasi,

13(1), 12-22.

Corina, S. (2006). Marketing communication in online social programs: Ohanian model of

source credibility. Journal of Empirical Generalisations in Marketing, 1(1), 778—784.

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram
influencers. International Journal of Advertising, 36(5), 798—828.

Dewi, K. (2023). Analisis konten strategi komunikasi pemasaran di era digital pada aplikasi

TikTok. Jurnal Penelitian Inovatif, 3(2), 507-514.

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

Instagram profiles. Computers in Human Behavior, 68, 1-7.

Dwifajri, P. N. (2020). Pengaruh kredibilitas beauty vlogger Abel Cantika terhadap minat
beli Maybelline (Doctoral dissertation, Universitas Bakrie).

Ghozali, I. (2016). Aplikasi analisis multivariate IBM SPSS 23. Badan Penerbit Universitas

Diponegoro.

Hansari, H. (2025, 19 Mei). Mengenal Gen Z, Generasi Rawan Depresi Hingga Si Paling
Self Reward. https://kotabarukab.bps.go.id/id/news/2025/05/19/345/mengenal-gen-z--

oenerasi-rawan-depresi-hingga-si-paling-self-reward.html

Hariyanti, N. T., & Wirapraja, A. (2018). Pengaruh influencer marketing sebagai strategi
pemasaran digital era modern. EKSEKUTIF, 15(1), 133—146.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! Business Horizons, 53(1),
59-68.

154


https://kotabarukab.bps.go.id/id/news/2025/05/19/345/mengenal-gen-z--generasi-rawan-depresi-hingga-si-paling-self-reward.html
https://kotabarukab.bps.go.id/id/news/2025/05/19/345/mengenal-gen-z--generasi-rawan-depresi-hingga-si-paling-self-reward.html

Kaye, D.B. V., Chen, X., & Zeng, J. (2021). The co-evolution of two Chinese mobile short
video apps. Mobile Media & Communication, 9(2), 229-253.

Khan, O. F. (2021). TikTok marketing: A new frontier for digital engagement. Journal of
Digital Marketing, 5(2), 45-55.

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media?
Get serious! Business Horizons, 54(3), 241-251.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education
Limited.

Kusuma, E. G., & Nugroho, A. A. (2021). Analisis pengaruh source credibility terhadap
minat beli. Transaksi, 13(2), 32-52.

Limanseto, H. (2025, 4 Desember). Tumbuh Double Digit, Pemerintah Dukung Penguatan
Ekosistem Industri Kecantikan. https://www.ekon.go.id/publikasi/detail/6712/tumbuh-

double-digit-pemerintah-dukung-penguatan-ekosistem-industri-kecantikan

Lois, B. S. (2025). Strategi komunikasi pemasaran Sallang Sallang melalui konten motion

graphic.

Maharani, A, T., Muflikhati, I. Consumptive Behavior in Makeup Product Purchases
among University Students: The Role of Self-Control, Peer Conformity, and Electronic
Word of Mouth. Journal of Child, Family, and Consumer Studies 2025, 4(3), 177-192
https://doi.org/10.29244/jctcs.4.3.177 -192.

Marbun, A. P. C. (2024). PENGARUH KEMUDAHAN PENGGUNAAN DAN PERSEPSI
RESIKO TERHADAP KEPUTUSAN PEMBELIAN DI APLIKASI HALODOC (Doctoral

dissertation, Universitas Bakrie).

McKinsey. (2024). McKinsey. Retrieved from https://www.mckinsey.com/featured-

insights/mckinsey-explainers/what-is-gen-z

155


https://www.ekon.go.id/publikasi/detail/6712/tumbuh-double-digit-pemerintah-dukung-penguatan-ekosistem-industri-kecantikan
https://www.ekon.go.id/publikasi/detail/6712/tumbuh-double-digit-pemerintah-dukung-penguatan-ekosistem-industri-kecantikan
https://www.ekon.go.id/publikasi/detail/6712/tumbuh-double-digit-pemerintah-dukung-penguatan-ekosistem-industri-kecantikan
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-gen-z
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-gen-z

Muhammad, N. (2025, 9 Januari). Indonesia Masuk Jajaran Penyumbang GMV Terbesar
di TikTok Shop.

https.//databoks.katadata.co.id/teknologi-

telekomunikasi/statistik/67 7f4ebb3ed4ad/indonesia-masuk-jajaran-penyumbang-gmv-

terbesar-di-tiktok-shop-2024

Musyaffa, . N., & Huda, A. M. (2025). Pengaruh key opinion leader terhadap keputusan
pembelian produk makanan. The Commercium, 9(3), 412-422.

Octafia, T. P., & Setyonaluri, D. (2022). Beauty premium of working women in urban
Indonesia.  Makara  Human  Behavior  Studies in  Asia, 26(2), 85-94.
https://doi.org/10.7454/hubs.asia.1060322

Pornpitakpan, C. (2004). The persuasiveness of source credibility. Journal of Applied
Social Psychology, 34(2), 243-281.

Putri, C. E., Hamsinah, H., & Arsyilla, N. (2024). Pemanfaatan media sosial Instagram.
Jurnal Cyber PR, 4(1), 69-81.

RIDHO, A. (2022). Strategi gaya komunikasi penyiar radio.

Riyanto, G. P., & Pertiwi, W. K. (2025, 30 Juli). Pengguna TikTok di Indonesia Tembus

160 Juta, Terbanyak di Asia Tenggara.
https://tekno.kompas.com/read/2025/07/30/14164347 /pengguna-tiktok-di-indonesia-

tembus-160-juta-terbanyak-di-asia-tenggara?page=all

Riyanto, S., & Hatmawan, A. A. (2020). Metode riset penelitian kuantitatif penelitian di

bidang manajemen, teknik, pendidikan dan eksperimen. Deepublish.
Rusti, A. D. Kurniawati, dan Masnita, Y. (2024). Tinjauan Theory of Planned Behavior

dalam Mempengaruhi Purchase Intention dan Purchase Behavior melalui Social Media.

Jurnal Ekonomi Efektif, 7, 116-130.

156


https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/677f4ebb3e4a4/indonesia-masuk-jajaran-penyumbang-gmv-terbesar-di-tiktok-shop-2024
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/677f4ebb3e4a4/indonesia-masuk-jajaran-penyumbang-gmv-terbesar-di-tiktok-shop-2024
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/677f4ebb3e4a4/indonesia-masuk-jajaran-penyumbang-gmv-terbesar-di-tiktok-shop-2024
https://doi.org/10.7454/hubs.asia.1060322
https://tekno.kompas.com/read/2025/07/30/14164347/pengguna-tiktok-di-indonesia-tembus-160-juta-terbanyak-di-asia-tenggara?page=all
https://tekno.kompas.com/read/2025/07/30/14164347/pengguna-tiktok-di-indonesia-tembus-160-juta-terbanyak-di-asia-tenggara?page=all

Sachu, B., Kadeswaran, S., Jayaseelan, R. (2025). Social Media Influencer Credibility On
Consumer Purchase Intentions: Source Credibility Theory Perspective. International
Journal of Environmental Sciences, 11(16s), 1988—1998.

Said, S. R., Yasir, R. A., & Kristaung, R. (2024). Pengaruh Tasya Farasya terhadap
keputusan pembelian. Innovative: Journal of Social Science Research, 4(3), 8579-8589.
Sahir, S. H. (2023). Pengaruh influencer marketing terhadap minat beli produk skincare.
Sari, R. M. (2025). Aplikasi media sosial. Serasi Media Teknologi.

Sarwono, A. E., & Handayani, A. (2021). Metode kuantitatif. Unisri Press.

Sarwono, J. (2018). Metode penelitian kuantitatif dan kualitatif: Edisi 2.

Serrano, J. C. M., Papakyriakopoulos, O., & Hegelich, S. (2020). Political communication
on TikTok. ACM Conference Proceedings, 257-266.

Sihotang, H. (2023). Metode penelitian kuantitatif.

Soesana, A., Subakti, H., Karwanto, K., Fitri, A., Kuswandi, S., Sastri, L., ... & Lestari, H.
(2023). Metodologi penelitian kuantitatif.

Sokolova, K., & Kefi, H. (2019). Instagram and YouTube bloggers promote it. Journal of

Retailing and Consumer Services.

Stephanie, E. (2014). Pengaruh kredibilitas endorser terhadap minat beli. CALYPTRA,
2(2), 1-21.

Sugeng, B. (2022). Fundamental metodologi penelitian kuantitatif (eksplanatif).
Deepublish.

Sugiyanto, E. A. M., Resmi, S., & Utami, A. M. (2025). Dampak pemasaran digital pada
keputusan pembelian. Cakrawangsa Bisnis, 6(2), 200-211.

157



Sulaiman, M., Adiningtyas, 1., & Diputra, N. Y. (2026). Pengaruh Pendapatan dan Media
Sosial terhadap Keputusan Pembelian Produk Fashion Bermerek di Shopee: Peran Mediasi
Citra Merek pada Perempuan Pekerja di Bandar Lampung. Business UHO: Jurnal
Administrasi Bisnis, 11(1), 1-16.

Sumaryo, I., & Kurniawati, M. (2026). Pengaruh shopping cart terhadap purchase
intention. Al-Zayn: Jurnal Ilmu Sosial & Hukum, 4(1), 1772-1779.

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2022). Live streaming influences purchase

intentions. Electronic Commerce Research and Applications, 37.

Syafrina, M., Asyifa, P., Firdaus, F., Sudarso, D. M., & Mulyana, A. E. (2026). The effect
of online customer review and perceived risk on purchase decisions: A study of Somethinc
consumers on the TikTok shop platform. Journal of Applied Business Administration,

10(1), 208-223. https://doi.org/10.30871/jaba.12040

Tabriza, T., & Rohman, F. (2024). Pengaruh kredibilitas influencer terhadap minat beli.
Jurnal Manajemen Pemasaran dan Perilaku Konsumen, 3(4), 945-959.

Tarjo, T. (2021). Metode penelitian administrasi.
Taura, C. I. N. S. (2025). Analisis Deskriptif Kuantitatif Brand Trust terhadap Brand
Loyalty (Studi pada Membership Pengguna Aplikasi U by Prodia di Prodia Harapan
Indah)(Doctoral dissertation, Universitas Bakrie).

Tjiptono, F. (2008). Strategi pemasaran. Andi.

Tjoa, H. B., Sutjipto, C. C., Valerie, V., & Wijayanti, S. H. (2024). Pendekatan AIDA oleh
influencer di TikTok. Jurnal Riset Komunikasi, 7(2), 235-247.

Trimurti, C. P., Muhartono, D. S., Karundeng, D. R., dkk. (2025). METODE PENELITIAN
Pendekatan Kuantitatif dan Kualitatif. Penerbit Lakeisha.

Van Dijk, J. (2013). The culture of connectivity. Oxford University Press.

158


https://doi.org/10.30871/jaba.12040

Vedhitya, M. (2025, 20 Oktober). TikTok Shop Kian Mendominasi Sektor Social

Commerce di Indonesia. https://www.marketeers.com/tiktok-shop-kian-mendominasi-

sektor-social-commerce-di-indonesia/

Wahyudi, M. A., Rahmadhani, M. V., Mu’is, A., & Evelyna, F. (2025). Short-form video

marketing impact. International Journal of Business, Law, and Education, 6(1), 855-864.

Widyanto, H. A., & Agusti, C. R. (2020). Beauty influencer in the digital age. Jurnal

Manajemen dan Pemasaran Jasa, 13(1), 1-16.

Widyastuti, S. (2017). Manajemen komunikasi pemasaran terpadu.

Wongkitrungrueng, A., & Assarut, N. (2020). Live streaming in social commerce. Journal

of Business Research, 117, 543-556.

Yonatan, A. (2025, 18 Januari). Indonesia Jadi Negara dengan Influencer Terbanyak Ke-
5 di Dunia. https://goodstats.id/article/indonesia-jadi-negara-dengan-influencer-

terbanyak-ke-5-di-dunia-63HrA

Zakariah, M. A., Afriani, V., & Zakariah, K. M. (2020). Metodologi penelitian kualitatif,
kuantitatif, action research, research and development (R&D). Yayasan Pondok Pesantren

Al Mawaddah Warrahmah Kolaka.

Zuhri, S., Rozi, A. F., Sulistyowati, A., & Fauziyah, N. (2025). Pengaruh influencer
marketing terhadap perilaku pembelian. MICJO, 2(1), 520-528.

Zulli, D., & Zulli, D. J. (2020). Extending the Internet meme. New Media & Society,
22(11).

159


https://www.marketeers.com/tiktok-shop-kian-mendominasi-sektor-social-commerce-di-indonesia/
https://www.marketeers.com/tiktok-shop-kian-mendominasi-sektor-social-commerce-di-indonesia/
https://www.marketeers.com/tiktok-shop-kian-mendominasi-sektor-social-commerce-di-indonesia/
https://goodstats.id/article/indonesia-jadi-negara-dengan-influencer-terbanyak-ke-5-di-dunia-63HrA
https://goodstats.id/article/indonesia-jadi-negara-dengan-influencer-terbanyak-ke-5-di-dunia-63HrA
https://goodstats.id/article/indonesia-jadi-negara-dengan-influencer-terbanyak-ke-5-di-dunia-63HrA

