89

DAFTAR PUSTAKA

Ajzen, 1. (2005). Attitudes, Personality and Behavior (2nd ed.). Open University

Press.

Anjaya, A., & Dwita, V. (2023). The impact of online customer review on
purchase intention with trust as a mediating variable. Marketing

Management Studies, 3(4), 407-417.

https://doi.org/10.24036/mms.v314.457

Badan Pusat Statistik. (2025, November 28). Statistik E-Commerce 2024.

Databoks Katadata. (2024, Oktober). Gen Z dan milenial dominasi pengguna

internet di Indonesia pada tahun 2024.

Databoks Katadata. (2025, Desember). Peningkatan akses internet pemuda

Indonesia pada tahun 2025.

Belch, G. E., & Belch, M. A. (2021). Advertising and promotion: An integrated
marketing communications perspective (12th ed.). McGraw-Hill

Education.

Chaffey, D., & Ellis-Chadwick, F. (2022). Digital marketing: Strategy,

implementation and practice (8th ed.). Pearson.

DataReportal. (2024). Digital 2024: Deep dive - The state of internet adoption.


https://doi.org/10.24036/mms.v3i4.457

90

Dewitasari, N. K. A. ., & Hidayah, R. T. (2024). Influencer Endorsement and
Customer Review on Purchase Intention: Role of Trust as Mediator.
Adpebi International Journal of Multidisciplinary Sciences, 3(1), 1-10.

https://doi.org/10.54099/aiims.v311.828&

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), e05543.

https://doi.org/10.1016/1.heliyon.2020.e05543

Fitriawati, V., & Muanas, A. (2025). Pengaruh content marketing, influencer, dan
online customer review terhadap keputusan pembelian produk Glad2Glow
di TikTok Shop. Paradoks: Jurnal Ilmu Ekonomi, 8(3), 808-823.

https://doi.org/10.57178/paradoks.v8i3.1410

Ghozali, 1. (2023). Aplikasi analisis multivariate dengan program IBM SPSS

(Edisi terbaru). Badan Penerbit Universitas Diponegoro.

Hair, J. F., Jr., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on
Partial Least Squares Structural Equation Modeling (PLS-SEM) (3rd ed.).

SAGE Publications, Inc.

Han, M. C., & Kim, Y. (2022). The impact of trust and risk perception on

purchase intention in social commerce. Sustainability, 14(3), 1640.

Hanaysha, J.R., Ramadan, H.I., & Alhyasat, K. M. K. (2025). Exploring the

impact of customer reviews, website quality, perceived service quality, and


https://doi.org/10.54099/aijms.v3i1.828
https://doi.org/10.1016/j.heliyon.2020.e05543
https://doi.org/10.57178/paradoks.v8i3.1410

91

product assortment on online purchase intention: The mediating role of
trust. Telematics  and  Informatics  Reports, 19,  100236.

https://doi.org/10.1016/j.teler.2025.100236

Iskamto, D., & Rahmalia, K. F. (2023). Customer Review, Influencer
Endorsement, and Purchase Intention: The Moderating Role of Brand
Image. Shirkah: Journal of Economics and Business, 8(3), 234-251.

https://doi.org/10.22515/shirkah.v8i3.601

Kay, S., Mulcahy, R., & Parkinson, J. (2020). When less is more: the impact of
macro and micro social media influencers’ disclosure. Journal of
Marketing Management, 36(3-4), 248-278.

https://doi.org/10.1080/0267257X.2020.1718740

Keller, K. L., & Swaminathan, V. (2020). Strategic brand management: Building,

measuring, and managing brand equity (5th ed.). Pearson.

Kim, J., & Lennon, S. J. (2013). Effects of reputation and website quality on
online consumers’ emotion, perceived risk and purchase intention. Journal

of Research in Interactive Marketing, 7(1), 33-56.

Kompas.com. (2025, Mei). Siapa pemilik Glad2Glow, merek skincare yang lagi

booming?

Kotler, P., & Keller, K. L. (2022). Marketing management (16th ed.). Pearson.


https://doi.org/10.1016/j.teler.2025.100236
https://doi.org/10.22515/shirkah.v8i3.601
https://doi.org/10.1080/0267257X.2020.1718740

92

Laudon, K. C., & Traver, C. G. (2023). E-commerce 2023: Business, technology,

society (17th ed.). Pearson.

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of

organizational trust. Academy of Management Review, 20(3), 709-734.

Mandala, M., Afifah, N., Giriati, G., Purnomo B. B., Setiawan, H. (2025).
Pengaruh Product Information Quality Dan Electronic Word-Of-Mouth
(E-Wom) Terhadap Purchase Intention Pada Platform Tiktok Shop Di
Indonesia Dengan Customer Trust Sebagai Mediasi. Primary Journal of
Multidisciplinary Research, 1(3), 54-66.

https://doi.org/10.70716/pimr.v1i2.195

Mukarromah, U., & Saputro, E. P. (2025). Peran kepercayaan dalam memediasi
pengaruh influencer endorsement dan ulasan pelanggan online terhadap
niat beli pada produk skincare Npure. Al-Kharaj: Jurnal Ekonomi,
Keuangan & Bisnis Syariah, 7(1), 1078-1097.

https://doi.org/10.47467/alkharaj.v7i1.6437

Mulyani, S. R., Kadarisman, S., & Jamaludin, A. (2022). Permodellan Online
Customer Review di Tinjau dari Relationship Marketing, Brand  Image,
dan Brand Trust. Jurnal Ekonomi Dan Statistik Indonesia, 2(1), 86-97.

https://doi.org/10.11594/iesi.02.01.10



https://doi.org/10.70716/pjmr.v1i2.195
https://doi.org/10.47467/alkharaj.v7i1.6437
https://doi.org/10.11594/jesi.02.01.10

93

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers’ perceived expertise, trustworthiness, and attractiveness. Journal

of Advertising, 19(3), 39-52.

Pew Research Center. (2019). Mendefinisikan generasi: Di mana Milenial

berakhir dan Generasi Z dimulai.

Permatasari, H. 1., Rany, T. A. P., Firizqi, H., & Firdaus, H. Y. (2024). Online
customer reviews vs influencer endorsements: Which drives purchase

intention through trust? Sebelas Maret Business Review, 9(2), 119-126.

Ramadhan, H. A. R., Yeni, T., Misbak, & Muthiarsih, T. (2025). TikTok as a
marketing medium: The influence of user generated content (UGC) and
viral marketing on online purchase decisions on Glad2Glow skincare

products. [International Journal of Business, Economics and Social

Development, 6(2), 282-291. https://doi.org/10.46336/ijbesd.v6i2.945

Rizma, A., & Marsasi, A. (2024). The effect of trustworthiness to increase brand

trust and purchase intention. Jurnal Manajemen, 14(1), 1-12.

Sari, P. R., & Handayani, A. (2026). Pengaruh online customer review, fear of
missing out, dan influencer marketing terhadap keputusan pembelian
produk Glad2Glow pada platform TikTokshop by Tokopedia. Jurnal

Economic Resource, 9(1). https://doi.org/10.57178/jer.v9i1.2073



https://doi.org/10.46336/ijbesd.v6i2.945
https://doi.org/10.57178/jer.v9i1.2073

94

Schouten, A. P, Janssen, L., & Verspaget, M. (2020). Celebrity vs. influencer
endorsements in social media: The role of identification, credibility, and

product-influencer fit. Social Media + Society, 6(2), 1-13.

Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.). Pearson.

Sekaran, U., & Bougie, R. (2020). Research methods for business: A skill-building

approach (8th ed.). Wiley.

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th

ed.). Pearson.

Sugiyono. (2022). Metode penelitian kualitatif. Alfabeta.

Tanuwijaya, C. K., Ellitan, L., & Lukito, R. S. H. (2023). The Effect of Online
Customer Reviews on Purchase Intention With Customer Trust as A
Variable in Purchase Decision on Sociolla Consumers. Journal of
Entrepreneurship & Business, 4(3), 192-203.

https://doi.org/10.24123/ieb.v4i3.5764

Trianasari, N., Fitriani, N., & Rachmawati, I. (2023). Pengaruh Pemasaran Media
Sosial dan Dukungan Influencer Melalui Citra Merek dan Kepercayaan,
dan Dampaknya pada Niat Pembelian Merek MS Glow Melalui Aplikasi
TikTok. Jurnal Internasional Tinjauan Bisnis Profesional , § (10), €03793.

https://doi.org/10.26668/businessreview/2023.v8110.3793



https://doi.org/10.24123/jeb.v4i3.5764
https://doi.org/10.26668/businessreview/2023.v8i10.3793

95

Tuten, T. L., & Solomon, M. R. (2022). Social media marketing (4th ed.). Sage

Publications.

Yaacob, A., Gan, J. L., & Yusuf, S. (2021). The role of online consumer review,
social media advertisement and influencer endorsement on purchase
intention of fashion apparel during COVID-19. Journal of Content,
Community & Communication, 14(7), 199-212.

https://doi.org/10.31620/JCCC.12.21/03

Zameer, H., Ahsan, A., & Khalid, H.B. (2026). Understanding the role of
consumer interaction with brand and influencer endorsement in reinforcing
brand perception and purchase intention in fashion industry. Strategic

Business Research, 2(1), 100074.


https://doi.org/10.31620/JCCC.12.21/03

	DAFTAR PUSTAKA 

