
 

 

DAFTAR PUSTAKA 

Abigail, J., Sari, V. P., & Saputra, D. (2024). The Influence of Product Quality and 

Online Shopping Experience (OSE) on Consumer Loyalty Through Customer 

Satisfaction on Local Skincare Products. Procedia Computer Science, 234, 

537–544. https://doi.org/10.1016/j.procs.2024.03.037 

Adhi, H., Nugroho, V., Putri, G., & Savitri, G. (2023). Does Appearance Matter? 

Building Digital Brand Image Through Brand Ambassador on Instagram. E3S 

Web of Conferences, 426, 02035. 

https://doi.org/10.1051/e3sconf/202342602035 

Ahmed, S. K. (2024). How to choose a sampling technique and determine sample 

size for research: A simplified guide for researchers. Oral Oncology Reports, 

12, 100662. https://doi.org/10.1016/j.oor.2024.100662 

Aina Nur Fadlilah, A., & Muanas, A. (2025). Peran Citra Merek Dalam Memediasi 

Pengaruh Kualitas Produk dan Harga Terhadap Keputusan Pembelian. Journal 

of Accounting and Finance Management, 6(2), 583–597. 

https://doi.org/10.38035/jafm.v6i2.1860 

Aisyah, M. (2023). The impact of a regional brand ambassador and social media 

advertising on brand trust and brand loyalty of Lazada in Indonesia. 

International Journal of Data and Network Science, 7(4), 1929–1940. 

https://doi.org/10.5267/j.ijdns.2023.6.019 

Amalia, I., Lutfi, & Nurhayati, E. (2025). Peran Brand Trust dalam Memediasi 

Pengaruh Online Customer Review dan Brand Image terhadap Purchase 

Decision (Studi Kasus Pada Hand & Body Lotion Marina di Kota Tangerang). 

JURNAL ILMIAH MANAJEMEN DAN KEWIRAUSAHAAN. 

https://doi.org/https://doi.org/10.51903/manajemen.v5i2.1281 

Amaruddin, Muskananfola, I. L., Febriyanti, E., Pandie, F. R., Goa, M. Y., Letor, Y. 

M. K., Pratiwi, R. D., Barimbing, M. A., Paulus, A. Y., Selly, J. B., Tahu, S. 

K., Sarjana, S., Israfil, Feoh, F. T., Lette, A. R., Christanto, H., Tage, P. K. S., 

Bire, W. L. O. R., Puteri, A. D., … Djaniar, U. (2022). Metodologi Penelitian 

Kuantitatif dan Kualitatif (A. Munandar, Ed.). MEDIA SAINS INDONESIA. 

www.medsan.co.id 

Andriani, N. (2023). Manajemen Merek: Strategi dan Pengembangannya (Y. 

Chrismardani, Ed.; 1st ed.). EUREKA MEDIA AKSARA. 

Anggaraini, N., & Tyas, A. A. W. P. (2025). Peran Brand Image dalam Memediasi 

Kualitas Produk terhadap Keputusan Pembelian Motor Matic Honda Scoopy. 



 

 

Arief, M., Mustikowati, R. I., & Chrismardani, Y. (2023). Why customers buy an 

online product? The effects of advertising attractiveness, influencer marketing 

and online customer reviews. LBS Journal of Management & Research, 21(1), 

81–99. https://doi.org/10.1108/LBSJMR-09-2022-0052 

Aswar, N. F. (2025). Perilaku Konsumen (A. P. Aslam, Ed.; 1st ed.). Tahta Media 

Group. 

Ayu, S. A., & Pramaisella, K. F. (2023). Pengaruh Kualitas Layanan, Kualitas 

Produk, dan Brand Ambasador Terhadap Brand Image Kopi Janji Jiwa Jl. 

Basuki Rahmat Surabaya. POINT: Jurnal Ekonomi Dan Manajemen, 5(1), 81–

96. https://doi.org/10.46918/point.v5i1.1665 

Ayuni, D. P., & Aulia, P. (2022). Pengaruh Brand Ambassador Terhadap Keputusan 

Pembelian Produk Scarlett Dengan Brand Image Sebagai Variabel 

Intervening. Vol 12, No 4 (2022). 

https://doi.org/https://doi.org/10.52643/jam.v12i4.2155 

Borah, P. S., Dogbe, C. S. K., & Marwa, N. (2024). Generation Z’s green purchase 

behavior: Do green consumer knowledge, consumer social responsibility, 

green advertising, and green consumer trust matter for sustainable 

development? Business Strategy and the Environment, 33(5), 4530–4546. 

https://doi.org/10.1002/bse.3714 

Clarissa, C., & Bernarto, I. (2022). The Influence of Brand Ambassador, Brand 

Awareness, Brand Image and Prices on Purchase Decisions on Online 

Marketplace. Business and Entrepreneurial Review, 22(2), 273–288. 

https://doi.org/10.25105/ber.v22i2.14966 

Creswell, J. W. . (2017). Research design. Qualitative, quantitative, and mixed 

methods approaches. SAGE Publications. 

Febrina, A. T., Maulana, A., & Rosa, A. (2025). The Effect of Price and Product 

Quality on Purchase Decisions with Brand Image as an Intervening Variable 

in The Lahat Coffee Monologue Product. Journal Research of Social Science, 

Economics, and Management, 4(10). 

https://doi.org/10.59141/jrssem.v4i10.849 

Firnanda, A. A., & Krisnawati, W. (2023). The effect of advertising attractiveness, 

influencer marketing, online customer review, and brand image on purchase 

decision Somethinc. Enrichment: Journal of Management, 13(5). 

https://doi.org/https://doi.org/10.35335/enrichment.v13i5.1792 



 

 

Gunawan, D., & Pertiwi, A. D. (2022). Pengaruh Label Halal, Electronic Word Of 

Mouth Dan Kualitas Produk Terhadap Keputusan Pembelian Skincare Safi 

Melalui Brand Image Dan Brand Trust. Jurnal Ilmiah Ekonomi Islam, 8(1), 

815. https://doi.org/10.29040/jiei.v8i1.4508 

Hadita, H., & Navanti, D. (2024). The Influence of Product Variation and Product 

Quality on Consumer Loyalty with Consumer Satisfaction as an Intervening 

Variable in Hand-drawn Batik. Dinasti International Journal of Economics, 

Finance & Accounting, 5(3), 1145–1159. 

https://doi.org/10.38035/dijefa.v5i3.2912 

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling 

(PLS-SEM) in second language and education research: Guidelines using an 

applied example. Research Methods in Applied Linguistics, 1(3), 100027. 

https://doi.org/10.1016/j.rmal.2022.100027 

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). A primer 

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

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2022). A primer 

on partial least squares structural equation modeling (PLS-SEM). SAGE 

Publications, Inc. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hamid, N. Al, & Rumyeni, R. (2024). Pengaruh Girl Group Twice sebagai Brand 

Ambassador Scarlett Whitening terhadap Keputusan Pembelian Konsumen 

melalui Mediasi Brand Image. Jurnal Riset Komunikasi, 7(1), 101–113. 

https://doi.org/10.38194/jurkom.v7i1.954 

Hamid, R. S., & Anwar, S. M. (2019). Structural Equation Modeling (SEM) 

Berbasisi Varian: Konsep Dasar dan Aplikasi dengan Program SmartPLS 

3.2.8 dalam Riset Bisnis (Abiratno, S. Nurdiyanti, & A. D. Raksanagara, Eds.; 

1st ed.). PT Inkubator Penulis Indonesia. 

Hamisena, M., & Sudyasjayanti, C. (2024). The Effect Of Advertising 

Attractiveness, Influencer Marketing, And Online Customer Review On 

Smartphone Purchasing Decisions For Generation Z In Surabaya. EKOMBIS 

REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis, 12(4). 

https://doi.org/10.37676/ekombis.v12i4.6326 



 

 

Handayani, N. T., & Pradana, M. (2023). The Influence of Brand Ambassador and 

Advertising Appeal on A Skincare Product Purchase Decision. WSEAS 

TRANSACTIONS ON COMPUTER RESEARCH, 11, 352–361. 

https://doi.org/10.37394/232018.2023.11.32 

Handayani, S., Toyib, J. S., & Tataming, R. (2025). Pengaruh Pemasaran Konten, 

Promosi, dan Daya Tarik Iklan terhadap Keputusan Pembelian Melalui Daya 

Tarik Iklan sebagai Variabel Mediasi pada Sarana Toko Tiktok. KINERJA: 

Jurnal Ekonomi Dan Manajemen, 22(4). 

https://doi.org/https://doi.org/10.30872/jkin.v22i4.15512 

Hartati, S., Lubis, J., & Hanum, F. (2022). The Influence of Brand Ambassador on 

Purchasing Decisions for Wardah Products with Brand Image As An 

Intervening Variable at Indomaret Sigambal. Quantitative Economics and 

Management Studies, 3(3), 435–439. https://doi.org/10.35877/454RI.qems993 

Hendarsin, A. M. C. A., Reggy, Z., Putri, G., & Widita, A. (2024). Utilizing K-Pop 

Idols as Brand Ambassadors to Increase Brand Awareness in Social Media. 

Procedia Computer Science, 234, 787–794. 

https://doi.org/10.1016/j.procs.2024.03.065 

Hidayat, W. G. P. A. (2023). Pengaruh Label Halal dan Kualitas Produk Terhadap 

Proses Keputusan Pembelian Kosmetik Merek Wardah dengan Menggunakan 

Brand Image Sebagai Variabel Intervening. Jurnal Keislaman, 6(1), 156–173. 

https://doi.org/10.54298/jk.v6i1.3708 

Hildawati, Suhirman, L., Prisuna, B. F., Husnita, L., Mardikawati, B., Isnaini, S., 

Wakhyudin, Setiawan, H., Hadiyat, Y., Sroyer, A. M., & Saktisyahputra. 

(2024). Metodologi Penelitian Kuantitatif & Aplikasi Pengolahan Analisa 

Data Statistik (Efitra, Ed.; 1st ed.). PT. Sonpedia Publishing Indonesia. 

www.buku.sonpedia.com 

Ikawati, K., Militina, T., & Achmad, G. N. (2021). The Effect of Celebrity 

Endorsers and Advertising Attractiveness on Brand Image and Purchase 

Decisions for Tokopedia Application Users in Samarinda. Business and 

Accounting Research (IJEBAR) Peer Reviewed-International Journal, 5(2). 

https://doi.org/https://doi.org/10.29040/ijebar.v5i2.2625 

Irwany Handayani. (2022). The Influence of Halal Label, Product Quality, Brand 

Image, and Promotion on the Purchase Decision of Herbal Products. Journal 

of Management and Islamic Finance, 2(1), 54–70. 

https://doi.org/10.22515/jmif.v2i1.5235 



 

 

Jonathan, J., & George Nicholas Huwae, G. N. H. (2022). Pengaruh Daya Tarik 

Iklan Dan Brand Ambassador Song Joong Ki Terhadap Brand Image Scarlett 

Whitening. JKOMDIS : Jurnal Ilmu Komunikasi Dan Media Sosial, 2(1), 156–

163. https://doi.org/10.47233/jkomdis.v2i1.271 

Junaedi, R. A. (2025). Manajemen Produksi Iklan dari Pra Produksi Hingga Pasca 

Produksi (S. Alhusaini, Ed.; 1st ed.). PT. Mafy Media Literasi Indonesia. 

Kartajaya, Hermawan. (2018). Citizen 4.0 : menjejakkan prinsip-prinsip 

pemasaran humanis di era digital (A. Tarigan, Ed.). PT Gramedia Pusaka 

Utama. 

Keller, K. Lane., & Swaminathan, Vanitha. (2020). Strategic brand management : 

building, measuring, and managing brand equity. Pearson Education Limited. 

Kotler, Philip., Keller, K. Lane., & Chernev, Alexander. (2022). Marketing 

management. Pearson Education Limited. 

Kulsum, U., & Nurmansyah, A. A. H. (2025). The Influence of Price Perception, 

Advertising, and Product Quality on Repurchase Intention of Super Bihun 

Products in Bandung City. American Journal of Economic and Management 

Business (AJEMB), 4(10). https://doi.org/10.58631/ajemb.v4i10.314 

Leedy, P. D. ., & Ormrod, J. Ellis. (2015). Practical research : planning and design. 

Pearson Education. 

Lopes, J. M., Pinho, M., & Gomes, S. (2024). From green hype to green habits: 

Understanding the factors that influence young consumers’ green purchasing 

decisions. Business Strategy and the Environment, 33(3), 2432–2444. 

https://doi.org/10.1002/bse.3602 

Lorinda, I. P., & Amron, A. (2023). Pengaruh Kualitas Produk, Iklan dan Citra 

Merek terhadap Keputusan Pembelian Produk Tolak Angin Sidomuncul di 

Kota Semarang. MBIA, 22(1), 53–64. 

https://doi.org/10.33557/mbia.v22i1.2238 

Lumeno, M., & Yusrin, N. A. (2024). Pengaruh Viscap Brand Ambassador dan 

Loyalitas Penggemar terhadap Brand Image Scarlett di Media Sosial Tiktok. 

Studi Ilmu Manajemen Dan Organisasi, 5(1), 55–76. 

https://doi.org/10.35912/simo.v5i1.3087 

Machali, I. (2021). Metode Penelitian Kuantitatif (A. Q. Habib, Ed.; 3rd ed.). 

Fakultas Ilmu Tarbiyah dan Keguruan  Universitas Islam Negeri (UIN) Sunan 

Kalijaga Yogyakarta. 



 

 

Marx, J., Brünker, F., Mirbabaie, M., & Stieglitz, S. (2024). Digital Activism on 

Social Media:  The Role of Brand Ambassadors and Corporate Reputation 

Management. Proceedings of the Annual Hawaii International Conference on 

System Sciences, 7205–7214. 

Miguélez-Juan, B., & Rebollo-Bueno, S. (2023). Embajadores de marca como 

centro de la estrategia publicitaria. VISUAL REVIEW. International Visual 

Culture Review / Revista Internacional de Cultura Visual, 15(2), 1–16. 

https://doi.org/10.37467/revvisual.v10.4630 

Muhammad, A. S., Adeshola, I., & Isiaku, L. (2024). A mixed study on the “wow” 

of impulse purchase on Instagram: insights from Gen-Z in a collectivistic 

environment. Young Consumers, 25(1), 128–148. https://doi.org/10.1108/YC-

04-2023-1728 

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). 

The Effect of Product Quality, Service Quality, Customer Satisfaction on 

Customer Loyalty. Journal of Consumer Sciences, 7(1), 34–50. 

https://doi.org/10.29244/jcs.7.1.34-50 

Najatul Muti, T., & Firmansyah, F. (2025). Peran Brand Image dalam Memediasi 

Pengaruh Digital Marketing, dan Product Quality terhadap Purchse Decision: 

Studi Produk Make Over di E- Commerce Shopee Kota Malang. El-Mal: 

Jurnal Kajian Ekonomi & Bisnis Islam, 6(3). 

https://doi.org/10.47467/elmal.v6i3.6698 

Nasution, E. S. (2025). Pengaruh Harga, dan Brand Image Terhadap Keputusan 

Pembelian. RIGGS: Journal of Artificial Intelligence and Digital Business, 

4(2), 363–367. https://doi.org/10.31004/riggs.v4i2.504 

Natasiah, U., & Syaefulloh. (2024). Brand Image, Brand Trust, and Brand 

Ambassador on Purchase Decisions of Shopee E-Commerce Users in 

Pekanbaru City. Jurnal  Manajemen Bisnis, 11(1), 120–134. 

https://doi.org/10.33096/jmb.v11i1.702 

Neuman, W. Lawrence. (2014). Social research methods : qualitative and 

quantitative approaches. Pearson. 

Ningrum, Y. C., & Hayuningtias, K. A. (2022). The Influence of Product Quality, 

Social Media Marketing, and Brand Ambassador on Online Buying Decisions. 

Almana : Jurnal Manajemen Dan Bisnis, 6(2), 316–324. 

https://doi.org/10.36555/almana.v6i2.1892 



 

 

Novelia, Azazi, A., Purmono, B. B., Rosnani, T., & Hendri, M. I. (2023). The 

influence of korean celebrities as brand ambassador and product quality on 

purchase decision with brand image as the mediating variable on Scarlett 

Whitening. In Enrichment: Journal of Management (Vol. 13, Number 5). 

https://doi.org/https://doi.org/10.35335/enrichment.v13i5.1746 

Nugraha, J. P., Alfiah, D., Sinulingga, G., Rojiati, U., Saloom, G., Rosmawati, 

Fathihani, Johannes, R., Batin, M. H., Lestari, W. J., Khatimah, H., & Baribe, 

M. F. B. (2021). Teori Perilaku Konsumen (A. Jibril, Ed.; 1st ed.). PT. Nasya 

Expanding Management . 

Porleansyah, H., & Salim, M. (2024). Pengaruh Event Promotion Dan Brand Image 

Dimediasi Oleh Daya Tarik Iklan Terhadap Impulse Buying Pada Aplikasi Tix 

Id. Jesya, 7(2), 2014–2025. https://doi.org/10.36778/jesya.v7i2.1735 

Puteri Kusuma, A., & Wikaningtyas, S. U. (2025). Pengaruh Daya Tarik Iklan dan 

Kualitas Produk terhadap Keputusan Pembelian melalui Brand Image sebagai 

Variabe Intervening. In OPEN ACCESS (Vol. 9, Number 1). 

https://doi.org/https://doi.org/10.36761/tambora.v9i1.5031 

Putra, A., & Megawati, L. (2024). Pengaruh Jkt48 Sebagai Brand Ambassador 

Erigo Apparel Terhadap Keputusan Pembelian. Jurnal Ilmiah Wahana 

Pendidikan, Februari, 2024(4), 103–115. 

https://doi.org/10.5281/zenodo.10501245 

Raharjo, M. Z., & Kusuma, A. (2024). Aktivitas Digital Penggemar JKT48: Studi 

Netnografi Pada Aplikasi Showroom. JIIP - Jurnal Ilmiah Ilmu Pendidikan, 

7(11), 12908–12916. https://doi.org/10.54371/jiip.v7i11.5024 

Rahayu, I. P., & Wicaksana, P. S. I. (2023). Influence of product quality brand image 

and korean brand ambassador NCT dream on decision of customing products 

Mie Lemonilo. In Enrichment: Journal of Management (Vol. 13, Number 2). 

Rahma Dinti, N., Ira Mirawati, & Duddy Zein. (2024). Pengaruh Daya Tarik Iklan 

Di YouTube Terhadap Brand Awareness. Jurnal Netnografi Komunikasi, 2(2), 

17–32. https://doi.org/10.59408/jnk.v2i2.30 

Rahmawati, M., Iqbal, M., & Supriyaningsih, O. (2025). The Effect of Advertising 

Attractiveness on Purchase Intention on Taobao E-Commerce With Brand 

Image as an Intervening Variable Reviewed in Islamic Business Perspective 

(Case Study on Generation Z in Taiwan). Indonesian Interdisciplinary Journal 

of Sharia Economics (IIJSE), 8(3), 9685–9703. 

https://doi.org/https://doi.org/10.31538/iijse.v8i3.7455 



 

 

Rahmawati, R., Jatmiko, R. D., & Sa’diyah, C. (2022). The Effect of Brand 

Ambassador, Website Quality, and E-WOM on Purchase Decision in Shopee 

E-commerce. Jurnal Maksipreneur: Manajemen, Koperasi, Dan 

Entrepreneurship, 12(1), 218. https://doi.org/10.30588/jmp.v12i1.1023 

Regina, T. (2024a). Dampak Media Sosial Terhadap Keputusan Pembelian 

Konsumen Generasi Z. KOMPLEKSITAS: JURNAL ILMIAH MANAJEMEN, 

ORGANISASI DAN BISNIS, 13(1), 50–57. 

https://doi.org/10.56486/kompleksitas.vol13no1.501 

Regina, T. (2024b). DAMPAK MEDIA SOSIAL TERHADAP KEPUTUSAN 

PEMBELIAN KONSUMEN GENERASI Z. KOMPLEKSITAS: JURNAL 

ILMIAH MANAJEMEN, ORGANISASI DAN BISNIS, 13(1), 50–57. 

https://doi.org/10.56486/kompleksitas.vol13no1.501 

Rina Elvi Sutikno, Selviana Frastika, Nina Lastari, Putri Lastari, Veronica Riani 

Dewi, Desi Juniarti, & Ulfa Sri Wahyuni. (2025). Pengaruh Persepsi Harga 

dan Kualitas Produk terhadap Keputusan Pembelian Silverqueen dengan 

Brand Image sebagai Mediasi. JUMBIWIRA : Jurnal Manajemen Bisnis 

Kewirausahaan, 4(2), 185–203. 

https://doi.org/10.56910/jumbiwira.v4i2.2483 

Ristanti, V., Haryati, T., & Igo, A. (2024). The Effect Of Product Quality And 

Promotion On Purchase Decision. Jurnal Ilmiah Manajemen Kesatuan, 12(3), 

547–554. https://doi.org/10.37641/jimkes.v12i3.2519 

Sari, A. J., Udayana, I., & Cahya, A. D. (2021). Pengaruh Brand Image terhadap 

Keputusan Pembelian Konsumen. Al-Kharaj : Jurnal Ekonomi, Keuangan & 

Bisnis Syariah, 4(2), 308–327. https://doi.org/10.47467/alkharaj.v4i2.644 

Schiffman, L. G. ., & Wisenblit, Joseph. (2019). Consumer behavior. Pearson. 

Septyadi, M. A. K., Salamah, M., & Nujiyatillah, S. (2022). Literature Review 

Keputusan Pembelian Dan Minat Beli Konsumen Pada Smartphone: Harga 

Dan Promosi. JURNAL MANAJEMEN PENDIDIKAN DAN ILMU SOSIAL, 

3(1). 

Setyadi, B., Helmi, S., & Santoso, A. (2024). Unraveling the influence of product 

advertising on consumer buying interest: exploring product knowledge, 

product quality, and mediation effects. Cogent Business & Management, 11(1). 

https://doi.org/10.1080/23311975.2024.2349253 

Shimp, T. A. . (2007). Advertising, promotion, and other aspects of integrated 

marketing communications. Thomson/South-Western. 



 

 

Soefhwan, S., & Kurniawati, K. (2022). Pengaruh social media marketing, product 

quality, dan store atmosphere terhadap purchase intention dengan brand image 

sebagai variabel mediasi pada coffee shop di Aceh. Fair Value: Jurnal Ilmiah 

Akuntansi Dan Keuangan, 4(10), 4484–4497. 

https://doi.org/10.32670/fairvalue.v4i10.1710 

Sudarwati, Ramadhan Aprian Aditama, R., Susanto, R., & Wahyuning Tias, R. 

(2023). Prediction of Brand Awareness on Purchasing Decisions: Brand Image 

as Mediation. Business and Accounting Research (IJEBAR) Peer Reviewed-

International Journal, 7. 

https://doi.org/https://doi.org/10.29040/ijebar.v7i4.11362 

Sugiyono. (2015). Metode Penelitian Pendidikan Pendekatan Kuantitatif, 

Kualitatif, dan R&D. Alfabeta. 

Suhardi, Y., Munandar, D., Surya Sampurna, D., Pragiwani, M., & Diana. (2024). 

The Influence Of Brand Image, Promotion And Product Quality  On Purchase 

Decisions For Ardeponds Indonesia  (Case Study Of Ardeponds Indonesia 

Skincare In Pulogadung  District). International Journal of Artificial 

Intelegence Research, 8(1), 1. 

https://doi.org/https://doi.org/10.29099/ijair.v8i1.1.1193 

Suleman, D., Suyoto, Y. T., Sjarief, R., Sabil, S., Marwansyah, S., Adawia, P. R., & 

Puspasari, A. (2023). The effects of brand ambassador and trust on purchase 

decisions through social media. International Journal of Data and Network 

Science, 7(1), 433–438. https://doi.org/10.5267/j.ijdns.2022.9.003 

Tarigan, A. E. F., Wijayanto, G., & Widyatsari, A. (2023). Pengaruh WOM, Kualitas 

Produk, Harga Terhadap Brand Image Serta Implikasinya Pada Keputusan 

Pembelian Smartphone Merk Xiaomi  di Kota Pekanbaru. Jurnal Daya Saing, 

9(1). https://doi.org/https://doi.org/10.35446/dayasaing.v9i1.1037 

Tian, S., Cho, S. Y., Jia, X., Sun, R., & Tsai, W. S. (2023). Antecedents and 

outcomes of Generation Z consumers’ contrastive and assimilative upward 

comparisons with social media influencers. Journal of Product & Brand 

Management, 32(7), 1046–1062. https://doi.org/10.1108/JPBM-02-2022-

3879 

Triputra, J., & Batubara, M. (2025). Pengaruh Daya Tarik Dan Intensitas 

Penayangan Iklan Terhadap Citra Merek Dan Dampaknya Pada Keputusan 

Pembelian Konsumen Produk Sabun Lifebouy Pada PT. Trans Retail 

Carrefour. JaManKu: Jurnal Manajemen Dan Kewirausahaan, 6(02). 

https://doi.org/10.35447/jamanku.v6i02.1224 



 

 

Were, S. O. (2023). An Engel–Kollat–Blackwell model application on restaurant 

clientele purchase decision-making processes in commercial eateries in 

Kakamega County, Kenya. Research in Hospitality Management, 13(3), 153–

159. https://doi.org/10.1080/22243534.2024.2322220 

Wibowo, W., & Ayuningtyas, F. (2024). Generasi Z sebagai Konsumen Masa 

Depan: Karakteristik, Preferensi, dan Tantangan Baru. Buana Komunikasi 

(Jurnal Penelitian Dan Studi Ilmu Komunikasi), 5(2), 90–99. 

https://doi.org/10.32897/buanakomunikasi.2024.5.2.3937 

Yehezkiel, E. W., Ellitan, L., & Erwita, monica A. (2023). Pengaruh Celebrity 

Endorser, Daya Tarik Iklan, dan Kualitas Produk terhadap Keputusan 

Pembelian Mie Gacoan Surabaya dengan Brand Image sebagai Variabel 

Intervening. Jurnal Ilmiah Mahasiswa Manajemen : JUMMA, 12(2), 98–108. 

https://doi.org/10.33508/jumma.v12i2.5225 

Yulinda Salsabila, A., & Hidayat Nugroho, R. (2022). Pengaruh Daya Tarik Iklan, 

Kemasan Produk, dan Kesadaran Merek terhadap Minat Beli Produk Tolak 

Angin pada Masyarakat Desa Kesamben Kabupaten Tuban. Al-Kharaj : Jurnal 

Ekonomi, Keuangan & Bisnis Syariah, 4(6), 1942–1957. 

https://doi.org/10.47467/alkharaj.v4i6.1463 

  

  


