
 

55 

 

DAFTAR PUSTAKA 

 

Abd Aziz, Z. D., Omar. M. K., & Ariffin. S. (2019). The Effects of 

Celebrity  Endorsements towards Purchase Intention among Malaysian 

Millennials. . Religación: Revista de Ciencias Sociales y Humanidades, 4(14), 

166–124. 

 

Abdullah, A. F., Zainal, A., Tahir, H. M., Othman, M. F. S., Azizi, A. K., & 

Nothamdani, N. ‘Azizull H. Bin. (2020). Hyper-Localization Within Shopee 

Marketplace. Proceedings of the International Conference of Innovation in Media 

and Visual Design (IMDES 2020), 502, 248-253. 

https://doi.org/10.2991/assehr.k.201202.084 

 

Adhila, F., Fitriani, D. , & Ismanto, D. (2014). Petunjuk Praktikum Statistik 2. 

Yogyakarta: Universitas Ahmad Dahlan. 

 

Ali, A. A., Abbass, A., & Farid, N. (2020). Factors Influencing Customers’ Purchase 

Intention In Social Commerce. International Review of Management and 

Marketing, 10(5), 63–73. https://doi.org/10.32479/irmm.10097 

 

Al-Ja’afreh, A. L. I. , & Al-Adaileh, R. A. I. D. (2020). The impact of electronic word 

of mouth on consumers purchasing intention. Journal of Theoretical and Applied 

Information Technology, 98(02), 183–193. 

 

Amalia, C. D. , & Lubis, E. E. (2020). Pengaruh content marketing di Instagram 

stories@ lcheesefactory terhadap minat beli konsumen. Jurnal Online Mahasiswa 

(JOM) Bidang Ilmu Sosial Dan Ilmu Politik, 7(1), 1–11. 

 

Annur (2022), E-Commerce Terpopuler di Kalangan Anak Muda, Siapa Juaranya?. 

Databoks[Internet], 3 November. Available from : 

https://databoks.katadata.co.id/datapublish/2022/06/28/e-commerce-terpopuler-

di-kalangan-anak-muda-siapa-juaranya  

 

Astuti, W. D., & Kaligis, R. A. W. (2021). Pengaruh Promosi Buku Penerbit Mediakita 

Di Instagram Terhadap Proses Keputusan Pembelian Generasi Z. Jurnal Ilmu 

Komunikasi, 18(1), 19–34. https://doi.org/10.24002/jik.v18i1.2955 

 

Berliana, T., H. & Nurlinda, R. (2022). The Effect of Electronic Word of Mouth and 

Celebrity Endorser Through Brand Trust on Repurchasing Interests of Lip Cream 

Make Over Products. Jurnal Multidisiplin Madani, 2(11), 3938–3954. 

https://doi.org/10.55927/mudima.v2i11.1760 

 

https://doi.org/10.2991/assehr.k.201202.084
https://doi.org/10.32479/irmm.10097
https://databoks.katadata.co.id/datapublish/2022/06/28/e-commerce-terpopuler-di-kalangan-anak-muda-siapa-juaranya
https://databoks.katadata.co.id/datapublish/2022/06/28/e-commerce-terpopuler-di-kalangan-anak-muda-siapa-juaranya
https://doi.org/10.24002/jik.v18i1.2955
https://doi.org/10.55927/mudima.v2i11.1760


56 

 

 

 

Chakraborty, U. (2019). The impact of source credible online reviews on purchase 

intention. Journal of Research in Interactive Marketing, 13(2), 142–161. 

https://doi.org/10.1108/JRIM-06-2018-0080 

 

Dilhani, K., & Weerasinghe, R. (2019). Impact Of Content Marketing Towards The 

Customer Online Engagement. In International Journal of Research in Business, 

Economics and Management 2(3), 217-224. 

 

Dwidienawati, D., Tjahjana, D., Abdinagoro, S. B., Gandasari, D., & Munawaroh. 

(2020). Customer review or influencer endorsement: which one influences 

purchase intention more? Heliyon, 6(11). 

 https://doi.org/10.1016/j.heliyon.2020.e05543 

 

Firman, A., Ilyas, G. B., Reza, H. K., Lestari, S. D., & Putra, A. H. P. K. (2021). The 

mediating role of customer trust on the relationships of celebrity endorsement and 

e-WOM to Instagram Purchase intention. Jurnal Minds: Manajemen Ide dan 

Inspirasi, 8(1), 107-126. 
 

Ghozali, I. (2011). Aplikasi Analisis Multivariate Dengan Program SPSS. Semarang: 

Badan Penerbit Universitas Diponegoro. 

 

Ghozali, I. (2018). Aplikasi Analisis Multivariate Dengan Program SPSS-

Imam  Ghozali-2018. Badan Penerbit Universitas Diponegoro. 

 

Gilal, F. G., Paul, J., Gilal, N. G., & Gilal, R. G. (2020). Celebrity endorsement and 

brand passion among air travelers: Theory and evidence. International Journal of 

Hospitality Management, 85. https://doi.org/10.1016/j.ijhm.2019.102347 

 

Hair Jr., J. F., Gabriel, M. L. D. S., & Patel, V. K. (2014). Modelagem de Equações 

Estruturais Baseada em Covariância (CB-SEM) com o AMOS: Orientações sobre 

a sua aplicação como uma Ferramenta de Pesquisa de Marketing. Revista 

Brasileira de Marketing, 13(2), 44–55. 

https://doi.org/10.5585/remark.v13i2.2718 

 

Halik, A. , & Nugroho, M. (2022). The role of consumer pleasure moderating the effect 

of content marketing and price discount on online shopping decision and loyalty 

of generation Z. . Media Ekonomi Dan Manajemen, 37(1), 35–54. 

https://doi.org/http://dx.doi.org/10.24856/mem.v37i1.2259 

 

Hernandez-de-Menendez, M. , Escobar. D. C. A. , & Morales-Menendez. R. (2020). 

Educational experiences with Generation Z. International Journal on Interactive 

Design and Manufacturing (IJIDeM), 14, 847–859. 

 

https://doi.org/10.1108/JRIM-06-2018-0080
https://doi.org/10.1016/j.heliyon.2020.e05543
https://doi.org/10.1016/j.ijhm.2019.102347
https://doi.org/10.5585/remark.v13i2.2718
https://doi.org/http:/dx.doi.org/10.24856/mem.v37i1.2259


57 

 

 

 

Hidayat, A. T. R. , & Astuti, B. (2019). The Influence of Internet Advertising and e-

WOM on Perception and Purchase Intention of B2C E-Commerce Costumers in 

Indonesia. Proceeding UII-ICABE, 207-218. 

 

Ho, T. Q., Nie, Z., Alpizar, F., Carlsson, F., & Nam, P. K. (2022). Celebrity 

endorsement in promoting pro-environmental behavior. Journal of Economic 

Behavior & Organization, 198, 68–86. https://doi.org/10.1016/j.jebo.2022.03.027 

 

Hussain, I. (2020). Impact Of Celebrity Endorsement On Consumers Buying Behavior. 

In Journal of Marketing Strategies, 2(1), 1-9. 

 

Kajtazi, K., & Zeqiri, J. (2020). The effect of e-WOM and content marketing on 

customers’ purchase intention. International Journal of Islamic Marketing and 

Branding, 5(2), 114. https://doi.org/10.1504/IJIMB.2020.111144 

 

Kamenidou, I. Mamalis, C. S. A., Pavlidis, S., & Bara, E. Z. G. (2019). Segmenting 

the generation Z cohort university students based on sustainable food 

consumption behavior: A preliminary study. Sustainability, 11(3), 1–22. 
https://doi.org/10.3390/su11030837 

 

Kang, M. Y., Choi, Y., & Choi, J. (2019). The effect of celebrity endorsement on 

sustainable firm value: evidence from the Korean telecommunications industry. 

International Journal of Advertising, 38(4), 563–576. 

https://doi.org/10.1080/02650487.2019.1601910 

 

Kentzo, K., Angelyn Claudia, G., Siaputra, H., & Iskandar, V. (2020). Analisa 

Pengaruh Ewom Terhadap Minat Beli Konsumen Setelah Kejadian Food 

Poisoning Di Restoran X Surabaya Dengan Citra Merek Sebagai Mediator. Jurnal 

Hospitality dan Manajemen Jasa, 8(1). 

 

Kok, W., Ariesa, Y., Pratama, V., Kosasih, S., & Fernand Alianza, V. (2021). The Role 

of Brand Ambassador, Event Marketing and Digital Marketing on Purchase 

Decisions User Shopee. Budapest International Research and Critics  Institute 

(BIRCI-Journal): Humanities and Social Sciences, 4(3), 4804–4814. 

https://doi.org/10.33258/birci.v4i3.2263 

 

Kusumasondjaja, S., & Tjiptono, F. (2019). Endorsement and visual complexity in food 

advertising on Instagram. Internet Research, 29(4), 659–687. 

https://doi.org/10.1108/IntR-11-2017-0459 

 

Kusumawati, T. S., & Satmoko, A. (2023). Pengaruh Electronic Word of 

Mouth  (Ewom), Perceived Enjoyment, Dan Subjective Norm Terhadap 

Purchase  Intention Jasa Subscription Video on Demand (Svod) Netflix Dengan 

https://doi.org/10.1016/j.jebo.2022.03.027
https://doi.org/10.1504/IJIMB.2020.111144
https://doi.org/10.3390/su11030837
https://doi.org/10.1080/02650487.2019.1601910
https://doi.org/10.33258/birci.v4i3.2263
https://doi.org/10.1108/IntR-11-2017-0459


58 

 

 

 

Variabel  Perceived Usefulness Sebagai Variabel Mediasi (Survei Pada Generasi 

Z di  Daerah Istimewa Yogyakarta. Indonesian Marketing Journal, 3(1), 1. 

https://doi.org/10.19166/imj.v3i1.6754 

 

Lazuardi, M. I. , & Kaihatu, T. S. (2022). Pengaruh Variasi Produk, Product 

Knowledge Dan Content Marketing Terhadap Minat Beli Butuhbaju. Jurnal 

Manajemen Dan Start-Up Bisnis, 6, 9–25. 

 

Liang, H. L., & Lin, P. I. (2018). Influence of multiple endorser-product patterns on 

purchase intention. International Journal of Sports Marketing and Sponsorship, 

19(4), 415–432. https://doi.org/10.1108/IJSMS-03-2017-0022 

 

Lim, K. B., Fern, S. Y., &  Singh, H. S. K. (2021). The Study of Customer Satisfaction 

of Shopee Customers In Malaysia. International Journal of Entrepreneurship, 

Business and Creative Economy, 1(2), 30–44. 

https://doi.org/10.31098/ijebce.v1i2.602 

 

Luthfiyatillah, Millatina, A. N., Mujahidah, S. H., & Herianingrum, S. (2020). 

Efektifitas Media Instagram Dan E-Wom (Electronic Word Of Mouth) Terhadap 

Minat Beli Serta Keputusan Pembelian. Jurnal Penelitian Ipteks , 101-115.  
 

Lou, C., & Xie, Q. (2021). Something social, something entertaining? How digital 

content marketing augments consumer experience and brand loyalty. 

International Journal of Advertising, 40(3), 376–402. 

https://doi.org/10.1080/02650487.2020.1788311 

 

Loureiro, S. M. C., & Sarmento, E. M. (2019). Exploring the Determinants of 

Instagram as a Social Network for Online Consumer-Brand Relationship. Journal 

of Promotion Management, 25(3), 354–366. 

https://doi.org/10.1080/10496491.2019.1557814 

 

Mahardini, S., Gryffin Singal, V., Hidayat, M., Tinggi, S., & Yai, I. E. (2023). 

Pengaruh Content Marketing Dan Influencer Marketing Terhadap Keputusan 

Pembelian Pada Pengguna Aplikasi Tik-Tok Di Wilayah Dki Jakarta. Ikraith-

Ekonomika, 6(1), 180-187. http://journals.upi-yai.ac.id/index.php/IKRAITH-

EKONOMIKA 

 

Mahmud, M. S., Islam, M. N., Ali, M. R., & Mehjabin, N. (2020). Impact of electronic 

word of mouth on customers’ buying intention considering trust as a mediator: A 

SEM approach. Global Business Review, 1-15. 

https://doi.org/10.1177/0972150920976345 
 

 

https://doi.org/10.19166/imj.v3i1.6754
https://doi.org/10.1108/IJSMS-03-2017-0022
https://doi.org/10.31098/ijebce.v1i2.602
https://doi.org/10.1080/02650487.2020.1788311
https://doi.org/10.1080/10496491.2019.1557814
http://journals.upi-yai.ac.id/index.php/IKRAITH-EKONOMIKA
http://journals.upi-yai.ac.id/index.php/IKRAITH-EKONOMIKA
https://doi.org/10.1177/0972150920976345


59 

 

 

 

Mahyuzar, H., & Kholifah, K. (2023). The Effect of Digital Marketing Activities on 

Intention to Buy at Shopee (Study on Generation X and Y). Jurnal Ilmiah 

Manajemen Kesatuan, 11(3), 1129–1138. 

https://doi.org/10.37641/jimkes.v11i3.2251 

 

Masato, E., & . S. (2021). The Effect of a Celebrity Endorser on Purchase Interest 

through Brand Image. KnE Social Sciences. 

https://doi.org/10.18502/kss.v5i8.9358 

 

Milfeld, T., & Flint, D. J. (2021). When brands take a stand: the nature of consumers’ 

polarized reactions to social narrative videos. Journal of Product & Brand 

Management, 30(4), 532–548. https://doi.org/10.1108/JPBM-10-2019-2606 

 

Min, J. H. J., Chang, H. J. J., Jai, T. M. C., & Ziegler, M. (2019). The effects of 

celebrity-brand congruence and publicity on consumer attitudes and buying 

behavior. Fashion and Textiles, 6(1). https://doi.org/10.1186/s40691-018-0159-8 

 

Morimoto, M. (2018). Congruence and celebrity endorser credibility in Japanese OTC 

drug advertising. International Journal of Pharmaceutical and Healthcare 

Marketing, 12(3), 234–250. https://doi.org/10.1108/IJPHM-09-2017-0049 

 

Murad, K., & Puspitasari, A. (2023). The Influence of Price, Product Quality, and 

Product Design on Repeat Purchase Decision of Emina Brand Cosmetic Products 

in Batam City. Proceedings of the 4th International Conference on Applied 

Economics and Social Science, ICAESS 2022, 5 October 2022, Batam, Riau 

Islands, Indonesia. https://doi.org/10.4108/eai.5-10-2022.2325872 

 

Napawut, W. , Siripipatthanakul, S. , Phayaphrom, B. , Siripipattanakul, S. , & Limna, 

P. (2022). The Mediating Effect of E-WOM on the Relationship Between Digital 

Marketing Activities and Intention to Buy Via Shopee. International Journal of 

Behavioral Analytics, 2(2), 1–13. 

 

Naseri, R. N. N. (2021). An Overview Of Online Purchase Intention Of Halal Cosmetic 

Product: A Perspective From Malaysia. Turkish Journal of Computer and 

Mathematics Education (TURCOMAT), 12(10), 7674–7681. 

https://doi.org/10.17762/turcomat.v12i10.5679 

 

Nefrida, N. , Riati, R. , & Mustofa, R. (2022). Pengaruh Content Marketing Terhadap 

Minat Berbelanja Online Pada Media Instagram (Studi kasus: Mahasiswa STIE 

Persada Bunda di Pekanbaru). Jurnal Bisnis Kompetitif, 1(2), 166–183. 

 

 

 

https://doi.org/10.37641/jimkes.v11i3.2251
https://doi.org/10.18502/kss.v5i8.9358
https://doi.org/10.1108/JPBM-10-2019-2606
https://doi.org/10.1186/s40691-018-0159-8
https://doi.org/10.1108/IJPHM-09-2017-0049
https://doi.org/10.4108/eai.5-10-2022.2325872
https://doi.org/10.17762/turcomat.v12i10.5679


60 

 

 

 

Nurhasanah, Mahliza, F., Nugroho, L., & Putra, Y. M. (2021). The Effect of E-WOM, 

Brand Trust, and Brand Ambassador on Purchase Decisions at Tokopedia Online 

Shopping Site. IOP Conference Series: Materials Science and Engineering, 

1071(1), 012017. https://doi.org/10.1088/1757-899X/1071/1/012017 

 

Nurittamont, W. (2021). The Role of E-WOM Communication impact to Consumer’s 

Purchasing Intention to Healthy Food Products: An Empirical Study to Testing 

the. International Journal of Innovation, Creativity and Change, 15(4), 637–652. 

 

Nursyirwan, V. I., & Ardaninggar, S. S. (2020). The Factor Analysis That Influence 

The Student Purchase Intention In Shopee E-Commerce. Economics and 

Accounting Journal, 3(2). http://openjournal.unpam.ac.id/index.php/EAJ 

 

Nyoko, A. E. L., & Semuel, A. D. D. (2021). Pengaruh Electronic Word Of Mouth (E-

Wom) Di Media Sosial Facebook Terhadap Keputusan Pembelian. Journal of 

Management : Small and Medium Enterprises (SMEs), 14(1), 63–76. 

https://doi.org/10.35508/jom.v14i1.3857 

 

Olmedo, A., Milner‐Gulland, E. J., Challender, D. W. S., Cugnière, L., Dao, H. T. T., 

Nguyen, L. B., Nuno, A., Potier, E., Ribadeneira, M., Thomas‐Walters, L., Wan, 

A. K. Y., Wang, Y., & Veríssimo, D. (2020). A scoping review of celebrity 

endorsement in environmental campaigns and evidence for its effectiveness. 

Conservation Science and Practice, 2(10). https://doi.org/10.1111/csp2.261 

 

Phan, S. T. (2021). The effect of pestle factors on development of e-commerce. 

International Journal of Data and Network Science, 5(1), 37–42. 

https://doi.org/10.5267/j.ijdns.2020.11.005 

 

Pickett, A. C., & Brison, N. T. (2019). Lose like a man: body image and celebrity 

endorsement effects of weight loss product purchase intentions. International 

Journal of Advertising, 38(8), 1098–1115. 

https://doi.org/10.1080/02650487.2019.1586208 

 

Putri, S. I., Yulianti, E., Saputra, G. G., & Ningrum, H. F. (2022). Faktor Penentu Minat 

Beli Konsumen Melalui E-Commerce Berbasis Marketplace. Jurnal Ilmiah Poli 

Bisnis, 29–40. https://doi.org/10.30630/jipb.v0i0.734 

 

Pektas, Y. S., & Hassan, A. (2020). The Effect of Digital Content Marketing on 

Tourists’ Purchase Intention. Journal of Tourismology, 79–88. 

https://doi.org/10.26650/jot.2020.6.1.0011 

 

 

 

https://doi.org/10.1088/1757-899X/1071/1/012017
http://openjournal.unpam.ac.id/index.php/EAJ
https://doi.org/10.35508/jom.v14i1.3857
https://doi.org/10.1111/csp2.261
https://doi.org/10.5267/j.ijdns.2020.11.005
https://doi.org/10.1080/02650487.2019.1586208
https://doi.org/10.30630/jipb.v0i0.734
https://doi.org/10.26650/jot.2020.6.1.0011


61 

 

 

 

Rahmawati, R. (2022). The Impact of Social MediaMarketing, E-WOM, And 

Brand  Loyalty on The Millennial Purchase Intention. Iconic Research and 

Engineering  Journals, 5(7), 184–193. 

 

Ramadhan, A., Nadia Naswandi, C., & Maharani Herman, C. (2020). The Phenomenon 

of Instagram Story Endorsement Among Selebgrams. Kereba Jurnal Ilmu 

Komunikasi, 9(2). 

 

Rao, V. M. K. , & Elavarasan, R. (2022). Role of brand equity in the purchase intention-

a study with reference to FMCG consumers in chennai city. . Specialusis 

Ugdymas, 1(43), 1207–1216. 

 

Riyadini, N. G., & Krisnawati, W. (2022). Content Marketing, Brand Awareness, and 

Online Customer Review on Housewives’ Purchase Intention on Shopee. 

Interdisciplinary Social Studies, 1(6), 733–741. 

https://doi.org/10.55324/iss.v1i6.149 

 

Saidani, B. , Lusiana, L. M. , & Aditya, S. (2019). Analisis Pengaruh Kualitas Website 

Dan Kepercayaan Terhadap Kepuasan Pelanggan Dalam Membentuk Minat 

Pembelian Ulang Pada Pelanggan Shopee. RMSI-Jurnal Riset Manajemen Sains 

Indonesia, 10(2), 425–444. https://doi.org/http://doi.org/10.21009/JRMSI 

 

Silva, M. J. de B., Farias, S. A. de, Grigg, M. K., & Barbosa, M. de L. de A. (2020). 

Online Engagement and the Role of Digital Influencers in Product Endorsement 

on Instagram. Journal of Relationship Marketing, 19(2), 133–163. 

https://doi.org/10.1080/15332667.2019.1664872 

 

Singh, R. K., Kushwaha, B. P., Chadha, T., & Singh, V. A. (2021). Influence Of Digital 

Media Marketing And Celebrity Endorsement On Consumer Purchase Intention. 

Journal Of Content Community And Communication, 14(8), 145–158. 

https://doi.org/10.31620/JCCC.12.21/12 

 

Sirclo, T. (2020). Jumlah Pengguna E-Commerce Indonesia di Tahun 2020 Meningkat 

Pesat. 2020. 

 

Sosanuy, W. , Siripipatthanakul, S. , Nurittamont, W. , & Phayaphrom, B. ,. (2021). 

Effect of electronic word of mouth (e-WOM) and perceived value on purchase 

intention during the COVID-19 pandemic: the case of ready-to-eat food. 

International Journal of Behavioral Analytics, 1(2), 1–16. 

 

Sugiyono. (2019). Metode Penelitian Kuantitatif Kualitatif dan R&D. 

 

 

https://doi.org/10.55324/iss.v1i6.149
https://doi.org/http:/doi.org/10.21009/JRMSI
https://doi.org/10.1080/15332667.2019.1664872
https://doi.org/10.31620/JCCC.12.21/12


62 

 

 

 

Tabassum, S., Khwaja, M. G., & Zaman, U. (2020). Can narrative advertisement and 

eWOM influence generation Z purchase intentions? Information (Switzerland), 

2020(11), 545–561 11.  
 

Thomas, M.-J., Wirtz, B. W., & Weyerer, J. C. (2019). Determinants Of Online Review 

Credibility And Its Impact On Con-Sumers’ Purchase Intention. In Journal of 

Electronic Commerce Research (Vol. 20). 

 

Utamanyu, R. A., & Darmastuti, R. (2022). Budaya Belanja Online Generasi Z Dan 

Generasi Milenial Di Jawa Tengah (Studi Kasus Produk Kecantikan di Online 

Shop Beauty by ASAME). Scriptura, 12(1), 58–71. 

https://doi.org/10.9744/scriptura.12.1.58-71 

 

Wang, X., Guo, J., Wu, Y., & Liu, N. (2020). Emotion as signal of product quality: Its 

effect on purchase decision based on online customer reviews. Internet Research, 

30(2), 463–485. https://doi.org/10.1108/INTR-09-2018-0415 

 

Xiao, L., Guo, F., Yu, F., & Liu, S. (2019a). The Effects of Online Shopping Context 

Cues on Consumers’ Purchase Intention for Cross-Border E-Commerce 

Sustainability. Sustainability, 11(10), 2777. https://doi.org/10.3390/su11102777 

 

Yusuf, R., Hendrayati, H., & Adi Wibowo, L. (2020). Pengaruh Konten Pemasaran 

Shopee Terhadap Keputusan Pembelian Pelanggan. Jurnal Manajemen 

Pendidikan Dan Ilmu Sosial, 1(2), 506–515. 

https://doi.org/10.38035/jmpis.v1i2.289 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.9744/scriptura.12.1.58-71
https://doi.org/10.1108/INTR-09-2018-0415
https://doi.org/10.3390/su11102777
https://doi.org/10.38035/jmpis.v1i2.289

